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PRESENTS A NEW STYEE Bete 
WITH. A PRACTICAL ARSE 


THE DOUBLE-CORDED LOOP 


GIVES THE STRAP THAT “QUALITY LOOK’ — 


* 





THIS NEW KIND OF LOOP CANNOT STRETCH, 
TWIST, LOOSEN OR BIND. AVAILABLE 
NOW ONLY ON GENUINE KON-ITE STRAPS 
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KON-ITE WATCH STRAPS 


: SAUER & COMPANY SOLD ONLY THROUGH 
KON-ITE BLDG., CINCINNATI 2, OHIO JEWELERS 
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sPEAKING OF THE JEWELRY TRADE 


AST month, in lamenting the vir- 
tual disappearance of the stick- 
pin, we made the dogmatic statement: 
“Today, if you encounter a gent with 
a diamond or pearl jutting from his 
cravat, the chances are almost over- 
whelming that he’s connected with 
the jewelry business in some way.” 
This, it would seem, is too broad a 
statement. 
The pearl stickpin is worn by at 
least one individual outside of the 


THIS MAKES 
You MAYoR 
OFFICIALLY / 






jewelry trade and, as a matter of fact, 
appears to be a symbol of office com- 
parable to the English mayoral chain 
or the mace preferred by public dig- 
nitaries in other European countries. 

One of our bright-eyed staff mem- 
bers who lives in New Jersey and, as 
a result, has a profound interest in 
local politics, has pointed out that 
Frank Hague, until recently mayor of 
Jersey City, habitually wore a pearl 
stickpin in his necktie. This did not 
appear significant until his retirement, 
however, since Mr. Hague’s sartorial 
habits were, to put it mildly, unique. 

Upon Hague’s retirement, though, 
when the office of mayor passed to 
his nephew Frank Hague Eggers, it 
was noted that the ex-mayor’s necktie 
was void of any adornment. And, 
more significantly, the new mayor 
who had previously worn nothing in 
his cravat, appeared for work sport- 
ing a pearl stickpin! 


FOR AUGUST, 1947 


T the risk of appearing to be out 
of step with the crowd we here 
give warning that there is a limit 
to the amount of care and caution a 
jeweler should expend in the protec- 
tion of his store. We'd be the last 
to speak out in favor of cashing 
checks for shady looking charasters 
or leaving the safe door open while 
you go out to lunch, but we do think 
that you can carry caution too far. 
Take the case of Joe Nathan of 
Wilkinsburg, Pa. Joe had probably 
been reading a lot of this “watch- 
out-behind-you!” propaganda the 
night he decided to do a bit of late- 
hour window trimming. Cautious to 
a fault, he first locked and bolted the 
entrance to his store, then climbed 
into the show window, locking the 
door behind him. In no time at all 
Mr. Nathan was banging on the 
window and calling for help. He had 
forgotten that the door to the win- 
dow locked automatically—from the 
outside. A passing friend noticed 
the jeweler’s dilemma and tried to 
get into the store to lend a hand but 
the carefully bolted door stopped 
that. 

Finally, after spending a couple 
of uncomfortable hours as an ani- 
mated fixture in his own store win- 
dow, Mr. Nathan was rescued by 
his son who came all the way from 
his home in Pittsburgh in response 
to a frantic phone call from the pass- 
ing friend. There’s a moral here, 
gentlemen. 


e@ 
REPARATION of Christmas ma- 


terial takes place early in the year 
in publications such as JC-K, and one 


August 1947 


of our editors, dreaming up a Yule- 
tide window recently, came face to 
face with the problem: “how many 
reindeer does Santa Claus have?” 
Available reference works didn’t seem 
to have the answer, so the aid of the 
New York Public Library’s informa- 
tion service was sought by telephone. 

Quick as a wink, the bright young 
lady who answered the phone riffled 
through her reference books and 
came up with the answer: “Eight.” 

Then, apparently not wishing to in- 
volve the Library in any controversy, 
she added, cautiously: “Of course, 
that’s only the story.” 


o 


T’S an old tradition that new 
fathers give away cigars to cele- 
brate the arrival of the little bundle 
of joy, but it took Wall’s Jewelry 
Store, Shreveport, La., to figure out 
an angle for the jeweler. 
As a sort of Father’s Day promo- 
tion, Shreveport’s Commissioner of 





Public Safety A. B. Morris announced 
that he would give a free box of cigars 
to any man who became a father be- 
tween midnight, Saturday, June 14th, 
and midnight, Sunday, June 15th. 

I. Wolchanski, co-owner of Wall’s 
Jewelry Store, caught the spirit of the 
thing and decided that any man who 
merited such an honor should have a 
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“IT’S LIKE THAT EVERY DAY SINCE WE CONCENTRATED 
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Concenirate On Your 
3 BIGGEST SELLERS 





ARKER pbISPLAYS AT THE JEWELRY CONVENTION 
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lighter to go along with the cigars. 
Accordingly, he announced the fact; 
the only condition being that the new 
a call at his shop for the lighter. 


popp 
> © 
ra E are open any evening by 
appointment” proclaims a 


card in the window of the Gillies 
Jewelry Co., Van Nuys, Calif.. and 
it continues: 

“To better serve you as a valued 
customer and to give our employees 
the best possible working hours, 
we invite you to make an evening 
appointment if you find it incon- 
venient to shop during our regular 
hours of 9 a.m. to 5:30 p.m. 

“Your patronage is very much 
appreciated and you are most wel- 
come to use this convenient ser- 
vice.” 

According to the owner of the store, 
G. C. Gillies, many patrons have taken 
advantage of the service. 


© © 
LTHOUGH we attempt to avoid 


the gruesome and morbid in this 
department, there are times when it 
is difficult to decide where to draw 
the line. Take, for example, the 

















50 Years Ago This Month 


Facerpts from THE JEWELERS’ CIRCULAR 
weekly during August, 1897. 





Openwork stands of silver for 
vaseline bottles are included with 
necessary toilet articles. 





In San Francisco the Klondike 
fever appears to be spreading .. . 
a number of local jewelers have 
already been so badly seized with 
it that they will depart at once. 





The nickel silver egg-boiler, 
complete with egg holder, measure 
and lamp, is a source of genuine 
satisfaction to progressive house- 
wives. 

J. Harry Knerr, Camden, NV. J.. 
retailer, is featuring a window dis- 
play consisting entirely of photo- 
graphic goods. 





Swindlers have been active in 
Indiana, palming off fake gems as 
genuine diamonds. 








‘Mother-in-Law Sale” sponsored by 
Wilson’s Leading Jewelers, Syracuse, 
a Be 

Copy for the newspaper announce: 
ments heralding the sale contained a 


“One moment, Madam! Was your little boy wearing that when he came in?" 
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foreword by John D. Wilson, the 
owner, admitting that the whole thing 
seemed “corny.” However, he de- 
cided on second thought that folks 
would get a laugh out of the event, 
so the ads ran. 

Highlight of the announcement was 
the offer of a featherweight rolling- 
pin for 99 cents—“Truly a knockout 
for Mother-In-Law days: when sweetie 
pie isn’t fondling it, the cook will find 
it indispensable.” Other merchandise 
offered included costume jewelry, 
silverware, portable phonographs and 
radios. 

“Folks like it,” commented Mr. 
Wilson after the sale. “We had so 
much comment and so many laughs, 
and the event was so successful from 
a selling standpoint, that we already 
have the heading cut for next year’s 
ad. It will become an annual event.” 


o © 


N idea for a hitherto unexploited 
gift promotion has been ad- 
vanced by Frederic W. Roedel, Utica, 
N. Y., retailer—a gift from the groom 
to the bride’s mother. 

‘After all,” says Mr. Roedel, “the 
mother of the bride is losing her 
daughter and no matter how good the 
young man is, in the mother’s eyes 
he’s not quite good enough. If we 
can make it the proper idea for the 
young man to procure some gift of 
personal jewelry for the mother, pre- 
sent it to her the night before the 
wedding or on that day, it would give 
the mother a feeling that while she is 
losing her daughter, she is gaining a 
son-in-law who is thoughtful and un- 


selfish.” 
© © 


Ne time you play poker with 
strangers, men, whip out your 
loupe. It may save you some money. 
In Boston, Mass., Frank G. Whit- 
kens, a jeweler, testified in court that 
wearing his loupe during a card game 
had enabled him to detect marked 
cards. The marks were not applied 
by ink or crayon, but were a part of 
the original printed design on the 
backs of the cards, forming a com- 
plete code for the benefit of those 
“in the know.” 

Whitkens estimated his losings at 
$3,000 in poker games, and the owner 
of the cards was charged with “ob- 
taining money by tricks.” 
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Paper sculpture figure of a cap-and- 
gowned professor, pointing at the 
blackboard, lends atmosphere for a 
September display of watches and 
other gifts suitable for students. 


A Window For the Coming Month 


atk. HE Schorle 
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The return to the campus provides the cue for your September 


window displays. Here, Miss Dixon outlines the basis for 


a window arrangement which will accent ‘Back to School’ gifts 


N EVERY community in the coming month, hundreds 
of boys and girls will be going back to school, high 
school or college. Department stores will be ballyhooing 
their “College Shops” and doing a big business in outfit- 
ting every one from Sister Susie starting kindergarten to 
Brother Tom on his way to Harvard! There won’t be 
quite such a landslide in sales for the jeweler, but there 
is a nice little piece of business there for the cutting. 

Practically every jewelry store will have in its windows 
approximately the same selection of merchandise as shown 
in the accompanying photograph . . . ladies’ and men’s 
watches, pen and pencil sets, compacts, wallets, and cos- 
tume jewelry. Some of these items are almost necessities 
for the well turned-out school boy or girl of today. All 
of them are excellent gift suggestions for loving relatives 
to present! The store that plans and installs an eye-catch- 
ing display for “Back-to-School” suggestions is bent on 
cutting that nice slice of business! 

The fact that each and every store is in business solely 
to sell merchandise is so obvious and self-evident that 
many stores forget that the customer is not in the least 
interested in this point of view and absolutely never buys 
anything because someone wants to sell it, but only when 
he is convinced, at least momentarily, that the article 
satisfies some need or desire of his own. 

The merchant who places merchandise on display with- 

out design or comment is thinking of his stock primarily 
in terms of what he wants to sell. He is saying in effect: 
“This is what I, have to sell. Come and buy it.” The 
merchant who, on the other hand, slants his displays to- 
ward the current interests and needs of his prospective 
customers is thinking of his stock in terms of what people 
want to buy and is saying through his windows: “I’ve 
been thinking about you people and here are the things 
I believe you want and need.” 
_ This difference in thinking means a world of difference 
in sales returns, particularly in times like the present when 
merchandise is again plentiful and competition is back 
with the sellers and no longer with the purchasers! There 
is little profit in thinking of merchandise as the thing you 
want to sell—profit lies in thinking of it as the thing the 
customer may or may not want to buy! Sound merchan- 
dising is anticipation of customer needs and a presenta- 
tion of the merchandise that fills these needs in such a 
manner that the customer immediately connects the mer- 
chandise with her needs. 

In the display shown this month, a paper sculpture 
figure of a professor in cap and gown suggests the school 
theme which is further carried out with “blackboards” 
for merchandise and copy. A plaid patterned background 
Is used for contrast. 
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by VIRGINIA DIXON 





MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 


Material Source 

Paper sculpture figure of Rip Studio, 15 East 22nd St., 
"Professor" New York 10, N. Y. 

Black felt or velveteen—!/2 yd. Local department or yard 
goods store. 

Local department or yard 
goods store. 

Department store. 


White or red cotton cord—3 yds. 


Plaid cotton fabric 


Austen Display 

31 West 3st Street, New 
York 1, N. Y., or your 
display supply house. 

Sign writer. 


or 
Plaid paper—26" wide 
25° rolls 


Copy card lettered on black 
showcard board 





There are many sources for paper sculpture work and 
if you are lucky you may have someone in the store clever 
enough with her fingers to do this sort of work. The little 
figure shown in the photograph comes from the Rip 
Studio, 15 East 22nd Street, New York 10, N. Y. It is 
about eighteen inches high, but may be made up in any 
size desired. Cap and gown are black with purple facing 
on the gown. A flat cut-out figure could be used, of 
course, but the paper sculpture give a little more feeling 
of depth and perspective. A figure such as this could be 
used again in some other setting for a graduation display 
next June. 

The “blackboard” or “slate” for the merchandise is 
made by covering a large rectangle of compo board or 
heavy cardboard with black felt or velveteen and edging 
it with white or red cotton cord. The copy “blackboard” 
is black showcard board, hand lettered and also edged 
with cotton cord. 

For the background, plaid cotton dress material may 
be used or plaid pattern paper if available. Either one 
may be used to cover both wall and floor. The fabric 
would have the better texture, of course. Choose a gay 
and colorful pattern for its attention value and as a con- 
trast to the black paper figure and blackboards. 

If you wish to show a large selection of merchandise, 
several “slate” panels could be used with merchandise 
grouped according to price—“Gifts from $1.00 to $5.00” 
.. . “$5.00 to $10.00,” etc., or according to type: watches 
on one, pen and pencils on another, and so forth. 

If you want additional details—short lengths of dowel- 
ing painted white can serve as giant pieces of chalk .. . 
or if an apple for the teacher is one of your pet school day 
memories, these can be cut from red cardboard with arti- 
ficial leaves attached . . . very gay! 
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Are you re ady for 
Jp.emembrance ? 


1847 ROGERS BROS. 100TH ANNIVERSARY MASTERPIECE 


NEVER...never in 100 years of silver designing has 1847 Rogers Bros. 
created a pattern that should sell like REMEMBRANCE! 


We’ve made sure of its sales-ability by a special pre-testing before 
production! It’s a sure-fire pattern...a pattern that will appeal to women 
of both traditional and modern tastes! 


EVERYTHING IS SETF 
REMEMBRANCE will be announced to the public during 1847 
Rogers Bros. “Anniversary Week’’... September Ist to 8th. 

And 1847 — long the leader in silverplate advertising — is stag- 
ing the most spectacular announcement campaign in silver history! 


In radio...in magazines...in merchandising help...in volume 
of selling messages...in total money spent... look for this 
REMEMBRANCE promotion to break past records! 


Are you ready to take advantage of this unparalleled opportunity ? It’s 
the opportunity to cash in on the greatest pattern ... by the greatest name 
in silverplate...backed by the greatest advertising send-off in the silver- 
ware business! 


Run ads in your local newspapers. Tell women about REMEMBRANCE 
over your local radio station. Let go with a blast of publicity. Put up 


counter and window displays! Make sure that the women in your town 
remember you when they hear about and want REMEMBRANCE! 


The International Silver Company, Meriden, Connecticut 





1847 ROGERS BROS. 
Shyer C Sime KS Sh Wyyry yf WWE. 
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Wage Data for Jewelry Making Field 


Released by U. 8. Labor Department 


Bureau of Labor Statistics issues special study of wages and 


hours in the jewelry manufacturing industry: precious jewelry 


workers average $1.27 hourly. costume jewelry workers 83 cents. 


N JANUARY, 1946, straight-time hourly earnings of 
t plant workers in precious jewelry manufacturing 
establishments averaged $1.27, and in costume jewelry 
plants 83 cents, according to a survey of 217 establish- 
ments, conducted by the Wage Analysis Branch, Industry 
Wage Studies Division, U. S. Department of Labor. 

The 217 establishments covered in the survey repre- 
sented over half of the workers and over two-fifths of the 
plants with eight or more workers in the entire industry. 
Thus, the data on wages, hours, vacation and sick-leave 
plans, unionization, etc., may be considered as _repre- 
sentative of the industry as a whole. 

According to the report issued by the Bureau of Labor 
Statistics, the highest wage average paid men was, nat- 
urally enough, in the precious jewelry shops. There, 
jewelers received an average of $1.84 per hour, tool and 
die makers received $1.76, and metal polishers and buf- 
fers received $1.65. These occupations accounted for 
almost one-fourth of total employment in this branch. 
The greatest number of shops employing workers of this 
sort were located in the Middle Atlantic region, and 
the wages there were considerably higher than the aver- 
age, being $2.01, $2.03 and $1.78, respectively. The 
Great Lakes area, employing the second largest number 
of employees in the precious jewelry field, had, also, the 
second highest wages: $1.55, $1.27 and $1.26. In New 
England, rates for the three occupations were $1.31, $1.26 
and $1.07. 

In the costume jewelry field, wages for the same type 
of workers are somewhat less, the Department of Labor 
found. For jewelers, the national average hourly pay is 
$1.50, for tool and die makers, $1.45, and for metal 
polishers and buffers, $1.21. However, the largest num- 
ber of workers in the costume jewelry field are in the 
New England area where the lower hourly rates prevail: 
$1.37, $1.41 and $1.21, respectively. In the Middle At- 
lantic area. with a smaller number of plants in the cos- 
tume jewelry field, higher wages prevail: $2.03, $1.59 
and $1.20, respectively. 
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Unionization is stronger in the precious jewelry manu- 
facturing plants than in the costume jewelry shops, the 
survey disclosed: 42 per cent of the precious jewelry 
workers being unionized and only 19 per cent of those 
producing costume jewelry. Earnings of workers were 
generally higher in both branches in union shops, men’s 
wages in unionized precious jewelry plants averaging 15 
per cent above those in non-union shops. Regionally, the 
Great Lakes states favored union workers by over 20 
per cent as against 5 per cent in the Middle Atlantic 
region. 

In January, 1946, according to the Department of 
Labor’s survey, 14 per cent of the precious jewelry and 
22 per cent of the costume jewelry plants offered em- 
ployees a piecework or other incentive wage basis. In 
costume jewelry, incentive earnings of both men and 
women exceeded time workers’ rates by approximately 
one-fourth. In the Middle Atlantic region, however, men 
time workers held about an eight per cent advantage. 
Nationally only one out of the 16 selected occupations 
paid more for time than incentive work in costume 
jewelry plants, as compared to almost half of those 
studied in the higher-priced jewelry branch. 


At the time the study was made, men and women were ° 


scheduled to work a 40-hour week in over a fifth and 
a third of the reporting precious and costume jewelry 
establishments, respectively. Shorter hours (usually 35) 
were reported only in the precious jewelry industry, but 
substantial numbers of plants in both parts of the indus- 
try reported a 48-hour workweek. Extra shift operations 
were rare among the plants covered. 

Not more than 5 per cent of the plants in either branch 
provided paid sick leave for plant workers, the survey 
reported; about the same proportion with office staffs 
had similar provisions for clerical personnel. By con- 
trast, paid vacations were widespread with close to nine 
out of every 10 precious jewelry manufacturers and 
more than three out of every four producers of the 

(Please turn to page 271) 
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Richter's billboards 
from January to De- 
cember are shown 
on these two pages, 
starting here and 
going in a coun- 
ter-clockwise direc- 
tion around pages. 


DILLBOAR 
Crate Coraumer eceftane 


NE of the least publicized but certainly, still a 

powerful promotion medium for the jeweler is the 
billboard. Located at advantageous spots throughout the 
jeweler’s trading area and on main highway and com- 
muter approaches to his city, this type of promotion can 
do a good advertising job, especially when used con- 
sistently and changed regularly so that the ad does not 
become “stale.” 

Charles Richter, owner of the Richter Jewelry Co., 6th 
and Main Streets, Cincinnati, Ohio, is an extensive user 
of billboard advertising and with good results, proven by 
the numerous favorable comments he has heard. 

“We started using outdoor poster advertising ten years 
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* says Mr. Richter, ° “beginning with only the Bride, 
caduation, and Christmas months. Gradually we in- 
sreased these showings, and in the past four years con- 
verted from seasonal intervals to regular monthly posters. 
thas been an unusually interesting experience watching 
our ‘baby’ grow. 

“Institutioral advertising of this type takes longer to 
bear fruit bu: over a period of time it will. As with most 
forms of good-will advertising, it is difficult to pin daily 
ales results directly to it. However, from the numerous 
favorable comments we have received it is apparent that 
itis being noticed. Many of our customers and friends 
anxiously await the regular monthly changes and study 
our boards .aoroughly to the extent of offering comments 
and criticism as a hobby. 

“We believe in the old Chinese proverb that a picture 
conveys a message stronger and faster than words, and 
wwe an illustration with the fewest emphatic words as is 
practical. The illustrations and copy are our own orig- 
inal creation. With business becoming more competi- 
tive, the importance of economy and the various methods 
of advertising become greater. As in most forms of 
advertising, continuous repetition is necessary to prove 
successful,” 

Outdoor billboards, when permitted, are usually 
erected in the most heavily traveled arteries, streets, lots, 
and certain buildings where they can be seen by the most 
people. Eye-level is the best elevation, and on the right 
side of trafic preferably at an intersection, car or traffic 
stop; at the bend or curve of a road with sufficient clear- 
ance and no obstruction so that best visibility is had at 
the greatest distance and for the longest time during both 
daylight and with night illumination. 

City incoming, rather than outgoing locations are pref- 

(Please turn to page 270) 
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From Sand to 


OR the sixth in its series of “picture trips” through 
plants manufacturing merchandise sold in the modern 
jewelry store, JEWELERS’ CIRCULAR-KEYSTONE takes its 
readers, this month, through the Fostoria Glass Co.’s fae- 
tory at Moundsville, West Virginia. 
This plant is one of the most modern glassware manu- 


|. Glass begins with white silica sand, and its quality is determined 
by the fineness of the sand, the precision of mixture with such chem- 
icals as potash, lead or lime, and the care with which the mixture, 
including a percentage of reclaimed glass, is melted in a white-hot 
furnace. Here the "batch" is shoveled into one of the furnace pots. 


2. Glassware is either blown or pressed into shape. Here the 

"gatherer" pours a blob of molten glass into the mold, where the 

‘presser’ gauges the right amount for the desired item and presses 
a plunger into the glass with exact pressure’ and timing. 


3. Mold is opened to show the finished piece. Note the design 
which has been painstakingly sculptured into the surface of the mold 
with a hammer and chisel. 


4. The pressed piece is thrust into a smaller furnace (called the 
"glory hole") for tempering which adds sparkle and luster and, also, 
for re-heating to keep the glass at working temperature. 


5. The finisher uses only a simple wooden paddle and his own skill 

to manipulate one pressed piece into a half-dozen different shapes 

—this time, a sandwich tray. By eye and touch alone the pieces are 
completed in precise shape and uniformity. 


6. For a blown piece, the gatherer raises his blowpipe in the manner 

of a trumpet, puffs into it and passes it to the "blower''—the artisan 

who forms the piece by lowering the "gather" into a cork-lined mold 
and blowing and molding it into shape. 








Sandwich ray 


facturing establishments in the world and the operations 
carried on there, as pictured on these pages, represent 
the latest achievements in this fascinating art which has 
been practiced by men for centuries. 

Pictures on these two pages run counter-clockwise, 
starting at the upper left. 


7. Here, the pressed stem is stuck to the bowl of the goblet and 
the "foot setter’ cuts off sufficient molten glass for modeling the 
foot by means of a carbon gauge. 


8. The goblet is inspected against a checkered background, which 

shows up any flaws, and excess glass at the top is trimmed off by 

directing a jet of flame against a line previously scratched on with 
a diamond pointer. 


9. The edge is now made smooth by grinding, using a rounded stone 
for inside beveling and a cupped stone for outside beveling. 


10. Moving through the "'glazer", the rim of the goblet is slightly 
melted to make it perfectly smooth and less likely to chip. 


Il. Both pressed and blown glassware moves slowly through this 
annealing oven—pressed ware emerging ready for use, blown ware 
ready for trimming, glazing and decorating. 


12. An etched design is first hand-engraved on a steel plate, from 
which prints are drawn and then carefully laid on glass. When 
paper is removed the design remains. 


13. Hand painted with a thick, acid-resisting wax covering every- 
thing but the design openings, the goblet is ready for dipping into 
the acid which etches the pattern into the glass. 


14. Cutting, one of the oldest forms of decorating glass, is done by 
holding the piece against a wheel of abrasive stone. This process 
requires great skill, an accurate eye and a steady hand. 
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by JUANITA SAYER 
































public remember previous year's similar event 















“Teaser ads, announcing the Fiesta, made the 
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Left—Crowds lined up for blocks 
waiting for admission to Barry's 
Jewelers’ “Anniversary Fiesta.’ 


Below—Surveying the glassware 
counter, these patrons seem to 
be having a hard time deciding 
which of a score of items dis- 
played are best 18-cent bargain. 









(ne Day “Penny Fiesta’ 


ERCHANDISE worth an estimated retail value 
of $80,000 was sold for the sum total of 180,000 
pennies at the 18th birthday celebration of Barry’s Jewel. 
ers, Glendale, Calif. On the face of it, this doesn’t seem 
like good business but for a one-day event, the manage- 
ment of the store feels that they get their money’s worth 
in promoting and building goodwill among the 10,000 
persons who visited the store during the event—and stood 
in line in some cases for six to ten hours just for the 





privilege. 

Sam Behrstock, owner of Barry’s, initiated the novel 
celebration on the firm’s 10th birthday, when ten pen- 
nies was the entrance fee. Subsequently similar events 
were held on Barry’s 15th, 16th, and 17th birthday an- 
niversaries, when some 5,000 persons jammed the store 
in each case. These “Anniversary Fiestas” as they are 
termed by the store, have become virtually a Glendale 
institution, anticipated by its citizens far in advance of 
the event. In fact, inquiries regarding the Fiesta start 
pouring into the store during the Christmas rush. 

The idea is simple: a selection of merchandise from 
the store and more specially purchased for the event is 

















Left—Jubilant ‘Fiesta’ customers walked out 
of the store with unwrapped purchases, there- 
by giving waiting customers on sidewalk a pre- 
vue. Below—Sam Behrstock prepared to cut the 
firm's huge !8th anniversary birthday coke. 








Ups Years Sales 


put on sale during the one-day event for the number 
of pennies corresponding to the store’s anniversary. Need- 
less to say, a sellout is always the result. 

This year, Barry’s 18th anniversary, some 10,000 in- 
dividual items, ranging in retail price from $1.95 to $50, 
were put on sale. Costume jewelry, cigarette lighters. 
clocks, aluminum cocktail shakers, sterling serving trays 
and bowls, cigarette stands, dresser sets, decanter and 
glass sets on metal and wooden trays, sterling silver baby 
cups, ceramic and glass vases, glass candlestick holders, 
sterling and glass salt and pepper shakers, men’s sterling 
tie clips and money clips, key rings, sterling compacts, 
wallets, perfume bottles, ceramic figurines, gin rummy. 
bezique, and cribbage games—these and hundreds of 
other types of merchandise were snatched up for the 
nominal sum of 18 pennies. 

One item to a customer was the limit, and the pay- 
ment had to be in pennies. Sales were confined to adults, 
but thousands of shoppers brought their families, and 
the perambulator traffic was as heavy as that at any 
baby parade. 

(Please turn to page 271) 





Large newspaper insertion listed merchandise 
which would be available for a mere 18 cents. 
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Trade Show. Retailer Clinies 





Features of ANRJA Convention 


New York’s Waldorf-Astoria Hotel will be seene of 


A2nd annual convention and trade show August Ilith through 


l4th; prominent speakers will discuss trade problems. 


LL ROADS WILL lead to New York the second 

week in August when the American National Re- 
tail Jewelers Association’s 42nd annual convention and 
trade show will draw thousands of the country’s retail 
jewelers to the Waldorf-Astoria Hotel, August 11th 
through 14th. 

Although the full ANRJA convention program had 
not been lined up at the time of going to press, it was 
revealed that a number of top-flight speakers would ad- 
dress convention sessions. Among these will be Mayor Wil- 
liam O’Dwyer of New York City, who will welcome the con- 
vention delegates to the city; Hon. John A. Danaher, 
former U. S. Senator from Connecticut; William J. 
Cheyney, executive director of the Retail Credit Insti- 
tute, Washington, D. C., and Dr. Paul H. Nystrom, presi- 
dent of the Limited Price Varieties Association, New 
York. 

Convention sessions, under the chairmanship of 
ANRJA regional vice-presidents, will be devoted to such 
vital topics as “Window Displays,” “Taxation,” “Adver- 
tising” and “Retail Salesmanship.” As in the past, those 
attending these sessions and clinics will be permitted to 
direct questions to the speakers after their talks, and re- 
plies will be given, wherever possible, directly from the 
rostrum. 

In addition to addresses by prominent speakers, and 
convention clinics of interest to retailers, a number of 
special events have been planned for the convention 
period. 

The Longines Symphonette concert, inaugurated in 
conjunction with last year’s convention, will be presented 
again this year at Carnegie Hall on Tuesday evening, 
August 12, at 9:00 p.m. Tickets will be made available 
at the Longines-Wittnauer Booths, 34 and 35. 

A jewelry fashion show, under the sponsorship of the 
Jewelry Industry Council and conducted by June Hamil- 
ton Rhodes, will be presented twice on Wednesday, Aug- 
ust 13th. Both showings will be at the Hotel Plaza, 59th 


222 


Street and Fifth Avenue: one at 4:00 p.m. and the other 
at 9:00 p.m. 

The social high-spot of the convention, of course, will 
be the annual convention reception and banquet, to be 
held Thursday evening, August 14th, in the grand ball- 
room of the Waldorf-Astoria. The reception will begin 
at 7:30 p.m., the banquet at 8:00 and entertainment, at 
9:30, will be followed by dancing until midnight. 

The tentative convention program, as released by 


ANRJA pending further changes and additions, is as 
follows: 


Saturday, August 9 


Meeting, ANRJA Executive Committee. 
Setting up of exhibits in convention areas. 


Sunday, August 10 


Registration of Members and visitors, Silver Corridor, Ballroom 
Floor. 


Monday, August I! 


8:00 A.M.—Meeting of ANRJA Executive Committee. 

9:00 A.M. to 7:00 P.M.—Exhibits open in all Exhibit Halls on 
Third and Fourth floors. Registration in Silver Cor- 
ridor. 

12:30 Noon—National and State Officers’ Luncheon, Wedgwood 
Room, Lobby Floor, President Durward Howes, pre- 
siding. 

7:00 P.M. to 8:30 P.M.—Registration, Wedgwood Room, Lobby 
Floor. 

8:30 P.M.—Opening Convention Session, Wedgwood Room. 
Address of Welcome by Hon. William O'Dwyer, 
Mayor of New York. At this session President Dur- 
ward Howes will deliver his Convention Address 
and introduce important trade and industry repre- 
sentatives. There will also be an address by a 
nationally-prominent speaker. 


Tuesday, August 12 


8:00 A.M.—Breakfast Conference, ANRJA Executive Committee 
and ANRJA National Advisory Council. Palm 


Room, I8th floor, Park Avenue side. Chairman, 


, C. |. Josephson, Jr. 
9:00 A.M. to 9:00 P.M.—Exhibits open. Registration, Silver 
Corridor. 


10:00 A.M. to 12:30 P.M.—Convention Business Session, Weda- 
wood Room, President Howes, presiding. Reports 


(Please turn to page 289) 
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Exhibitors at ANRJA’s Convention and Trade Show 


A 


Adels, M. Co. —Room 
Adler. a 
rk—Room 

aecaanie, Louis & Bros. Inc. 
Rooms 4J and 4K 

Albert Jewelry Co.—Room 

Albert's I. Sons, Inc.—26 

Alpina Watch Corp. of 
America—320 

American Jewelry Distribu- 
tors, Inc.—26 

American Time Products, 
Inc.—216-217 

Arnstein Bros. & Co. —25 

Axel Bros., Inc.—56 


Baden & Foss. Inc.,—4 

Baker & Co., Inc.—19 

Baldwin-Miller Co.—26 

Ballou, B. A. & Co.—313-314 

Bass, Luckoff & Weyburn 
Advertising—Room 

Bates, C. J. & Son—205 

Benrus Watch Company, 
Inc.—224, 225, 226. 

Bernat Co.—23 

Blits, H. & J.—514 

Bojar Co., Inc.—130 

Boszhardt-Possin Co.—26 

Bristol Seamless Ring 
Co.—33 

Breitling Watch Corp. of 
America—Room 

Bron-Shoe Company—213 

Bulova Watch Company— 
Ballroom Stage 

Buss, Linthecum, Thorsen, 
Inc.—Room 


Cc 


Chalom, M. & Son, Inc.—32 
China Overseas—326, 327 


Cohen, 


Clausin, S. H. & Co., Inc.—26 
Cohen, A. & Sons Corp.—72 
Harold, Inc.—43, 48 
Colby Lighter Corp.—Room 
Coro, Inc.—16, 17, 21A, 22 
Cramer, Tobias, Meyer—8 
Crawford Watch Corp. 
—201, 202 
Crown Luggage Co., Inc. 


—120, 121 
Cyma Watch Co., Inc,—55 
bD 
Davidson & Sons Jewelry 
Co.—207, 208 


Diamond Trading Co.—106 

Donbrau Company—Room 

Doner, Wm. B. & Co.—10l 

Dreyfus, Julius, Inc.—Room 

Duff, Wm. Jewelry Co.—Room 

Dunhill, Alfred of London, 
Inc.—502 


E 


Edwards & Co.—26 

Eisenberg Jewelry 
Inc.—Room 

Elgin American Division of 
Illinois Watch Case Com- 
pany—28, 29 

Elgin National Watch 
Co.—59, 60, 61 

Elrex Watch Co.—406 

Empire State Glass—221 

Engel, J. & Co., Inc.—26 

Eversharp, Inc.—323, 324, 325 

Executive Jewelry 
Co.—218, 219 


F 


Feinstein, E. S. & Co.—123 

Felger, F. & F., Inc.—Room 

Fidelity Diamond Ring 
Co.—Room 


First Lady Diamond Rings— 
Room 
Fisher, A. Edward & Co., 
Inc.—Room 
Flex-Let Expansion Prod- 
ucts—215 
Florn, The Clock Co.—212 
Flyer, J. & H. Inc.—Room 
Forever Yours Ring Co., 
Inc.—11]1 
Forstner Chain Corp.—73, 74 
Frackman, Harry & Ben, 
Inc.—Room 
Freed, Edwin, Inc.—404, 405 
Freedman, Marvin J. 
Inc.—131 
Freudenheim Bros., 
Inc.—Room 
4, 
Garné Jewelry—117 
Gemex Company—66 
Gemological Institute of 
America—1l4 
General Electric 
Co.—508, 509 
Gerwe-Brown, The Co.—26 
Glass, Leo & Co.—301, 302 
Gorham, The Co.—Room 
Gross, Benjamin & Edward 
J. Co., Inc..—407, 408 
Gruen, The Watch 
Co.—39, 40, 41, 42, 49, 50, 
51, 52 
Gurwitt, Albert & Co.—214 


Hailparn, H. & Co.—Room 
Hamilton Watch 
Co.—62, 63, 64 
Hampden Chain Co.—Room 
Harman Watch Co., 
Inc.—Room 


404/405) 406 








Helbros Watch Co., 
Inc.—317, 318, 319 

Heller & Co., Inc.—Room 

Heller, L. & Son, Inc.—15 

Holzer Watch Co.—21]1 

Hurlburt, H. O. & Sons—308 


Illinois Watch Case 
Co.—28, 29 

Imperial Pearl Syndicate 
Inc.—5, 

International Silver 
Co.—Pillement Suite 
Iskin Manufacturing Co., 

Inc.—304 


| 


Jabel Ring Mig. Co.—Room 

Jacobsen, Joseph H. & Sons, 
Inc.—36, 37 

Jacoby-Bender, Inc.—206 

Jaffe, Isidore—220 

Jay-Kel Jewelry Co.—21 

Jentelson, J. Inc.—Room 

Jewelry Industrial Coun- 
cil—312 

Jewelry Magazine—222 

Jones & Woodland Co.—Room 


K 


Kaplan, Lazare & Sons. 
Inc.—Room 

Karp. David Co., Inc.—81-82 

Karpeles Rosary Co. 
Ltd.—109 

Kasper & Esh Inc.—Room 

Kaufman, Bert L. Co.—23 


Kaufman, Jack L. Inc.—Room 
King Diamond Cutters, 
The—321 
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=~ fae DET .. 
Location of exhibits on main ballroom floor at the 42nd annual | Besiden Keom bs 
ANRJA Convention and Trade Show. Additional exhibitors will 324/321 
be located on Ist and 2nd balconies in the ballroom and 3251320 
booth numbers for these exhibitors appear on following page. Ape aoe 
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Kirk, Samuel & Son, 
Inc.—AN, 4p 

Korn, William & Com- 
pany—119, 108 

Koss & Shubkin—128 

Kramer Jewelry Com- 
pany—129 

Kreisler, Jacques Mig. 
Co.—11 

Krementz & Co.—Room 

Kritzer, Stern & Klein, 
Inc.—Room 


L 


L. & R. Manufacturing 
Co.—204 

Lady Alice Pearls—220 

Lampl, Walter—83, 84, 85. 86 

Landau, Max & Co., 
Inc.—Room 

Larter & Sons—Room 

Lasko Strap Company—127 

Lasner Jewelry Corp.—305 

Lederer, Victor E. Co.—223 

Lehman Brothers Silverware 
Corp.—221 

Leif Brothers—401 

Lester & Co.—Room 

Levitz, Ira—Room 

Levy Bros. China Co.—504 

Longines - Wittnauer Watch 
Co. Inc.—35, 36 

Ludel, J. & W.—Room 

Luedco Religious Sup- 
plies—306 

Luria, L. & Sons—Chinese 
Salon 


M 


Masin Waich Co., 
Inc.—328 

Mautner, The, Co., 
Inc.—309, 310 

Mead, M. A. & Co.—57 

Mercury Ring Corp.—409 

Metzger, Rudolph, 
Co.—Room 

Moba Jewelry Corp.—Room 

Modern Classics by 
Mossalone—315 


Modern Onyx Mig. Co.. 
Inc.—510 

Multi-Facet Diamond 
Corp.—7 

Muney, Wm. A. & Co., 
Inc.—Room 

Munwill Watch Co.—Room 


N 
- 


National Jewelers Co.—Room 
Inc.—Room 

National Silver Co.—-Car- 
penter Suite 

New Haven Clock & Watch 
Co.—403 

New Hermes Inc.—3] 


Oo 


Oleet, Harold K. & 
Bros.—Room 

Ollendorf Watch Co., 
Inc.—46, 47 

Oneida Community Ltd.— 
Living Room, Jansen Suite. 
and Booth ! 

Otis Co.—24 


Pp 


P. M. Jewelry Creations. 

Inc.—122 
Parker Pen Co. The—315-316 
Parker Watch Co.—5ll 
Paulson, Henry & 

Co.—113, 114, 115, 116 
Personna Blade Co.—124 
Plainville Stock Co.—Room 
Polishook, K. & Son—Room 
Polumbaum, Richard Co., 

Inc.—501 
Prill Silver Co., Inc.—20 


Reich, M. A.—Room 

Remembrance Ring Co., 
Inc.—132 

Rensie Watch Co.—402 

Rexon, Inc.—229 

Reynolds. E. W. Co., 
Inc.—26 


Booths on second balcony of Ballroom. 
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Rima Watch Co., Inc.—Room 
Rivkin, Morris & Sons, Inc.—3 
Robinson & Sverdlik, Inc.—68 
Rogers, Wm. A. Ltd.—Blue 
Room, Jansen Suite 
Ronson Art Metal Works 
Inc.—65 
Rosenthal & Kaplan—Room 
Royal of Pittsburgh, Inc.—307 


te 


Sabin, Alex & Sons, 
Inc.—Room 

Sacks, Irving, Inc.—111 

Sammartino Bros. 
Co.—327, 328 

Sarkin, David, Inc.—311 

Savoy Watch Co., 
Inc.—Room 

Schiffman, M. W. & 
Co.—Room 

Schmuckler, J. J. & 
Son—Room 

Schutzberger, Irving—107 

Semca Watch & Clock 
Companies—Room 

Shiman Bros. & Co., 
Inc.—Room 

Shiman, M. H. & Co., 

Inc.—Room 

Sheaffer, Wm. A. Pen 
Co.—38 

Sickles & Sons, Inc.—Room 

Ss. K. & W., Inc.—Room 

Smith, Frank Silver Co.—205 

Solow, Harold, Inc.—123 

Somers-Ernest Co., Inc.—105 

Spear & Susskind Mfg. 
Co.—Room 

Speidel Corp.—77, 78 

S. P. M. Co.—Room 

Sperling, Claude M.—104 

Standard Novelty Box Co., 
Inc.—Room 

Steiner, Ermest, Inc.—102 

Stern, Edward L. & Co.—503 

Stern, Louis Co.—2 

Stern & Stern, Inc.—125 

Sterner, Curt, L.—322 

Streicher Mfg. Co.—103 

Swank, Inc.—27 

Swartchild & Co.—13 


\ a — 


Booths on first balcony of Ballroom. 
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Tanz, The Philip 
Co.—209, 210 
Tavanees Watch Co., 
Inc.—55 
Taylor & Co.—Room 
Telechron, Inc.—75 
Tissot Watch—21] 
Traub Mig. Co.—Room 
Trinac Silversmiths, 
Inc.—Room 


U 


Ulrich Associates—110 
Ulysee, Nardin Watch & 
Chronometer Corp.—320 
U. S. Jewelry Co.—126 

United States Time 
Corp.—53, 54 

Untermeyer, Robbins & 
Co.—Room 

Uris Sales Corp.—30 


Vv 


Veit, B. & L., Inc.—Room 

Victoria Pearl Co. Ltd. Divi- 
sion of S. Nathan & Com- 
pany—112 

Volupté, Inc.—512 


Ww 


Wadsworth Watch Case 
Co.—79, 80 
Wakmann Watch Co.—Room: 
Wallace, Jewelry By—505. 506: 
Waltham Watch 
Co.—69, 70, 71 
Weiss, Albert & Co.—400 
Werst, Jack M.—Room 
Wiesen-Hart—Room 
Wilberg Jewelry 
Corp.—Room 
Wood, J. R. & Sons. 
Inc.—3, 10 
Wyler Watch Agency—44, § 
Wefferling, Berry & Co—/é 


Zippo Lighter Co.—118 
Zuckerman, Nat. & Co.—42 
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AT LONGINES-WITTNAUER JEWELER AGENCIES EXCLUSIVELY 


© cdulherted & Wy 000, 
Ss 


; NOINES | 

y “10 3 
9! VT N ay :° 
SL e. ~~ N 


O77 MNMINYG 


Yate Sresentahin Wulehos 


7 ? 68 Spe a ; na Z OC 
MLE EEL 

| é 

Vnitr Moe Lonynes Piwwver 


A magnificent collection of 50 different 
models for ladies and gentlemen to retail, 
in hand-wrought cases of 14K gold, from 
$135, upward, including Federal tax. 


Longines Willnauer Nabe Co. 
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Colum* “ 
CARL ADAMS 

ROUND-UP 
Time w 
That “ian I read Our Gift 
The way to stay young Suggestion 
Is to keep 
Your mind young. Column 


By some old guy 
Who was trying 

To put on the brakes, 
And halt his slide 


- 


But the strange part is, 
I know 
That I'm not getting old. 


We've had uid drive auto 
mobiles. now we have fluid 
drive watches—or so It says 
on the dials. Come in and see 
them. 

8 
We have other watches with 
the jewels on the inside. not 
on the outside as the old lady 
thought they should be. 

€ 
It is sometimes a sign of dis- 
crimination to say you don't 
know 





o 

A cup of steaming. fragrant Pearis Bi Folds. Cos- 
coffee is good at any hour of § tume Jewelry, Lockets, 
the day—and this is one of Crosses, D.amond Rings, 
those hours. So its to the Eversharo an: i Parker 
Cate next door. for us. and @ Pens and Pencils Bulo- 
few minutes of relaxation va and Eign Watches, 
with a cup of the beverage. for men and women 


Carl Adams | 
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Good Humored Advertising 


Insures Wide Readership 


Carl Adams, Pomona, Calif., jeweler, sprinkles his ads with a 
quiet type of humor which makes them widely read. As a result, 


many people visit his store to see him—and they remain to buy. 


od | NEVER miss reading Carl Adams ads,” a wom- 
an remarked at her club meeting. “I want to 
see what he left out.” Another said that Adams ads were 
the craziest ads she had ever read. These are typical ex- 
amples of the expressed opinions that attest to the atten- 
tion-compelling power and interest-holding ability of 
“Carl Adams’ Round-up”, an advertising column which 
runs in the local daily paper every Monday and Friday. 
Readers also tell of the variety of ideas which contributes 
to the readability of the column. 

Somewhat of a rebel against “cut and dried” ways of 
doing things, the idea behind the advertising of this 
Pomona, California, jeweler, is not only to get business 
but to break away from the conservative type of copy 
written to fit the program of any store.” People know 
the pleasure of jewelry, Mr. Adams figures; practically 
every one has the desire to own and wear fine pieces of 
gold and silver and precious stones. But every one does 
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by E. J. SHEPARD 


not know the jeweler or his store and Mr. Adams be- 
lieves that putting “personality” into his advertising 1s 
one way of getting strangers interested enough to come 
in and find out what his store is like. The many new 
faces among his customers seems to prove his point. 

He does not approve of carrying on the same style of 
copy and layout week after week and year after year, 
in spite of all the old arguments that one should create 
a certain style and stick to it so that the reader can 
easily identify his ads at a glance. Mr. Adams believes 
that a change of copy style renews the interest of his 
“regular” readers and calls the attention of those who 
may have been passing over his ads previously. 


A friendly man, one who likes to laugh, and a man 
(Please turn to page 274) 
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Never underestimate a “CUS 
SELL “UP”... NOT “DOWN” 


When a man or woman asks to see a Ronson 

lighter, you know they are persons who take 
pride in their personal possessions and in their choice 
of gifts. When the price is right, the additional cost 
of a class product in precious metal will not deter 
them if they have the buying power. So... show 
EVERY Ronson customer the irresistible “Adonis” 
in Sterling. Folks who recognize quality instantly 
know that its twenty-five dollar+ retail price is 
better-than-right for the value received. +Tax Extra 


Unrivaled product appeal plus unquestioned value is 
the sales formula that applies to every Ronson lighter 
product ... whether lowest priced pocket model, 
silverplated table model, or a model in 14 karat 
gold. It is the formula that means tremendous sales 
possibilities at all consumer income levels for all 
who handle the Ronson line. 


Featuring the famous patented Ronson safety-action 





“PRESS, IT’S LIT? ‘a. RELEASE, IT’S OUT!” 


Your sale of a RONSON lighter is not com- 
plete without a RONSON SERVICER. 

RONSON * REDSKIN LIGHTER* NECESSI- 
TIES are best for ALL lighters ...a MUST 




















TUNE IN ON 


for RONSON. 


") 66 G3) 
Q\yeittora” ... every Saturday night (Sunday 


nights, Pacific coast), Mutual Network. For time and 


station, see your local newspaper. WORLD’S GREATEST LIGHTER 





‘Trade Mark Reg. U.S. Pat. Off. RONSON ART METAL WORKS, INC., NEWARK 2, N. J. 
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Arresting windows cannot be 
used at all times lest they 
be considered commonplace 
so Seigel’s intersperses them 
with more ordinary, conven. 
tional displays such as this 





indow Kantas 


By using imagination in his window 









displays, A. J. Siegel, New Haven, 
Conn.. jeweler, creates desire 


in the hearts of his customers. 


Facade of the Siegel store, 
showing the arrangement of 
the windows which are used 
to tempt passing shoppers. 


This more or less conven- 
tional window display of 
flatware and hollowware 
contrasts with the more 
imaginative technique shown 
on the page which follows. 
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Generous use of magnified 
snowflakes interspersed with 
normal sized: snowballs pro- 
vide Christmas atmos- 
phere, while a pensive 
angel tries to make up her 
mind which of the many 
tempting items on display 
she should select as gifts. 


Stirs the Buying 


HE eyes are the windows of the soul, but windows 
Tie the soul of a jewelry store in the opinion of A. J. 
Siegel, the third generation of diamond merchants, who 
now operates a jewelry store at 954 Chapel Street, New 
Haven, Conn. Following through on this belief, he classes 
his window dressing costs as part of his advertising 
budget and has found that it pays. 

Siegel, who had over 30 years’ experience in the 
jewelry field both as a manufacturer and a retailer prior 
to opening his own establishment a little more than a 
year ago, states that he’s always believed that jewelers’ 
windows failed to follow through with the thought which 
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Beans 


Be as 





the name jeweler brings to mind—imagination, creation 
and the like. 

Opening his own store, Siegel broke down his problems 
and, realizing that the creation of ideas for exploitation 
of his wares was necessary and that his time would be 
entirely consumed by the creation of jewelry and the 
training of a competent salesforce, he went looking for 
help. 

He broke his promotion plans down into two phases. 
For the customary channels of promotion, he called in a 
well established advertising counseling firm to bring his 


(Please turn to page 273) 


Typical Siegel window treatment 
which proves to be a crowd-stop- 
per is this bizarre set-up which 
emphasizes large white hands sus- 
pended from the ceiling of window. 
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NEW JEWELS 











EDESIGNING old jewelry into more modern styles is an excellent 
source of business, but many a jeweler hesitates, not knowing what, 
exactly, can be done with old stones, mountings, etc. Here, then, are some 
suggestions by Sol Kaufman, noted jewelry designer. The rings shown 


on this page can all be mounted with stones from out-dated brooches, | of 





rings, etc., thus turning dusty jewel-box occupants into wearables. 
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VICTORIA PEARL CO., LID. 


610 Fifth Avenue « New York 20,.N. Y. 


























These four reasons make it easy Pt: our ‘aes 
for you to sell Victoria, Queen 5 “ e. 
of Hand-made Pearls: exH! git me 
QUALITY PACKAGING he a 
PRICE ADVERTISING #8 
For your profit’s sake, we invite Bs, 
a N RJA you to see VICTORIA and com- ANRS A 
Convention ane Convention 
* 
NEW 
NEW YOR K A wide assortment of all pre- YORK 
' 11-14th cious, semi-precious and syn- August 11-14th 
Augus thetic stones are shipped to us WA aS 
g-ASTORIA constantly from our direct con- DORF-ASTORIA See 
wALDo nections in all parts of the world. Booth aa 
th 112 No wonder, then, that wise 112 ; 

Boo buyers, before making any pur- 

chase, inspect the stocks at 
-STONE HEADQUARTERS - 
NN Since 1901 





S. NATHAN & CO., INC. 


610 Fifth Ave., New York 20, N. Y. 
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The Diamond Industry in 1946 


Second part of a digest of the 22nd annual review of the diamond 


industry by Sydney H. Ball, diamond consultant for JC-K. The 
entire text of the report will soon be published in booklet form. 


by SYDNEY H. BALL 


Rogers, Mayer and Ball, N. Y. 
Diamond Consultant for JC-K 


WORLD PRODUCTION The Unien of South Africa, South-West Africa, and Tanganyika 
Territory showed gains, and the Belgian Congo and the Gold Coast 
losses. At Kimberley, the Dutoitspan and Bultfontein pipe mines 
continued to operate and in a year or two, Premier and New 
Jagersfontein will become producers. 

The following table shows, as accurately as available statistics 
permit, world production for the past four years: 


Accurate figures regarding diamond production are still not 
available for many countries, but the estimates in the following 
table are believed to be fairly reliable. It will be noted that the 
production of the Gold Coast and Sierra Leone for the war years 
is now available. World production (gems and industrials) in 
1945 is estimated to have been 10,212,573.35 carats (2.252 short 
tons) worth at the mine about $80,600,000. The quantity was 72 World Production of Diamonds, 1943-1946, by Countries in 
per cent of that of 1945, but the value at the mine showed an Wenete Canate 
increase of about 30 per cent. The increase in value was due to 


the increased production of gem grades, both as to carats and (Including Industrial Diamonds) 


quality, and the advance in the price of cuttables, By weight, some 1943 1944 1945 1946 
1188 pounds were gem stones and 3315 pounds industrials. Africa 

The Belgian Congo was the leading producer by weight (59 per Angola 794,990 799,120 803,887 *808,000 
cent), although it represented but 11 per cent of the value. On Belgian Congo 4,881,639 7,533,365 *10,386,000 *6,033,000 
the other hand, the British Empire, accounting for only 28 per French Equa- 
cent of the weight, represented about 70 per cent of the value. torial Africa 56.183 60,000 82,849  *90,000 


UNITED STATES IMPORTS OF INDUSTRIAL DIAMONDS WITH AVERAGE PRICE 1919-1946 


. Average Price per Carat 
Imports of industrial of Industrial Diamond 
Diamonds (by carats) imports 










12,000,000 $120 


11,000,000 $110 


10,000,000 $100 


9,000,000 $90 


8,000,000 
7,000,000 


6,000,000 
¢ 


5,000,000 


Average Price per Carat R 
4,000,000 |_$38.93 625,282 


3,000,000 \ $30 


2,000,000 


1,000,000 $10 


25,279 | | | $0 





1919 1920 1921 1922 1923 1926 1925 1926 1927 1928 1929 1930 1931 1932 1933 1934 1935 1936 1937 1938 1939 1940 1941 1942 1943 1944 1945 1946 
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Shining Example 


Striking four-color pages like this in Vogue and Harper's 
Bazaar are adding to the impression that the diamond is 
making as the fashion leader among gems. . . . Like the dia- 
mond advertising in general magazines, stressing the engage- 
ment ring tradition, this beautiful and exciting advertising, 
emphasizing the endless role of the diamond in fashion, is 
working for you to increase interest in and appreciation for 
the diamonds you sell. De Beers Consolidated Mines, Ltd., 
and Associated Companies. 
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Enchantment without end—the 


magic lights of your diamonds 


Pe eet wal ov dare aa a 


cast their charms upon your 
ever-changing moods and fashions. 
. a De Beers Consolidated Mines, Ltd., 7 . 


and Associated Companies. : : 





























French West 
Africa 36,193 69,726 79,802 *90,000 
Gold Coast* * 900,770 862,021 *733,000 *700,000 
Sierra Leone 834,492 608,744. 504,309 999,229 
South-West Africa 94,427 154,379 152,629 163,611 
Tanganyika 52,988 90,667 115,666 119,446.5 
Union of South Africa 

Mines 175,885 639,000 
Alluvial 126,444¢ 270,000% 


878,713 1,025,018.507 
262,529 *256,768.355 








Total Union of 


South Africa 302,329 909,000 1,141,242 1,281,786.85 


Brazil *275,000 *301,000 
British Guiana 18,272 13,911 15,442 
Other Countries * 29.650 * 34,000 *15,000 


*275,000  *325,000 
*20,000 
* 22,9001] 








Grand Total 8,276,933 11,435,933 14,304,826 10,212,573.35 


* Estimated 

** Harports for year April 1-March 31 

t Includes estimate for Namaqualand 

7 Includes an estimate of 100,000 carats for State Namaqualand 
mines 

{| Includes Venezuela, 20.916.63 carats; India, Borneo, New 
South Wales and U.S.S.R. 


SOUTH AFRICAN PRODUCTION 


Due to the discovery during the past 39 years of important 
alluvial diamond fields on the African Continent beyond the limits 
of the Union of South Africa, she cannot again enjoy the domi- 
nant position as a producer that she once did, but the Union is 
still the largest producer, by value. Her diamond production to 
the end of 1946 had a value of some £355,500,000, or about 16 per 
cent of the value of the gold production of the Union. 

In 1946 the production was as follows: 


Carats Av. Price Value 


Pipe mines - 1,025,018.50 115s. 9d. £5,931,899 
Old alluvial diggings... 83,461.60 250s. 8d. 1,046,210 
Namaqualand Kleinzee 73,306.75 152s. 2d. 557,874 
Namaqualand State Mines, est. 100,000.00 ? ? 





. 1,281,786.85 


The two operating DeBeers mines, Bultfontein and Dutoitspan, 
produced 99.78 per cent of the mines’ output, although seven other 
mines contributed their pittance. 

Figures purporting to be official for South African production, 
for the blacked-out war vears 1941-44, have just been released. 
They follow: 

1941 1942 1943 1944 
Union 


Diamond Output 

Quantity, carats 158,422 118,821 302,329 933,682 

Value £946,095 £701,964 £1,812,175 £5,846,179 

Per carat 119s. 4.9d. 118s. 1.8d. 119s. 10.6d. 125s. 2.7d. 
Mine Stones 

Carats 1,304 858 84,342 552,974 

Value £3,089 £1,082 £480,647 £3,095,479 

Per carat 45s. 9d. 25s. 3d. 114s. 111s. 1lld. 
Alluvial Stones 

Carats 157,118 

Value £943,006 

Per carat 120s. 
Salaries and Wages £348,193 
Stores Consumed £103,161 
Labor (number 

of men) 

White 2,884. 2,699 2,880 2,992 

Asiatics 5 7 7 ) 

Natives and O.C.P. 10.620 10,149 10,741 11,089 


117,963 217,987 380,708 
£700,882 £1,331,528 £2,750,700 
118s.10d. 122s.2d. 144s. 6d. 
£385,280 £495,814 £788,107 
£79,929 £130,941 £289,174 


13,509 12,855 13,628 14,086 


It is not stated whether the production of Namaqualand State 
Mines is included in the alluvial production; it may be for 1943 
and 1944. 

In September, 1946, the diamond industry, both pipe and allu- 
vial mines, employed 3387 whites and 17,772 natives, a total of 
21,159. 


2354 


DeBeers Consolidated Mines, Ltd. 


The company, founded in 1888, is the largest and most impon 
tant unit in the diamond industry. : 

Besides its own pipes, including Koffyfontein, the company 
owns the Kleinzee alluvial property in Namaqualand and leases 
the property and plant of New Jagersfontein. It also owns practi. 
cally all the stock of Premier (Transvaal) Diamond Mining Com. | 
pany, Ltd. It has farms in the Cape Province and in the Trans. | 
vaal, with diamond possibilities, although parts of these have heea # 
disposed of in the past two years. i 

It is reported to own 80 per cent of the ordinary shares of the 4 
Diamond Corporation and 38 per cent of the Diamond Trading ~ 
Company and 240,000 £1 shares of Industrial Distributors (1946), _ 
Limited. It has pre-emptive rights over diamond discoveries jn the _ 
territory of the South-West Africa Company and, as a result, gb. 7 
tained an interest in the Kaokoveld Exploration Company. DeBeers. 
owns 100 per cent of the common shares of DeBeers Industria) 7 
Corporation, Limited, from which in 1946 it received a dividend | 
of £200,000. This latter is a holding company owning half the | 
ordinary shares of African Explosives & Chemical Industries, 4 
Limited, and shares of other corporations. In 1946 the Industria] ~ 
Corporation obtained a 50 per cent interest in Boart Products % 
(S.A.), Limited. : 


The table below summarizes 1946 mining results: 
Average 
Loads Carats Carats Cost 
Mine Washed Recovered perLoad per Carat 
Bultfontein 1,946,498 548,875 0.282 19s, 2.95ld, — 
Dutoitspan 3,600,970 473,848%, 0.132 36 0242 © 
Kleinzee 370,391 73,306°4 0.198 30 7.645 








Total 5,917,859 1,096,030 . 
Compared to 1945, 1,399,104 more loads were washed and 62,125 


more carats produced. 


New Jagersfontein Mining & Exploration Co., Ltd. 


Early in 1946, preparations to reopen the mine were begun, ¥ 
Reconditioning of the main rock shaft (1000 feet south of the | 
pipe) and the underground workings is progressing. In 1947 the © 
main hoisting station will be dropped to the 1950-foot level, re © 
quiring 600 feet of sinking of the main rock shaft and 300 feet of © 
sinking of the rock prospect shaft to 1650 feet. It is estimated © 
that 13,500,000 loads exist above the 1350-foot level. Mill equip. — 
ment is on order, but may not be delivered in 1947. When in full | 
operation, say two years hence, a further 250,000 to 350,000 carats © 
of fine grades will be available to the trade. . 


Premier (Transvaal) Diamond Mining Co., Ltd. 


Several years ago it was decided to resume operations of the 
mine, but to change from opencut to underground. Unwatering ~ 
began on February 22, 1945, and was completed before the | 
year end, some 740,000,000 gallons being handled. Preliminary | 
work was done as to shaft sinking in 1945, although difficulty 3 
in obtaining certain supplies slowed the work. 4 

The old open cut was 600 feet deep. A five-compartment ver = 
tical shaft is to be sunk to 1200 feet. The plant will be capable 7 
of treating 16,800 loads of blue ground per day. Eventually some 
400 Europeans and 4000 natives will be employed. When m7 
production, the company will sell its production to the Diamond 4 
Corporation. About 75 per cent of the production will be im | 
dustrials of fine quality. Treating 16,800 loads per day, pro — 
duction should be from 850,000 to 1,000,000 carats a year. 


SOUTH AFRICAN ALLUVIAL DIAMONDS 
Legislation 


The long and bitter political fight between the Union Min 
ister of Mines, on the one hand, and the diggers and their repre = 
sentatives in Parliament, on the other, continued. The Ministry 
for some years has stated that private alluvial diamond mining, 
on the average, is an unprofitable business, resulting necessarily ' 
in a submarginal and undesirable scale of living for the digger | 
and his family; that the government does not propose to issue 7 
further diggers’ licenses, since there is little new ground to be | 
proclaimed and by no means too much for the professional dig ‘ 
gers who are already licensed. The government further contends | 
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Like a Diamond in the sky.’ 








From the tiniest satellite to the most magnificent luminary... the 


diamonds your. customers buy will be found at WINSTON. 


When in the market for stones of any size or any price, or for 


exquisite mounted jewelry, you are cordially invited to discuss 





your problems with the HARRY WINSTON Organization. 


HARRY WINSTON. 


RARE JEWELS OF THE WORILE 


SEVEN EAST FIFTY-FIRST STREET-NEW YORK 
220 WEST FIFTH STREET: LOS ANGELES 


A 
4 


WINER 


JONKER VARGAS anol IRERATOR DIAMONDS 
Their jist eit Te Vai fei —_— AAAW (OF ¢ ie . i’ 


PLA LPIPDAAPD ADP NP PERE DAD SETS END 2S SSCS LE SCS SC) 























that digging results in disastrous soil erosion. The diggers and 
their representatives, on the other hand, demand that more ground 
be thrown open to the diggers, even if this necessitates expropria- 
tion of privately owned land. They also demand the abolition 
of the 10 per cent export duty (paid when the diamonds are 
sold by the digger), higher prices for rough, and a subsidy to 
the diggers on wages paid native laborers. 

The government’s policy of being unwilling to increase the 
number of diggers’ certificates means, of course, the extjnction of 
private digging within a decade or two, as the average digger is 
of middle age or older. 


PRODUCTION OF PUBLIC DIGGINGS 

The high prices for rough in 1946 stimulated diamond produc- 
tion in the old alluvial diggings. In 1946 production was as 
follows: 


Total Value 


Province Carats Value per Carat 


25,922.25 256s. 3d. £ 332,117 
Transvaal 57,211.85 247 10 708,904 
Orange Free State .. 327.50 316 Ill 5,189 











83,461.6 250s. 8d. £1,046,210 


Compared to 1945, the increase in carats was about 55 per cent 
and in value about 195 per cent. 

In the Transvaal, Lichtenberg accounts for three-fourths of the 
production; Wolmaranstad for about 10 per cent; Bloemhof for 
six per cent, and Ventersdorp for three per cent. The production 
of all these districts varied from month to month with the going 
price, although Lichtenberg perhaps passed its peak during the 
year. 


NEW DIGGINGS AND PROCLAIMED AREAS 


During the year little, if any, new ground was opened up to 
public digging. The diggers hope, however, that in the near future 
a new area in the Hopetown district and another in the Hay dis- 
trict (both Cape Colony) will be proclaimed by the government. 


BELGIAN CONGO 


The Belgian Congo for the past 14 years has been the largest 
producer of diamonds in the world and in 1936, 1940, 1941 and 
1942 probably the largest producer by value. Due to recent in- 
creases in the production of diamonds in South Africa, which 
are more valuable per carat, the Congo has since lost this vaunted 
place. It produces about three-fourths of the world crushing bort 
so widely used in industry. 

Production for the past eight years follows: 


Year Carats 
8,360,166 
9,602,837 


7,533,365 
est. 10,386,000 
* 6,033,000 


The decrease in production in 1946 was due to the war-worn 
condition of the machinery of BCK and the difficulties of opera- 
tion in the first postwar year. In 1946 about 92 per cent of the 
production was of industrial stones. 

There are too few native laborers in the Belgian Congo to man 
all its industrial enterprises. In consequence, in the postwar period 
its production of diamonds will depend, in part at least, on the 
future relative prices of diamonds, tin, gold and colonial vegetable 
products. 


PORTUGUESE WEST AFRICA—ANGOLA 


Companhia de Diamantes de Angola (Angola Diamond Mining 
Company) has produced since it began operating in 1917 to the 
end of 1946, some 12,075,000 carats. Diamonds are the principal 
export of the colony (1944, 101,070,000 angolares; 1945, 100,296,- 
000 angolares). All thirty-odd mines are open cuts and the gravel 
is treated in pans, most of which are electrically driven. The 
stones recovered are small but of good quality. The production 
continued to show a slight increase. 
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The 1946 production was some 808,000 carats. 
Recent operating results follow: 


Cubic Carats Net 
Year Meters Produced Profits 


1940 974,925 784,271 
1941 961,394 786,978 
1942 971,766 791,853 
1943 966,466 794,990 
1944 994,944 799,120 
1945 * 1,017,945 803,887 


Dividend 7 
Per Share 
ye Is, 214d, 

678 71 ; 
183,716 Ri code 
212,203 12 
249,010 12 

30,458,302T 12 


*10.32 escudos after Portuguese taxes. f Escudos. 


SOUTHWEST AFRICA 


The first diamond was found in South Africa’s mandated ares 
in 1908 and production began at once. During German owne ar . 
the production was very large (1913, 1,470,000 carats) and there. 
after was again large in 1926 (683,801 carats). Due to the pre. 
war depression and difficulties »f operating under war conditions, 
the production as to carats appreciably smaller, but because _ 
of the larger size of stones produced today, compared with a gen. | 
eration ago, and higher prices for rough, the value of today’s { 
production is comparable to that of the days of flush production. 
The stones recovered are of fine quality. A generation ago they 
were small, six to a carat; in 1937 and 1938 they averaged, F 
respectively, 1.25 and 1.32 carats. 3 

The Consolidated Diamond Mines of South-West Africa is the 
only producer. The O’Okiep Copper Co., Ltd., states in its prog. 
pectus that diamonds occur near its holdings, but that the present — 
policy of the Union Government is opposed to their exploitation, ~ 


Consolidated Diamond Mines of South-West Africa 


This company, administered by DeBeers Consolidated Mines, © 
Ltd., owns practically all the diamond alluvials of South-West © 
Africa and is the only producer therein. a 

In 1945, mining was carried on in two areas, as follows: 


Cubic Meters Carats Carats per Meter ’ 


AreaG ..... _. 232,003 92,629 0.4 
Bogenfels 21,852 59,182 2.71 





293,859 151,811 0.6 


In 1944, 193,284 cubic meters were mined for a production of 7 
154,559 carats and a grade of 0.8 carat per cubic meter. In 1%4 | 
Bogenfels was a relatively larger producer, but this rich deposit 7 
is becoming depleted. Plans are being considered to increase 7% 
the production of Area G. Further, late in 1945 stripping was ~ 
continued and prospecting done to maintain reserves. Plans are 
under way to work the remaining reserves in the Elizabeth Bay 
area, but this will be delayed for equipment to mechanize it. 
Reserves here are considerable, but of moderate grade. 


GOLD COAST 


The Gold Coast diamond deposits are extensive, but the domi 
nant productive area is the Birim River valley. A few stones are 
also produced by natives in the Bonsa River district. The Birim 
River district is responsible for 95 per cent of the colony's dis- 
mond production. The diamondiferous gravel is from two to three 
feet thick, the overburden being of the same order of thickness. 

In 1946 the Bonsa field, operated by natives, was producing 
4000 carats a month or, say, 48,000 carats a year, and the Birim 
area some 652,000 carats—a total of some 700,000 carats. 

Dr. Junner reported exports for the years of the war blackout as 
follows: 


Year Carats 
(April 1-March 31) Exported Value Value per Carat 


1940-1 940,000 £540,000 11s. 5.9d. 
1941-2 967,000 11 6.9 
607,000 9 9.6 
205,000 10 32 
431,000 12 


Approx. 


984,000 
862,021 


Slightly different figures are used in the production table. 
(Please turn to page 275) 
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Diamond . . . they buy with complete 


nee! BECAUSE . . . every Magic Circle diamond 
‘a warranty that is their assurance of a perfect blue 


1... with the patented highly polished . . . especially cut girdle that 


Magic Circle diamonds more. brilliant . . . more beautiful .. . and yet no 


more expensive than the rest! This guarantee adds extra prestige to your store as 
| well. It instills confidence and good faith in your customers . . . and helps to make 
fof more profitable diamond sales. It is up to you...as an alert diamond 
retailer to capitalize on this great selling vehicle. They are “sales clinchers,” for you 
and your sales help . .. and mean the diamonds are guaranteed by you and the 
half century old reputation of the manufacturer. These printed guarantee forms are 
available to all Magic Circle dealers, at no extra cost. This as well as the other Magic 
Circle merchandising features help you to be even more outstanding as the 
EXCLUSIVE Magic Circle representative in your community. | 


: @ the Magic Circle Diamond is widely promoted, too. 
_ Twice monthly, carefully prepared newspaper advertising 
mats go to Magic Circle dealers, free of charge, for their 
local promotions. Dealer helps and merchandising aids are 
also available. A full 15 minute radio show starring Frank 
Parker, transcribed, as well as spot unviguncemants are 


available to Magic Circle dealers on a cooperative basis. 


” 


If you aren't already familior with this most beauti- 
ful of all diamonds, write today for a memorandum 
selection. No charge or obligation, convince yourself 


just what tremendous diamond sales you are missing 


in your city. In addition, Magic Circle diamonds may 


be purchased loose or mounted. 


Magte Circlin Diamonds ae Crcated and Produced by 


if you don't already feature Magic Circle diamonds. - : 


re 
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Semicireular Display Window 


Makes Traftie ‘Flow to Entranee 


Right — Part of the line waiting 
for Mayor Herndon of Mobile, Ala., 
to clip the ribbon across the en- 
trance of the new Ross Jewelers. 


YRON ROSS RUBEY, owner and operator of the 
Ross Jewelry Company, in Mobile, Ala., first 
visioned his own jewelry store while stationed in the 
Pacific during the war. Previous to entering the ser- 
vice, Mr. Ross had managed various jewelry stores in 
the South where he gained much valuable experience 
and developed new merchandising ideas which he has 
incorporated in his new store in Mobile. 
One of his ideas is incorporated in the design of the 
front and display windows. This is a large semi-circular 
window located at one side of the entrance which gives 
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by DANIEL MOORE 


Left—Exterior view of the Ross 
store shows semicircular window 
at the left, behind corner-post. 
Customers walking around window 
are led directly to the entrance. 


passersby a clear, unobstructed, three-way view of the 
merchandise on display. On the other side of the 
entrance the display window follows the conventional 
curved idea. This window is set back some ten feet 
from the corner post that supports the 3-story building, 
thus allowing a wide entrance and large vestibule flanked 
by the display windows. Access is provided to the vesti- 
bule between this corner post and the semi-circular wit- 
dow of sufficient width to allow passersby to follow the 
line of displays which “flow” toward the store entrance. 

The attractive interior is furnished with the very latest 
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When you are in New York, don’t fail 
to visit this new, modern, scientifically 
equipped plant where the famous 
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Circle of Light Diamonds are made. 





304 East 45 Street 
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Myron Rubey’s “dream store” 
in Mobile, Ala.. is built around 


a window idea which entices 


the customers inside. 


design in store fixtures and are conveniently arranged to 
give added floor space for the customers. Glass-topped 
display counters set on mahogany bases flank both sides 
of the store backed up with glass fronted cases built into 
the walls. Floor is covered with bright colored tile and 
the ceiling is sound-proofed. Air-conditioning provides 
a comfortable store atmosphere the year-round. 

When Mr. Ruby had finally created the picture he had 
envisioned his next problem was to bring it to the atten- 
tion of all potential customers in the metropolitan area 
of Mobile. A barrage of advertising was laid out for 
the newspapers augmented by liberal radio time. 

Newspaper advertising took the form of an eight-page 
section in both the morning and afternoon papers carry- 
ing the news of the formal opening. The front page of 
the section featured an air-view of the downtown por- 
tion of Mobile with a picture of the store from an archi- 
tect’s drawing superimposed in the center showing its 
ideal central location. 

The section announced a contest featuring $1360 
worth of prizes. 43,000 entries were received by the 
store in answer to this promotion providing the store 
with a nice backlog of potential customers, plus an in- 
valuable mailing list. 

The day before the formal opening of the new store 
a full-page newspaper ad cordially invited all to come 
in and get acquainted and familiarize themselves with 
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Left—View of a portion of the in- 
terior of the store which Myron 
Ross Rubey first envisioned while 
stationed on a Pacific isle during 
the war. Below—The Mayor of 
Mobile, Ala., cuts the ribbon 
across the entrance, opening the 
Ross store to an eager public. 


SEEN 


we 
“Sate, 


ete, 
me 





the store and its new merchandise as well as to receive 
a free gift. The main emphasis in the two-color full 
page ad was on the store’s policy in customer relations. 
“Concrete, Glass, Wood, Paint, will make a building,” 
the copy read, “but only a solid foundation of such prin- 
ciples as Courtesy, Honesty, Service and Quality can 
build a great store.” 

Mayor Robin C. Herndon, of Mobile, was asked to cut 
the ribbon that officially opened the new store. At 10 
a.m. that morning when the mayor arrived for the cere- 
mony, a line of visitors six blocks long had already 
formed. Within an hour, several thousand persons had 

(Please turn to page 284) 
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Diamond Carvings 
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Benitoite, which occurs solely 
in San Benito County, Callif., 
is one of the most recent min- 
eral discoveries with gemstone 
possibilities. This specimen 
of the triangular variety is 
from the American Museum of 
Natural History's collection. 











Little Known Gemstones... 


LD excctole__ 


HERE are many minerals which have desirable 
gem qualities, but which are so rare that there is 
little object in popularizing them and creating a demand. 
Benitoite is such a stone: it strongly resembles fine Cey- 
lon sapphires in color, but has a stronger dispersion, ex- 
tremely high double refraction, and a slightly higher 
index of refraction. It has two faults, it is a little soft, 
being a little softer than quartz, and it is excedingly 
rare. 

Benitoite is named for its sole occurrence, San Benito 
County, California. Until the description of brazilianite 
it was the latest new mineral discovery with gem possi- 
bilities. First found in 1906, some stones were cut and 
sold as sapphire before the recognition of the crystal 
form as something new by a mineralogist led to an in- 
vestigation of its true character. 

The crystal form is quite remarkable, and it is the 
only mineral example of a crystal with this shape. It 
belongs to the six-sided (hexagonal) system, but re- 
sembles quartz, calcite and tourmaline in being a mem- 
ber of the trigonal class. It differs from those minerals. 
however, in having symmetrical top and bottom facets. 
so that a well developed crystal looks really triangular. 

In composition it is likewise somewhat unusual, it is a 
barium titanium silicate. Since the color is probably due 
to the titanium, it might be considered one of the few 
gemstones which is idiochromatic (colored by an essen- 
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by FREDERICK H. POUGH, Ph.D. 
Curator of Geology and Mineralogy 
American Museum of Natural History 


tial constituent, like turquoise and peridot), but since its 
color ranges from gray to white to deep blue, this might 
be questioned. The dichroism is very strong, and with 
the dispersion, is the diagnostic characteristic. The di- 
chroic colors are blue and white, improperly oriented 
gems show great color differences at the sides and ends. 
The expert recognizes it at once by the dispersion, which 
reveals itself, best in brilliant-cut stones of course, in the 
form of violet glints near the girdle. These appear to 
be invariably present and make recognition easy. Other 
tests are less definite, the refractive index range of 1.757 
to 1.804 overlaps sapphire’s 1.765 to 1.773. Its specific 
gravity approaches that of sapphire too, 3.65 to 3.69 (sap- 
phire is about 4.00) so that here, too, we would have 
an unsatisfactory result from a test. 

The whole occurrence of the mineral is unusual and 
apparently the result of a rather infrequent set of chem- 
ical conditions in the earth’s crust. It is found in veins 
in a serpentine, associated with two other titanium bear- 
ing minerals, a black one called neptunite found else- 
where only in Greenland, and a still little known brown 

(Please turn to page 281) 
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Precious Stone Rings of outstanding quality 
in exclusively styled Platinum Mountings 
..... to retail from $200 to $10,000 


* 
Other Gemstone* Rings in [4 Kt. Gold from $25 
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Stones 


Colored 








Add °Spice to 


reeious Jewelr 





a | EWELERS who have an understanding of colored 
stones can make their business ten times more 
interesting,” says Carl Lindstrom of Los Angeles, who is 
considered an outstanding authority on diamonds and pre- 
cious jewels and one of the prominent dealers in colored 
gems. 

Hundreds of retail jewelers, he points out, have dis- 
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Barbara Hale, RKO star, complements her 
costume with diamonds and colored stones. 
Dutch windmill pin, bracelet and ear clips 
carry out same motif with diamonds, rubies. 


by JANE SAWYER 


Rose colored pearls are combined 
with diamonds in this barcelet and 
drop earring set worn by Virginia 
Mayo. Clips which are set with dia. 
monds festoon her upswept hairdo 


covered that the colored stone business is a most fasc 
nating and profitable venture. During the last eight to 
ten years, especially, precious stones have opened up am 
entirely new avenue of business for alert jewelers. 
“Today there is an excellent market for colored gems, 
and aggressive jewelers, regardless of the size of their 
retail operation, will capitalize on this growing consume! 
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Presenting a distinguished selection of diamonds ...cut with consummate skill by master craftsmen... 


For your stock or for special 
orders, write or wire us for a 
carefully chosen selection of 
loose diamonds or platinum 
mounted jewelry to be shipped 
on consignment. Describe fully 
the quality and sizes required. 


-OR AUGUST, 1947 


RAYMOND ABRAHAMS 


As exclusive representatives of important South African and 


Belgian cutters, we are in a position to service your require- 


ments of all staple fine and medium quality cut diamonds, 


from melee to large important stones. Also a comprehensive 


variety of fancy cut, emerald cut, marquise, pear shape and 


eo) dal-)amelt-lealelalei-e 


(i RAYMOND ABRAHAMS 
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acceptance of these stones,” Mr. Lindstrom points out. 

“Featuring colored stones, together with other tradi- 
tional jewelers’ items, is like putting spice in a nice dish.” 
In this case the “nice dish” is composed of diamonds, 
watches and silverware. The dash of spice to intrigue 
patrons may be an alexandrite that glows green in the 
bright sunshine and purple in another light . . . a cham. 
pagne-colored sapphire .. . a 70-carat star sapphire with 
a perfect star shining in a sky of blue as clear and as deep 


as the summer horizon .. . a flawless shell pink diamond 
...a40-carat star ruby ... a rare cat’s eye... . a rose 
colored pearl. 


Here are gems to arrest the imagination of the cus- 
tomer and to capture new sales for jewelers. When crafted 
into ear clips. rings, and brooches to complement milady’s 
beauty and her costume, colored stones will be doubly 
effective when contrasted by the sparkle of diamonds. 
“Colored stones set diamonds off to perfection,” says Mr. 
Lindstrom. 

Grass-green jade is stunning when set in platinum or 
gold and outlined by gleaming diamonds. Sapphires of 
many colors touched off by diamonds are a high fashion 
favorite. As a background for these stones Mr. Lind- 
strom suggests out-of-the-ordinary designs, such as a pin 
with matching ear clips in the shape of a painter’s palette. 
The colors on the palette are made up of sapphires in 
colors of yellow, purple, blue, champagne, green, and pink, 
with the tips of the brushes atop the palettes glowing with 
tiny diamonds. 

For people of moderate circumstances who cannot afford 
a large diamond, precious stones have proved a boon, 
Mr. Lindstrom says. “Through the medium of colored 
stones, people who love important looking, fine jewelry 
but who must live on a limited budget can purchase beau- 
tiful pieces for prices ranging from $50 to $500. 

Rings set with rubies, emeralds, sapphires (either star 
or faceted), and other colored gems are in high favor. 
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Jinx Falkenburg wears diamond clips 
in her upswept coiffure. Diamond and 
ruby choker centered by a _ large 
cabochon ruby lends color-interest. 


Jewelers who specialize in their sale have a marvelous 
opportunity to secure a new type of business they have 
never enjoyed before. 

Selling precious stones is a field that every wide-awake 
jeweler can enter to advantage, Mr. Lindstrom is con- 
vinced. “Acquiring a thorough knowledge of colored 
stones and selling them with confidence is not as mys- 
terious and as complicated a procedure as some jewelers 
have been led to believe. With two comparatively simple 
instruments—the refractometer and the polariscope— 
which are available to all jewelers, and with a few hours 
of instruction from a qualified person, any jeweler can 


quickly and easily identify practically any precious stones. 


A good example is the short lecture course conducted 
in New York City by Dr. F. H. Pough, where small groups 
are given personal instruction one evening a week for 
four weeks, at the end of which time the student has a 
good practical working knowledge of colored stones cover- 
ing everything that he is ever likely to need to know about 
them, including a knowledge of how to make the essential 
tests referred to in the preceding paragraph. 

In the very rare instances where further tests are neces- 
sary, other aids are available, such as the Gem Trade 
Laboratory in New York, where gem experts with an elab- 
orate array of the last word in scientific equipment can 
unfailingly tell the true nature and identity of any stone 
whatever. Operated on a non-profit basis, and sponsored 
by some of the country’s best known retail jewelers and 
gem dealers, the laboratory makes these tests for any and 
all jewelers for a purely nominal fee. 

What are the pitfalls that jewelers must avoid in selling 

(Please turn to page 290) 


Glamorous Dorothy Lamour Paramount 
star frames her brunette beauty with 
ring, bracelet, brooch and ear clips 


which all 


of combining diamonds and rubies. 


feature color as a_ result 
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most sales-stimulating Pearl Promotion 


‘dea in a decade... 


Months of hush-hush planning in collaboration 
with America’s leading display experts, fashion 
authorities and retail consultants ... and now 
the sensational result ... the most exciting, the 
most appealing, the most sales-provoking pearl 
idea in a decade ... DUETTE by Laguna. 








BOTH PEARLS AND DUETTE CARRY-ALL 
FOR THE PRICE OF THE PEARLS ALONE! 


Here is a value you will be quick to recognize — 
your customers will be quick to respond to... for 
here is a rare combination of truly magnificent Laguna 
Gold Label Pearls in a dual-purpose case of extra- 
ordinary beauty and utility. 


DOUBLES AS A SMART FITTED DRESS-UP BAG 


Lift the pearl tray and it is a handsomely fitted bag, 
a perfectly beautiful faille carry-all that Fall fashions 
demand for every occasion. Exquisitely tailored in 
rich, hand-bag faille and adorned with gleaming gold- 
tone metal frame. Complete with large mirror 3”x614”, 
and cigarette, compact and lipstick compartments. It 
is a package that entices the prospect to buy — for 
herself, for welcome gifts. 


Orders placed now with your wholesaler will 
be delivered in time for early Fall selling. 





Remove the pearl tray and 
it's a smart fitted handbag 





a 


DUETTE is the greatest pearl value in America 


DUETTE is the most beautifully cased pearl 
necklace in America 


DUETTE is the smartest fashion combination in 
America 


— ho M the tical Chiginals 


REG. U. S. PAT. OFF. ROYAL CRAFTSMEN, INC., Laguna Building, 36 West 32nd St., New York 1, N. Y. 





Copyright July 1947 Royal Craftsmen, Inc. 
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Jeweler Acts As 


Cupid’s Follow-Up 


Arehie Tegtmeyer’s radio 
series is beamed at people 


who want to stay married. 


@@@ SHOOSING the right radio program to advertise 
a jewelry firm is very important,” says Robert 
Mixdorf, Manager of the Archie Tegtmeyer Jewelry Com- 
pany, 10 Plankinton Arcade, Milwaukee. “And that choice 
is important for two reasons: first, it shows the firm is 
keeping up-to-date in its advertising; and second, it offers 
the public some kind of service which is for the happy 
satisfaction of the listeners. That is why, when we decided 
to sponsor a new radio show over a local station, we gave 
it a great deal of thought.” 
The firm which was considering a new radio program 
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Left—Tegtmeyer's store is 
located in an arcade and 
must depend on outside 
advertising. Below—Rob- 
ert Mixdorf, manager of 
the firm, shows mer- 
chandise to a customer. 





is now over fifty years old, having been founded by 
Archie Tegtmeyer back in 1892. Always strong believers 
in advertising, this company put weekly ads in the Mil- 
waukee papers. A few years ago Tegtmeyer sponsored 
his outstanding little Sunday ads entitled, “Jewels of the 
Bible.” in which hope-giving and reverent Bible phrases 
were quoted. Only the firm’s name and address were 
listed under the quotation; and this simple and dignified 
bit of advertising got excellent results and gracious com- 
ments from readers, both laymen and clergy. It added 
a touch of sanctity to an otherwise busy business world, 
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IMFORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N. Y. 


Cutting Works: 





London 


64 West 48th Street 32/34 Holborn Viaduct 

















STAR SAPPHIRES 
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RUBIES - STAR RUBIES - SAPPHIRES 
CAT’S EYES - EMERALDS + PEARLS 
We have a large stock of Precious Stones mounted and 
unmounted from which to make your selection. Let us co 


operate with you on your special calls. 
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by SILVIA SCHUSTER 


Right—Hugh Boice, general man- 
ager of WEMP, discusses the new 
radio program with Mr. Mixdorf, 





Jewels 


of the 
Bible 


ESUS said “I Am The 
Vine, Ye Are The 
Branches. He That Abid- 
eth In Me, And I In Him, 
The Same Bringeth Forth 

Much Fruit.” 
—St. John 15:5 


>. 


Tune in “SO YOU WANT TO. 
STAY MARRIED!’ — Sunday 
at 11:30 A. M — WEMP 
(1340 Kilocycles) 


Cacho 
TEGIMEYER 











Left—Weekly ads 

such as this have 

long been an in- 

stitution with the 

JEWELERS Tegtmeyer fi-m. 

‘ Now they contain 

Plankinion Arcade—Main i cor me ntion of the 
Store 10—Inside ’ ° 

firm's radio show. 











and was a refreshing touch in the midst of merchandising 
ads. 
Those ads brought people into this compact little store 
in one of Milwaukee’s landmarks, the Plankinton Arcade. 
Being situated as it is inside this famous structure named 
after a Milwaukee pioneer, John Plankinton, this store 
has the disadvantage of not having any windows facing 
the sidewalk where many people pass by. So it has to pull 
people in with its advertising—make them come into the 
building to look for their display windows in the corridor. 
Once they see the fine jewelry displayed there, it is a sim- 
ple matter to step inside this substantial-looking store. 
The dark walnut panelling of the display cases and wall 
cases give a solid look to the place. Though the Tegt- 
mever reputation would normally lead people to believe 
only high priced wares are to be had here, still the mer- 
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chandise displayed as “leaders” includes a substantial 
proportion of average-priced items such as semi-precious 
stones set in rings and other jewelry. Of course the back- 
bone of the business is quality items, but Mr. Mixdorf felt 
that to bring in people to see the finer material it was 
necessary to offer goods at a lower price. 

One of his plans to increase the number of people com- 
ing into the store was by his radio program. Once Mr. 
Mixdorf had decided to sponsor a show, he went about 
it carefully and thoughtfully. A previous program which 
he had sponsored was called “Musical Gems,” a weekly 
fifteen minute program of recorded music from light 
operas, something that appealed to most listeners. The 
commercials on this show were straight selling ones, list- 
ing various bargains to be had at the store and inviting 
patronage. But for his new one, Mr. Mixdorf wanted one 
that would be better for institutional advertising; no men- 
tion of separate buys, but just a general boost for the 
store itself. 

He had discussed this matter with Hugh Boice. the Gen- 
eral Manager of Station WEMP, who had handled his 
previous programs. Mr. Boice had on hand a sustaining 
program called “So You Want to Stay Married,” which 
he thought so fine and of such value to the citizens of 
Milwaukee that he planned to air it weekly as a public 
service feature even if no sponsor would present himself. 
But when Mr. Mixdorf broached the subject of securing 
a new radio show with a dignified and helpful tone to it, 
Mr. Boice knew he had the answer to that manager's 
needs. 

As the radio man puts it, “It was true a meeting of the 
minds! We had this fine show written by Carlton E. 
Morse, one of the best known writers in radio, author of 
‘One Man’s Family’; and it had the perfect tie-in with a 
jewelry firm.” 

Mr. Mixdorf and several other members of the Tegt- 
meyer firm were present when this radio show was audi- 

(Please turn to page 290) 
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PRECISION DOES 


Every girl in the line is important 
... but PRECISION makes 
their act! They work together, 


for an effective net result. 


in the same way Cardinal 
Bonded Diamond Rings com- 
bine fine diamonds, with 
attractively styled settings, 
with the Cardinal bond to 
assure quality, with consistent 
national advertising. 


Each of these things is essential 
... but together they make 

a powerful selling tool for 
Cardinal Bonded Diamond Rings. 





the Cardinal Principles of Fine Diamonds .. . 
Color, Clarity, Proportion and Brilliancy . . . 
are guaranteed when you buy 






eYonded 
diamond 


rings 
Bouman-Massa Jewelry Company E. Bastheim & Company J. M. Bennett Co., Inc. 


St. Louis, Missouri Los Angeles, California Minneapolis, Minnesota 
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tration. 


The Ad-Viser 


Sixth in a series of articles 
designed to help the retail 
jeweler plan and direct his 


own advertising campaign. 


by IRVING SETTEL 


i Be previous articles we discussed the various elements 
which go into the making of an advertisement. It 
was pointed out that the various elements of the ad (lay- 
out, copy, illustration) individually contribute to the 
effectiveness of the sales ideas. Together, they become 
an integrated unit working with the same common goal. 
getting the readers’ attention. Each depends upon the 
other as do the links of a chain. Your advertisement is 
as strong as the weakest link. An effective job must be 
achieved with the combined efforts of each part . 


.. and 
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Tasteful use of reverse (above) gives 
entirely different effect from use of 
catchy headline (right) even though 
both ads have used same basic illus- 


Below — Extremely effective 
example of liberal use of white space 
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Perfect Diamonds 
Ibependable Watcher 
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Costume Jewelry 
Pen and Pencil Set* 
Leather Goode 
Toilet articles 







( igarette and Table 





Lighter* 





Holloware 

Pearls 

AND HUNDREDS ¢ 
OTHER BORTE 
WHILE GIFTS EROS 






a 





a 


effectiveness means the following. as far as the potential 
customer is concerned: 
1. Attracting attention. 
2. Maintaining attention. 
3. Arousing desire. 
4. Promoting action. 
Scientific studies have shown that the average life span 


(Please turn to page 284) 
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mporters of GENUINE ZIRCONS, 
the only stone house specializing exclusively in GENUINE 
ZIRCONS. We have available for immediate delivery any 
quantity of beautiful blues and whites in all sizes. Qualities for 
every grade of jewelry from Sterling to Platinum. Original 


lots for quantity users. 
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Specialization 


Really Pays Off 


T pays to specialize—as the architect who specializes 

in building apartment houses, the lawyer who spe- 

cializes in patents, and the doctor who specializes in the 

heart—will agree. Sam Antin, New Orleans jewelry mer- 

chant, has found that this fact is equally true when ap- 
plied to the jewelry business. 

Mr. Antin, owner-manager of Antin’s Jewelers and 
Gift Counselors store in New Orleans, La., has made a 
simple job like pearl restringing his specialty promotion, 
and has achieved remarkable success. The three people 
employed by Antin’s to do the job of restringing are kept 
busy each day performing the task which is still accom- 
plished fastest by hand. 

The pearl restringing department is located on the 
mezzanine floor of the store. The service rendered goes 
beyond the residents of the city of New Orleans and ex- 
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Restringing pearls 
was a slack-time 
service of Sam Antin’s 
at first: now it’s a 


nation-wide business. 


Left—A lady customer leaves her 
pearls for restringing at Antin's 
store in New Orleans, La. Below— 
View of the shop where the pearl- 
restringing is done by a group of 
highly skilled workers. Orders 
come in from all over the country. 





tends to individual customers throughout the United 
States from Maine to California and from the Great Lakes 
to the Gulf of Mexico. The pearl restringing service 1s 
also offered to other jewelers who are not themselves 
equipped to handle the task. 

Mr. Antin began the department to handle a large 
number of requests he had received from his customers. 
The new addition went so well and made so much added 
profit for the store, he decided to handle pearl restringing 
on a national scale. The results he had received since this 
time is the record of a store that has become one of the 
headquarters for pearl restringing in the country. 

To bring in the volume of mail orders that he must 
receive, Mr. Antin advertises his unique service in sev- 
eral prominent magazines such as Vogue, Calling All 


(Please turn to page 286) 
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A Feature 


Of the ANRJA 
New York Snow 


Choice of America’s smart women— 

Cultured Pearls by Imperial will be [ergtiatn-a20m 1-4-4 ae 
prominently displayed during the a, 
National Retail Jewelers Associa- 

tion ‘Convention in New York, 

August 11 through August 14. 





Be sure to see the dynamic new 

treatment of Cultured Pearls priced 

for today’s market and tied in with 

forceful promotion ideas you can always expect from Imperial. Investigate our merchan- 
dising plan. It’s geared to 1947 selling. We cordially invite you to see Imperial—most 
widely advertised Cultured Pearls—at the New York Convention. 


IMPERIAL PEARL SYNDICATE 
Convention Headquarters Waldorf-Astoria Hotel New York City 
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by DAVID MARKSTEIN 


Left—Friendly sales meet. 
ings, held weekly, give 
both the proprietors and 
employees a chance to air 
their views on store op. 
eration. Below — Interior 
view of the new B&G store. 


Bernard and Grunning find 





weekly “‘get-togethers”,. 
where everyone talks, the 
best means of securing 


employee cooperation. 





‘Bull Sessions’ With Employees 
Build Morale and Boost Sales 








HIGHLY successful policy of merchandising the Walter J. Grunning and Louis Bernard, partners in the 

vital employee cooperation necessary, to build con- company, believe strongly in securing a hearty and genv- 
tinuing jewelry volume, successful during more than ine “will do” attitude from their jewelry store sales 
twenty years of jewelry selling in a former location, has people. They believe that the salesman is the one who, in 
been carried over into the operations scheme of the mod- the final analysis, must make the customer open his 
ern new store recently opened on Baronne Street, in New wallet and buy. After advertising and other sales promo- 
Orleans, by Bernard and Grunning. tional means have done their work, it is the individual 
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387 CHARLES STREET «© © © © PROVIDENCE 4, RHODE ISLAND 





America’s first and feremost manufacturers of Genuine Onyx and Synthetic Ringstones 
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salesman or saleswoman who must close the sale. The 
better he or she knows the merchandise, the better they 
know how to sell. 

The policies instituted to bring about this vital em- 
ployee cooperation in a former second floor store by 
Walter Grunning and Louis Bernard have been carried 
over into the selling and personnel-relations blueprint of 
the new store opened in the arcade of the Pere Marquette, 
one of New Orleans’ busiest office buildings. 

How does the Bernard and Grunning policy work? 
What have been its results? What are its principal 
feature’? 

‘First, we make a definite effort to teach all sales 
employees that it is vitally necessary they be courteous to 
the customer,” says partner Walter J. Grunning. “The 
wartime days of ‘nuts-to-the-customer’ are past—not that 
they were ever here at Bernard and Grunning—but at 
stores of many types, however, the customer came to 
expect discourtesy rather than friendliness and apprecia- 
tion of his business. Today, when times are becoming 
competitive again, and the customer knows that jewelers 
and other merchants are beginning to compete for his 
dollar once more, customer courtesy is vital. We made 
a definite effort—and a successful one—to keep our*own 
sales people on the courtesy ball during the war and, far 
from slacking up in this program, we're intensifying 
today. Here’s how we do it: 

“A meeting of all hands is called once every week. At 
these, Mr. Bernard and I meet with our co-workers. In- 
stead of giving lectures of the ‘this is how you should do 
it’ type (which impress nobody), we have discussion ses- 
sions. We bring up points that we’d like corrected or 
changed. We praise good work. and if a better jewelry 
selling technique has cropped up, we try to pass it on to 
everybody. 

“The sales people, in turn, talk about what’s on their 
minds. By making the meetings open affairs at which 
everybody can have his say, we. have uncovered many 
new ideas and put into effect some good merchandising 
schemes that might not otherwise have come to our atten- 


tion. In addition, the meetings help to generate some- 
thing of what might be called team spirit—and that can 
be an important factor in building a smooth sellin 
machine.” : 

To make sure that all of the employee ideas that are 
potentially valuable to the company are brought to the 
attention of its management, Mr. Grunning and Mr 
Bernard have installed an employee suggestion system, | 

“Because all of the twists and angles that the men and 
women on the job think up can’t possibly be noticed by 
Mr. Bernard and myself, we have installed this system,” 
Mr. Grunning says. “The thing that makes it work BY: 
pay-for-your-idea feature. 

“This is as it should be. If the employee’s idea js 

(Please turn to page 287) 
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Newspaper announcements 
such as the above were 
used to focus public at- 
tention on the opening 
of Bernard and Grunning's 
new Barorine St. store. 


Left— It's an old New 
Orleans custom to pre- 
sent gifts on opening 
day, and crowds flocked 
to Bernard and Grunning's 
to get their souvenir. 
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THE RETAIL JEWELRY STORE OF THE FUTURE 
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A modern store front . . . for modern retailing. A worthy setting for 
Columbia’s modern merchandising program. Meet the ever-changing 
retailing picture—with Columbia’s advanced thinking. SEE this store 


front. Ask about other features of our program at the 


ANRJA Convention & Trade Show 
_at the Waldorf-Astoria 
in New York — Booth No. 56 
August 11 to 14 


DIAMOND RINGS 





A DIVISION OF AXEL iit em INC... 21-10 49th AVENUE, LONG ISLAND CITY 1, N.Y. 


THREE DECADES OF SUPERIOR DIAMOND RING MANUFACTURE 
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by FRED MERISH 


From now on prof- 
its will depend on 
close scrutiny and 
control of operating 
costs by the jeweler. 





Cost- Profit Relationship 


Computed by New 


ITH the competition for business growing ever 
keener, as it is today, the jeweler can no longer 
afford to relax in the comfortable assurance of an easy 
profit at the end of the year without very much planning 
or effort on his part. Profits—and good profits—are still 
possible, but to make them from now on is going to re- 
quire sound planning, alert merchandising, and close 
scrutiny and control of operating costs and results. 

One of the first requisites is an accurate and depend- 
able yardstick for measuring and evaluating those costs 
and results. 

It has been the established rule for retailers, including 
jewelers, to use the average stockturn as a gage of oper- 
ating efficiency, but the average turn for the jewelry stere 
as a whole is of limited value, because it is too general 
and does not consider other operating elements that have 
much to do with profitability. Different lines carry dif- 
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“VYardsticek’ 


ferent margins and therefore final net profit is not a 
matter of turnover alone but a combination of mark-up 
and rate of turnover. 

There are also other factors that must be considered. 
Sonae lines take more markdowns than others. Some re- 
quire a heavy capital investment in inventory and this 
information is not disclosed when the jeweler merely 
divides his year’s sales by the amount of his inventory in 
order to get the rate of turn. 

Recently. a new yardstick has been developed to deter- 
mine the profitability of the lines sold in retail outlets, an 
efficiency rating formula that gives a much more accurate 
measure of results than the old turnover formula, since it 
encompasses not just the stockturn. but sales. cost of the 
average amount of stock carried, the cumulative mark-up, 
and the mark-downs. From these factors, an efficiency 
rating may be obtained for the store volume as a whole, 
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Ain Announcement... 
and an 3nuitation 





An August 8th, 80 men, all war veterans, will be graduated from 
our highly specialized course in Diamond Setting. They have 
been instructed by experts in the field. Knowing the type of 
Diamond Setters required by the trade, we trained the students 
for six months on Raising Beads, Fitting Stones, Cleaning Beads, 
Rough Cutting, Bright Cutting and Milgraining. For the last 
five months of their course, we trained them in special settings 
with precious and semi-precious stones. To familiarize the student 
with the various settings he may encounter in the field, he has set 
50 different mountings embodying the different types of settings. 
We are happy to recommend these students to you. 


We cordially invite members of the trade, and 
espécially those in New York for the ANRJA 
convention, to attend our graduation exercises 
at 10:00 A.M. on Friday, August 8th. Visit our 
school and see for yourself our teaching methods 
and examples of the work done. 


Please write to us and we will send you any particulars you may 
desire. Many students have requested out of town work. The 
school is open for your inspection, and samples of the students’ 
work are on display 


Pioneer Diamond Setting School 
555 East Tremont Avenue 
Bronx 57, New York 


Alex Liebermann — Director 
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or for each line, item or department, as may be desired. 

Suppose a jeweler wants"to obtain the efficiency rating 
for his total volume at the end of the year or any other 
period. This is how he would go about it: 


Sales (at cost of goods).......... .$15,000 
Average inventory at cost..... -.. 10,000 
Gives inventory investment turn of. . 1% 
Cumulative mark-up ..... . 45% 
Mark-downs, 10 per cent of retail 

prices, or 55 per cent of cost. 5.9 % 
This gives a maintained mark-up of 39.5% 


The 5.5 per cent for mark-downs is arrived at by de- 
ducting 45 per cent cumulative mark-up from 100 per 
cent, the sales percentage, leaving 55 per cent as cost, so 
multiply 10 per cent mark-down from retail.prices by this 
55 per cent cost percentage, which gives 5.5 per cent, the 
mark-down in terms of cost. If merchandise has not been 
marked down during the period, but all sold at original 
selling prices, this calculation is not necessary. 

Based upon the foregoing figures, the jeweler would 
arrive at the efficiency rating by multiplying the inven- 


the margin earned per item is too low. Often this may be 
the reason why sales and turnover were high. The item 
may have been “bait” merchandise to bring in customers 
or a bargain mark-down to move a large supply of slow 
sellers. 


Merchandising is a complex process and more than one 
operating element must beeconsidered when appraising 
results. It may be that a fast turn and low mark-up pro. 
duces more dollar profits, in keeping with the “fast turp. 
over, small profits” theory, and this may be good busi- 
ness, but if one uses the turn per item as the yardstick 
or the turn for the store as a whole, and considers no 
other element of operation, he is never certain that turn. 
over is a dependable measurement of efficiency. Not only 
the turn, but the margin must be considered, also the 
mark-downs and investment in inventory. To consider 
these elements separately on each item, department or the 
total volume is an involved process because one has so 
many figures to keep in mind. By using an efficiency 
rating as described, the jeweler has only one figure made 


Assuring continued profits in this new era of competition 


will require sound planning, alert merehandising and close 


serutiny and control of both operating costs and results. 


tory investment turn (142) by the maintained mark-up 
(39.5%), giving 59.25. If there were no mark-downs, 
the cumulative mark-up of 45 per cent would be multi- 
plied by 114, giving an efficiency rating of 67.5, a higher 
rating because the maintained mark-up was higher. 

In the past, merchants have been wont to inquire how 
sales were last month in a certain department or for the 
business as a whole, and getting the figures, would com- 
pare them with prior sales results. But this, at best, is a 
questionable yardstick, because the sales figures do not 
give the inventory investment, mark-ups, mark-downs and 
maintained margin, which often have more to do with 
operating efficiency than the sales figure considered 
alone. Sales may go up from one period to another, yet, 
profits, because of excessive mark-downs, may go down; 
or investment in inventory may be too high and costly 
even though sales are increasing; etc. It doesn’t require 
much merchandising efficiency to sell goods at cut prices 
and so one cannot accept the sales figure as the sole yard- 
stick unless one knows that his sales were made at profit- 
able prices. The efficiency rating formula is therefore a 
better measure of merchandising performance. 

On the other hand, if a jeweler focuses his attention on 
the rate of stockturn alone, as the sole measure of mer- 
chandising performance, this yardstick may also mislead. 
An item may show a big turn but a small profit because 
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up of all these elements to consider, which makes analysis 
much easier and more dependable. 

Inventory investment is seldom considered when ap- 
praising the profitability of sales, yet it is a factor in 
operating costs. One thousand dollars worth of stocks 
held for a considerable period before sale is that much 
capital tied up and this costs money, not just the interest 
on the capital invested, but so many dollars in overhead. 
A jeweler with $10,000 stock and $5,000 of it 6 months 
old must consider, not only the interest on the money tied 
up in these salables, but also the proportionate overhead 
charge, which may represent a substantial invisible mark- 
down, even if the goods are eventually sold at regular 
prices. In fact, the burden on shelf-warmers may eliminate 
all net or show red, even when no mark-downs are taken. 
The money invested in inventory, a definite sum, not a 
variable figure, is a more dependable factor in appraising 
operating efficiency. | 

Some jewelers, who pride themselves on taking few 
mark-downs, should give consideration to this invisible 
toll. By using the efficiency rating formula with the 
inventory investment and margin of profit included, he 
has a more dependable yardstick. 

Item-turn is worth consideration but it may mislead. 
To keep track of item-turn numerically, no values shown, 


(Please turn to page 300) 
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keep them 


You'll never need to twist or turn these rings to 


in position... for although solitaire and wedding band are completely 


separate, a tiny gesture locks them together, keeping them always correctly aligned to 


one another! Patented, perfected Wed-Lok* is a Granat-exclusive feature, 


as are the platinum and gold Tempered Mountings* (not cast), wrought in 


“ ' : 
P I: Mit b ' 
i" ] ’ TE ee Pere ’ 
Hegnt i i vsti agape. Sei 

4 eer ae tat 
jit! i pit Ui ' ii, # 
iW om “4! th i ’ 


et i 


ne Ns 
Wi ail 
pat 

nuh 


ala " 
, a ia 
' iia 
. Ni 


1 
rot 


matching designs to protect your diamonds...assure longer life to every 


Wed-Lok ring. And Wed-Lok ensembles are set with fine quality 


diamonds, carefully selected for uniformity, color, and brilliance. 
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Specimens of the congratulatory postals 
which Leed's sends out to a large list. 


Births and Marriages Provide 


Idea for Jeweler's Promotion 


Leed’s Jewelers, Akron, Ohio, capitalize on almost every variety 
of anniversary by sending out congratulatory postal cards for 


wedding anniversaries, engagements and even the stork’s arrival. 





ao jewelers of 278 South Main Street, Akron, 
Ohio, uses two little ideas based on marriages and 
births that have done much to build up the ever-growing 
business that this firm enjoys. The first idea is to send 
congratulations to every couple in the area on their mar- 
riage. A regular government one-cent postal card car- 
ries the Good Luck message on the reverse side and 
also invites the newly married couple to visit Leed’s and 
pick up a little gift that is waiting for them there. This 
entails no purchase or obligation in any way. The mar- 
riages are picked up from the Akron daily newspaper. 

The second idea is another postal card bearing con- 
gratulations on the birth of a baby. This is sent to the 
happy parents with an invitation to come into the store 
with the card and pick up a free gift without obliga- 
tion of any kind. Like the marriage announcements, 
“leads” for these cards are picked up from the Akron 
daily newspaper. 

This second idea, however. doesn’t stop with sending 
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by STEPHEN PORTER LATHROP 


the congratulations card upon the birth of a baby. A 
file card is made out for every child bearing the baby’s 
name, parents’ name and address, and date of birth. 
These cards are filed in a tickler file so arranged that 
a few days before the anniversary of that birth it comes 
up. At that time another postal card is mailed to the 
parents with a Happy Birthday. greeting to the baby 
and an invitation to again visit the store and pick up 
a little gift awaiting the child. This is done every year 
and the “Happy Birthday” card has a part separated 
f- -m the rest by a perforated line. The other section 
entitles the holder to a 10 per cent discount on all pur- 
chases made within thirty days of the date on the card. 

Sam Weidenfeld, owner of Leed’s, reports that these 
two ideas have built up for him a fine business and have 
given him an excellent mailing list that he uses from 
time to time for.direct by mail advertising. 
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1 THIS COMPACT EYE-PLEASING Vl UNRIVALLED PERFECTION AND WORKMANSHIP! 


__ 8’ Dianmoad Department!" Vl DEPENDABLE DELIVERY — 3-WEEK SHIPMENTS! 


—ALL IN ONE EXCLUSIVE UNIT! Mf SPECIAL CONSTRUCTIONS TO INDIVIDUAL NEEDS! 


: | COMPLETE WITH TIME-&-MERCHANDISE SAVING 
STORAGE CABINET! 


— m : | $1 2500 


(For average 

6 ft. showcase. 
Other sizes priced 
‘ proportionately.) 
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$19950 


— save $31.00! 
(SHOWCASE CRATING $10) 
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Pain . 
Pan, 


Diamond Lamp 
(with bulb) 
Attractive antique bronze Full Set of 21 Trays 
finish. Ball swivel neck }yandsome maple wood 
adjusts to any conven- 
ient angle. 22” eo frames, fine rich silk- 
$29.50 


velvet pads. Velvet col- 7 Choi — 
7 . oice of any color combinations of 
sit Bows ors: American Beauty, Folding Counter Pad velvet and ribbed silk. 


Diamond Case Genuine Black Morocco 
ee Trays (of highly polished genuine maple frames) 


(4 ft. long, 20” deep, ; , 
35” high) grained Fabricord — my sen 
finely lined with black made for ladies’ Or men’s rings, or bridal sets. Any 

combination available. 


velvet. 12” x 12” when 
open. (Your name will os All trays fit snugly into recesses, cannot slip. 


be engraved on pad in 
complete Unit orders.) 
$2.50 
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WT Custom made to fit your showcase. 


Royal Blue, Black. Use 


Comfort makes foreasier ¥OUF OW" a wal 
sales! Customer chooses _— range 101 possible com- 
while comfortably i tieieett: Maile aad 

seated. Choice of hand binations! (Each order 
epee wh _— gets our blueprints of 
hogany, NEW Golden sales-tested arrange- 
Primavera, NEW White 99.00 
Primavera. $99.50 ments !) $99. 


THE “PREMIER” SHOWCASE: 


IMPRESSIVE IN 


* White Oak * Golden Primavera , 
* Natural Maple * White Primavera (mew: ) 
* Walnut 
* Mahogany $8500 





40” high, 20” wide, 70” long—This handsome case is made of 
top grain select wood, with a super-fine hand rubbed finish 
that rivals more expensive showcases! 12” glass front and 
side panels, mirrored doors. Crating $10. 
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Large Number of Swiss ‘Watches’ 


Were Actually Shipped as Clocks 


Because of complexities of U. 8S. Customs regulations, nearly 


a million units shipped here as clocks by the Swiss were 


admitted to this country as ‘watches’, thereby upping total. 


EARLY a million “watches” brought into this 
country from Switzerland during 1946 weren’t 
watches at all, according to a report by the U. S. Tariff 
Commission. Instead, they wese clocks, shipped from 
Switzerland as such, but under the peculiarities of the 
U. S. customs regulations they had to be reported as 
“watches” simply because they happened to be a certain 
size. 

“United States import statistics distinguish between 
watches and clocks solely on the basis of width of pillar 
plate,” the USTC report states. “Any movement whose 
pillar plate is less than 1.77 inches is classified as a 
watch movement; and any whose width is 1.77 inches or 
over is classified as a clock movement. On the basis of 
recent information obtained by the Tariff Commission 
from several informed sources, including importers of 
watches and clocks and domestic manufacturers of 
clocks, it is estimated that from 75 to 80 per cent of the 
reported imports of watch movements with pillar plates 
in excess of 1.5 inches which entered the United States 
during the 15 month period ending March 31, 1947, 
were for use in clocks, principally desk and alarm clocks. 
Virtually all the other imports in this size bracket were 
for pocket watches.” 

Tables prepared by the Tariff Commission, listing im- 
ports of watches from Switzerland, appear to bear out 
this contention. Statistics supplied by the Swiss state 
that 7,405,300 watches or watch movements were ex- 
ported to the United States during the calendar year 
1946, and 1.644.100 watches or movements were sent 
here during the first quarter of 1947. However, U. S. 
Commerce Department statistics indicate that 8,447,100 
watches or movements were received during 1946 and 
1,788,300 units arrived during the first three months of 
1947—1,041.800 more for 1946 and 144,200 more for 
1947’s first quarter than Switzerland claimed to have 
shipped. The discrepancy in the figures, it is felt. is 





268 


accounted for, largely, by the clocks admitted by U. S. 
Customs as “‘watches.” 


Setting out to prove the same point from a different 
angle, the Tariff Commission analyzed Swiss vs. U. S. 
statistics on clock imports, and found U. S. figures far 
behind the Swiss. According to official Swiss statistics, 
the total dollar valuation of all types of clocks and clock 
movements sent to the U. S. in 1946 amounted to 
$930,200, and those sent in the first quarter of 1947 
were valued at $209,200. However, U. S. Commerce 
Department listings of direct and indirect Swiss shipments 
of clocks and clock movements for 1946 were valued at 
only $121,400, and for the first quarter of 1947 as only 
$28,000. Thus, in the words of the Tariff Commission 
“the disparity between the Swiss and United States re- 
ports of the value of the clock trade for the year 1946 
was approximately $810,000—a sum which could account 
for the cost of over one-half million inexpensive Swiss 
alarm clocks. If the estimated United States imports of 
timepieces which the Swiss classify as clock movements 
but which the U. S. authorities classify as watch move- 
ments which came directly from Switzerland, the re- 
mainder would be between 7.56 and 7.60 million units 
for 1946 and between 1.64 and 1.66 million units for 
the first quarter of 1947. These totals are below the 
quantities provided for in the Swiss quota agreement 
(7.7 million for 1946 and 1.9 million for the first quarter 
of 1947), and they correspond closely with the Swiss 
official statistics of actual direct exports to the ‘United 
States.” 

The Tariff Commission also points out, in its report. 
that the 850,000 to 900,000 timepieces imported into the 
U. S. in 1946, and the 130,000 to 150,000 units imported 
in 1947’s first quarter (classified as watches by U. 5. 
Customs but shipped as clocks by the Swiss) entered 

(Please turn to page 288) 
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Rolex Balance Staff with thin 
pivots...provides closer toler- 
ances in the jeweled bearings. 





Rolex Micromatic Screw for pre- 
cision timing . . . eliminates in- 
accurate hand-setting method. 





Rolex Oversize Balance Wheel 
for more sensitive balance... 
keeps split second accuracy. 
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You'll be happy to know th = ember of our organization. 
He’s new with Rolex, but a well-seasoned campaigner on 
problems where efficiency is the watchword. @ Are we behind 
with your repairs...old parts coming in a bit slow... 
deliveries not quite as fast as you'd like them? q Well, we 
promise no miracles, but... we’re catching up fast, and to 
answer any and all specific needs for help... just write, 
wire, or telephone Mr. Meyer...and we think you'll be 


happy with the service we are pleased to extend to you. 





Waster Cyt Ll Via Wteh Fool fsmansieip 


Address ... Busy “B” Department 


Rolex Watch Company, Inc., 580 Fifth Ave., New York 18, N. Y. 
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Memorandum Selections Upon Request 


Also 
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chased at Sacrificed prices. 





























Visiting Jewelers to the 
A.N.R.J.A. Convention are 
cordially invited to make 
our offices their headquar- 
ters. 


WHITELAW BROTHERS 


Diamond Importers & Cutters 


48 WEST 48TH ST..N.Y.C. BRYANT 9-O1703 
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BILLBOARDS CREATE ACCEPTANCE 


(From page 217) 


erable. A board at too high an elevation or with a poor 
range visibility, or where other boards are adjacent o; 
crowded together, loses its value and does not accom. 
plish its purpose. 

“In our poster advertising,’ says Mr. Richter. “Wwe 
attempt to tie in the merchandise shown with the season 
wherever possible. For instance. in March, 1946, oy; 
posters showed a boy and girl encircled by a large dia. 
mond engagement ring with the message, ‘A Boy, A 
Girl, A Promise Fulfilled.” This was followed by the 
April board showing diamonds flowing from our store 
with the wording, ‘Cincinnati's Diamond Store.’ 

“The May, 1946, poster illustrated church bells ring- 
ing, a bridal set, and the words, ‘Ringing For Me and 
My Gal;’ the June poster showed the marriage ceremony 
being performed with the wording, “With This Ring | 
Thee Wed.’ The August, 1946, poster “Time Marches 
on, showed a marching parade of the popular named 
ladies’ and men’s watches which created much enthusiasm 
and complimentary remarks. For the off month of 
September we featured a birthstone education illustration 
which brought many requests for information and cre- 
ated sales. 

“As for continuity in our posters, in January, this 
year, we featured a poster showing a young couple admir- 
ing their precious little tot with the wording, ‘Pre-Gifts 
for Wedding, Anniversary and Birthday.’ Referring back 
to the February, 1946, poster, first the couple were court- 
ing sweethearts. In March his promise to her was fulfilled 
by giving her the engagement ring; in May the church 
bells were ringing, followed by their marriage and, in 
the subsequent course of events, their blessed event 
arrived in January. 

“For Valentine’s Day this past February, we featured 
a boy in the process of fastening a necklace on his girl 
friend pictured in a Valentine background with the word- 
ing, ‘It’s Sweetheart Time.’ For March we showed the 
animated parade of nationally known men’s and ladies’ 
watches marching hand in hand with the wording ‘March 
of Time.’ The name of each brand of watch accom- 
panied the male or female marcher. During the dia- 
mond month of April, we showed a picture of our out- 
side corner diamond windows being shopped by people 
during a rainy day with the caption, ‘April for Showers 
and Diamonds.’ In May we pictured a boy and girl 
sraduate with suggested graduation jewelry items with 
the wording, ‘May Your Future Be Bright.’ For the 
months of March, April, and May the name of the month 
is used on the poster copy and an illustration of an 
article of jewelry usually is shown. 


‘Nationally advertised watch firms furnish posters 
which we use at appropriate times. A space for the 
jeweler’s name imprint is allowed on these posters. These 
posters are generally furnished to all authorized dealers 
by the various watch houses at Christmas time and are 
enthusiastically accepted and have proven mutually 
beneficial.” 


Mr. Richter lists the following as some of the out- 
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standing advantages to the jeweler in using outdoor bill- 
boards compared with other forms of advertising: 
1. They convey a thought of permanency and stability. 
2. They attract prospective purchasers to the store. 
_ They build prestige and good will. 
_ They are read night and aor. 
_ They are seen every day of the year. 
_ They are seen and noted by many who might not 
see or hear a jeweler’s other forms of advertising. 
7. They give constant repetition and no lost circula- 


-- 


— 


— 


tion. a . 
A novel tieup is used by Richter in tying up his out- 


door advertising directly with his store. A miniature 
hill board of the one currently being used, is featured in 
the stere’s display windows and direct mail advertising 
sometimes refers to the billboard promotions. 


JEWELRY WAGE DATA RELEASED 
(From page 215) 


medium and low-priced item manufacturers participating 
in the practice. Office workers were covered in about 
the same proportion of precious jewelry manufacturers 
and in more than four out of every five of the establish- 
ments making costume jewelry. 

In January, 1946, bonuses unrelated to productivity, 
usually a Christmas gift, were paid to plant and office 
workers in at least one-half of the precious jewelry and 
almost two-thirds of the costume jewelry shops. Aver- 


aged over all plant workers, nonproduction bonuses in- 
creased hourly earnings by two cents in precious jewelry 
plants and by one cent in costume jewelry plants. Office 
workers fared considerably better, averaging about 3.5 
and 3 cents per hour in the respective branches. Re- 
gionally, New England reported the highest average 
bonuses in each section of the industry. 

Almost half of the precious jewelry manufacturers pro- 
vided some type of insurance or pension plan for their 
plant workers. Similar provisions existed for office work- 
ers in better than a third of the plants with clerical per- 
sonnel. Equal proportions of costume jewelry makers 
extended this benefit to their plant and office workers. 
Throughout the jewelry industry, life insurance was the 
plan most widely adopted with health insurance next. 

The full text of the survey of the wage structure in 
the jewelry manufacturing business is contained, com- 
plete with 28 tables and two charts, in the publication, 
“Wage Structure, Jewelry, 1946, Series 2, No. 31,” 
published by the Bureau of Labor Statistics, U. S. De- 
partment of Labor, Washington. 





PENNY FIESTA UPS YEARS' SALES 
(From page 221) 


Normal business operations were suspended with all 
regular merchandise, such as watches, diamonds, and 
silverware, locked in showcases for the day. 

A squad of special police officers and a private detec- 
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tive helped maintain order. The regular salesforce of 
eight was augmented by fifteen extra salespersons. The 
salesmen and executive staff wore carnations with the 
figure “18” attached to the center petals. All saleswomen 
wore gardenia corsages, so that they might easily be 
identified by shoppers. The first patron, a woman who 
arrived at the store shorily before 4 a.m., was also gifted 
with a beautiful gardenia corsage. 

Only 25 persons at a time were permitted to enter the 
store. They were allowed as much time as they desired 
in which to make their purchase. Most of them made 
their selection within 15 minutes, handed it to the sales- 
person, who quickly enclosed it in a bag, and _ then 
dropped their 18 pennies into one of the many barrels 
located throughout the store. 

Regular window displays had been removed and re- 
placed by 18-cent merchandise. Windows were sprinkled 
with pennies and decorated with full-page advertisements 
that were appearing that day in the local newspapers. 

The two-block long line of shoppers was patient and 
orderly. Entire families waited from six to ten hours. 
Some of them brought lunches and munched away on 
them while cozily ensconced on camp stools. All day 
long the crowd was treated to ice cold water, furnished 
by Barry’s, who appointed several employees to dispense 
it from silver serving sets. 

Every patron registered as he entered, and the list 
included registrants from communities hundreds of miles 
away. “Some of these people had never been to Glendale 
before. But they had heard of our Fiesta from their 


friends or had read about it in the papers,” Ralph 
Goodman, store manager, said. “Scores of these Visitors 
—some of whom reside in Hollywood, Los Angeles, ‘ad 
Santa Monica—have become steady year-in. 
patrons of Barry’s.” 

Months of intensive preparation and labor and a ¢op. 
siderable amount of money are consumed by the one-day 
Fiestas. 

Behrstock and Goodman, assisted by William Browd. 
manager of the silverware department, start mapping the 
birthday campaign early in January. Plenty of mer. 
chandise must be stocked up in preparation for the event. 
Arrangements must be made for extra salespeople and 
special police officers. Banks must be notified far jp 
advance so that they will have an adequate supply of 
pennies on hand. 

Perhaps the most important groundwork that must be 
laid early in the year is the advertising and promotional 
campaign. Expenditures for advertising are huge not 
only for the one-day celebration but also for the month 
that follows, which is part of the Anniversary Fiesta, 
Several weeks before the celebration, “teasers” are 
spotted throughout the pages of the local daily and 
weekly newspapers and the merchant-owned Shopping 
News. These clever attention-getters bear humorous 
sketches and advice like, “Christmas in May! 18 Pennies 
—Save Them! You Won't Be Sorry!” 

On Fiesta day two-page announcements are made in 
the local newspapers, one page devoted to the one-day 
cift event, another page advertising regular merchandise, 


year-out 


IMPORTER of LDiaMonns 


BAGUETTES.. 
SINGLE CUTS 
FULL-CUTS.. 
SWISS CUTS 
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ING ERY FAS SHAPES 
FINE QUALITY 


62 West 47 St. 


NEW YORK CITY 19, NY. 
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such as watches and diamonds, and “critical” items, 
such as clocks and small appliances, available the day 
following the 16-cent event. Customer response to the 
latter advertisement is described as “terrific.” 

No type of media is overlooked for broadcasting the 
Fiesta. The advertising schedule calls for the placement 
of a score of billboards, announcing the one-day event. 
in key positions throughout the community. - Display 
‘ cards are placed in all local busses. 

Five days before the sale, spot announcements are 
made over the local radio station throughout the day. 
“Man-in-the-street” radio broadcasts are held near the 
store several days before the birthday party, with com- 
mercials featuring Barry’s one-day premotion. 

Special paper bags are ordered, bearing the advertise- 
ment, “We’ve been to Barry’s Jewelers’ 18th Anniversary 
Fiesta.” Enclosures the size of a penny postcard are 
inserted in every 18-cent purchase, expressing Barry’s 
appreciation for the customer’s participation in the Fiesta. 

As a result of such smart promotions as this, the name 
“Barry’s’-has become synonymous with “Santa Claus” 
to the citizens of Glendale and its environs. 

Admittedly a “bit tired” but amazed and elated from 
the excitement of this year’s 100 per cent jump in the 
turnout, Mr. Behrstock is eagerly making plans for next 
year’s celebration. 

The Fiestas have always resulted in an increase in 
regular business for the year which has amounted to as 
high as 40 per cent. 

“We may lose $20,000 on the one-day Fiesta, but we 
make it back within a few days,” Manager Goodman said. 

Behrstock and Goodman rate the penny sales as 
builders of good will and trade without an equal. The 
promotions have gained tens of thousands of new friends 
and patrons for Barry’s throughout Los Angeles Count¥. 





WINDOW FANTASY STIRS BUYING URGE 
(From page 229) 

name before the public and then turned to his “baby,” 
windows. For this he sought out a New York window 
designer, explained what he wanted to do—to use his 
windows to capture attention, stimulate thought and win 
customers by inducing people to stop, look and desire, 
either information or the jewelry itself. 

Making the divorce complete, he broke away from 
standardized windows with their tiers of displays and 
avoided the custom of the very exclusive shops that fea- 
ture, for example, but a single strand of matchless pearls. 
His aim in opening the store had been to furnish quality 
merchandise to all and to prove that exclusiveness need 
not be accompanied by snobbishness. 

He refused to aim his promotional guns at restricted 

social strata, took a few pages from the fashion book, and 
decided that he could best win interest and display his 
wares by having windows which would cause a definite 
stimulation of the imagination. 
? Without imagination, he says, no one would have the 
inclination to own jewelry, and a thought-provoking win- 
dow prominently displaying some attractive pieces of 
jewelry would tend to create desire through the chain of 
imagination gradually leading to the picturization of one- 
self as the owner and wearer. 

Some of the ideas. he admits, have been bizarre, but 
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they have served the purpose. lo display some rough and 
almost massive pieces of primitive Chinese jewelry, 
surrealist window was used, and to good effect. Foy g 
display of English Sheffield silver, the sere: modern trend 
was once again utilized, with a figure of chicken wire 
developed to act as a perfect foil for the stately queen). 


_ ness of the delicately formed pieces. 


Windows are changed on a two-weeks basis, and each 
serves to express purpose of bringing before the New 
Haven public some item, line or service which Siegel 
offers. 

To quote him: “The windows were praised, criticized, 
scoffed at and lauded, but each reaction was made in the 
store, so the windows created not only comment but traffic 
as well. In a region where people are inherently cop. 
servative, almost ultra-conservative, I think that the wip. 
dows did a quicker job in building friends, or at least 
interested people, than could have been done in twice the 
time and at many times the expense through the media of 
newspaper or radio.” 


GOOD HUMORED ADS GET READERSHIP 


(From page 226) 


who is interested in life and right living, he uses humor 
and his personal philosophy in the paragraphs and verse 
which compose the columns of his “Round-up”. Politics 
and religion are steered clear of generally, except once 
in a while in a very broad manner. There is too much 
danger of these subjects backfiring, and a merchant can- 
not bring new customers into his store by offending them 
in such personal parts of their thinking as their religion 
and politics. 


“We cannot understand the candidate who boasts thai 
‘I am not a politician’, Adams wrote in one ad. “If Web- 
ster is right, he had better be one, for he says ‘a poli- 
tician is one versed or experienced in the art of govern- 
ment’,” That is about as strong as he ever goes on 
politics. 


Along the religious line, he sometimes writes some 
thought such as this— 
“A man said 
That he would do 
A certain thing, : 
‘God willing’ 
And I thought 
How much more pleased 
God would be 
If the man had said 
That he would do 
That certain thing 
‘on his own’ — 
And not leave the way open 
To blame God 
If he could not do it.” 


Much of the “Round-up” is written in the style of free 
verse of short lines which fit well into the make-up of 
the ad. There are also paragraphs of straight prose, but 
not too much of either. Paragraphs about diamonds, 
watches and other jewelry are carried along in the column 
which occupies one side of the two-column by eight-inch 
ad. The other half is given to a gift suggestion column, 
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usually three illustrations of jewelry pieces and a list of 
merchandise—Without prices. = ica 
Adams humor in the “Round-up is not of the hilarious 

tind that makes a person hold his sides and shout. It 
‘; merely intended to cause a smile or chuckle, like this 
verse about the creation of Eve— 

“When God 

Finished forming Eve 

She was so beautiful 

That Adam 

Just stood and stared— 

His eyes popping 

And his mouth open. 

God was so pleased 

That ever since then 

He has made beautiful women 

And men have stared.” 


There are no “frozen faces” in Carl Adams’ store. 
When his ad says that he wants you to feel right at 
home the minute you step inside his door, that is just 
what he means and just the way you are welcomed. There 
is no cold formality, for Adams is not made that way. 
This verse from the “Round-up” illustrates that— 

“My wife says 

I’m not dignified enough— 
That I am 

Too informal 

With all. people 

At all times. 

I maintain 

That a person 


To whom dignity 

Is not natural 

Makes a clown of himself 
When he tries 

To be dignified 

And I don’t want to be 

A clown.” 


One trait of character is constant, appearing in every 
ad. That is the last line or paragraph of the “Round-up”, 
like the “and so to bed” of Samuel Pepy’s diary. “Now 
for a cup of coffee” is the idea which closes the column, 


with sometimes, a few words in praise of the beverage. 


Adams has run several original advertising series which 
have proved that one can be “different” in his publicity 
and still stay in business. He ran a year or more of “Odd 
and Interesting Stories About Diamonds’ and another 
series of quotations from the poets about diamonds, both 
of which attracted favorable attention and increased 
business. The present series of the “Round-up” is so 
different from the conservative “run” of jewelry adver- 
tising and so filled with interest and “quiet” selling, that 
it bids fair to out-pull any other advertising he has done. 





THE DIAMOND INDUSTRY IN 1946 
(From page 236) 


It may be stated that the estimated exports of the Gold Coast, 
as given in this review for the five years blacked out (1940-5), 
were within 1.7 per cent of being correct. 


Consolidated’ African Selection Trust, Ltd. ("Casts") 


This company, commonly known as “Casts,” is a subsidiary of 
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BUYING TIME 


Buying time for Fall and Holiday business is NOW. 


Our stock is complete in every department with the latest and most 
desirable jewelry store merchandise. This has been carefully selected 
over the past few weeks by our staff of experienced buyers. 


Your buying problem will be an easy one if you select your merchandise 


from our varied assortment. In Diamonds, Watches, Jewelry, Rings, Sil- 
verware, Novelties, in every jewelry line, you will find new attractive 


We cordially invite you to visit us when in Chicago. 


BENJ. ALLEN & CO, INC. 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 
Silversmiths Bldg. 


CHICAGO 3, ILLINOIS 
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Selection Trust, Ltd., a highly successful British holdin 


Production for the past eight years has been as iliens Th 
Year Carats 
1939 .... 915,299 
1940 _... 686,697 
1941 ..... 154,771 
1942 . 684,222 
1943 _ 772,090 
1944... } _ 635,759 
1945. . 506,499 
Rl ne a 500,894. 


WEST AFRICAN DIAMOND SYNDICATE (GOLD Coasr) 


This company operated profitably until 1942. In 1946, its pro. 
duction must have been small. In the year ending March 31, 1946 
the loss was £10,567, with a debit balance of £31,848 carried ton 
ward. The last field plant closed down on August 25, 1946, Judg. 
ing from the chairman’s remarks, considerable prospecting will be 
required before the mill can be started up again. Necessary ney 
financing is being considered. 


OTHER PRODUCERS 


The Holland Syndicate is believed to be producing about 120. 
000 carats a year. Cayco is also reported to be a small producer, 
The three small producers and the native miners of the Bonsa 
field may have produced some 200,000 carats in 1946. 


SIERRA LEONE 


Details as to the ownership of the fields are given under “Casts” 
in the Gold Coast section. 

The total production of the field to January 1, 1947, was some 
8,450,000 carats. 


TANGANYIKA TERRITORY 


Tanganyika Territory, and more particularly the Williamson 
Mine, was the hot spot in the 1946 diamond picture, and this not- 
withstanding transport and other operating difficulties. Today, no 
one can say whether the press has overplayed the occurrence. 

The first diamond was found in the Territory about 1910. Pro- 
duction began in 1926 (6695.5 carats), reached a peak in 1928 
(24,680.75 carats), and then slumped to 1387 carats in 1932. In 
the late thirties, production began to climb. Since then, exports 
(to all intents and purposes, production) has been as follows: 


Year Carats 

1941...... .... 29,046.00 
1942... .. -.... 41,000.00 
1943... -.... 92,988.00 
ee 90,667.00 
1945.... | _.. 115,668.00 
_. ee oe _ 119,446.47 

In the past year the gain in carats, as compared to '' - recent 


past, has been relatively small (3.3 per cent), '" the vaue 
(£981,833 in 1946 and £638,383 in 1945) shows a gain of almost 
54 per cent, thanks to the fine quality of the gems and increas‘u 
price for rough. The per carat price in 1945 was 110s 514d. and 
in 1946, 164s. 434d. In 1946, diamonds accounted for over 10 per 
cent of the mandated area’s export, were the third among its ex- 
ports, and the leading mineral export. 

To December 31, 1946, total production of the territory had been 
some 530,106 carats, worth about £2,637,628. 

The diamonds come largely from two localities, Makubi and 
Shinyanga (at the latter locality is the Willigmson Mine) ; of 
lesser importance are Usongo and the Lake Prospect. 

The Williamson Mine, at Mwadui, is 16 miles from Shinyanga 
and 90 miles south of Lake Victoria Nyanza. Early in 1946, the 
plant was treating 550 tons of gravel per ten-hour day; by Septem- 
ber it was treating 800 tons. Machinery is on order to treat 2000 
tons a day. The discovery of the mine in March, 1940, is the re 
sult of careful geologic work by Dr. John Thorburn Williamson, 
a Canadian geologist and a McGill graduate, who is believed 10 
be the principal owner, although his brother in Canada is said to 
own an interest. Williamson Diamonds, Limited, incorporated in 
1942, owns five square miles of territory. 

Not belittling the mine in the least, apparently before the pipe 
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-o¢ the Williamson diamondiferous gravels had been devel- 
underlying detail, the Tanganyika Department of Lands and 
oped in “_ in September that the pipe had a surface area at 
Mines < times that of the largest mine in the Kimberley dis- 
least Th e tremendous size and the diamondiferous character of 
—s anyika pipes have long been known. So far as the writer 
the = none of them has as yet been proven commercial. It is 
eee oe date that all production comes from gravels. 


FRENCH AFRICA 

The French Colonial Ministry (Direction des Affaires Econo- 
miques) has recently released data as to the diamond production 
of its African colonies during the war period, as follows: 


French Equatorial Africa French West Africa 


Year (carats) (carats) 

17,461 56,316 
aoe : 31,927 65,709 
1941. 33,565 57,736 
1942 46,345 49,866 
1943...... 56,183 36,193 
"ee 60,000 69,726 
1945... .. — 82,849 79,802 


It is interesting to note that both colonies increased their pro- 
duction during the war. We may estimate the 1946 production 
as 90,000 carats for French Equatorial Africa and 90,000 carats for 
French West Africa, a total of 180,000 carats. To the end of 
1945, French Equatorial Africa had produced 356,581 carats and 
French West Africa; 553,877 carats. These two French colonies 
had, therefore, produced to that date 910,458 carats and to the 
end of 1946, some 1,090,000 carats. Gems are stated to make up 
about 15 per cent of the production by weight. The French re- 
port occurrence of both ballas and carbonados in their colonies. 

Since the liberation of France, it is stated that the diamonds 
have been sold on the outside market. Sales have been made in 
both Paris and the United States. The stones will be sorted in 





Paris. The only restriction laid down by the French Government 
is to obtain the maximum amount of foreign exchange. 


NIGERIA 


Diamonds have been feund in northern Nigeria, but the area 
has been closed to prospecting and little is known of the occur- 
rence. (F. Dixey, Bull., Imperial Institute, Vol. 43, 1945, p. 303.) 


BRAZIL (PRODUCTION) 


The diamond production of Brazil is, at best, a guess. The 1946 
production presumably was somewhat greater owing to additional 
production from discoveries reported late in 1945 and in 1946. 
It is recognized, however, that local reports of such new discoveries 
are frequently far from conservative. The 1946 production, in- 
cluding 30,000 to 40,000 carats of carbonado, may have been 
325,000 carats. 

Exports in 1945 and the first seven months of 1946, as given by 
the Division of Internal Revenue of the Ministry of the Treasury, 
follow: 

Exports in 1945 
Value Approx. Per 
Carats (cruzeiros) DollarValue Carat 


Rough diamonds .. 46,010 22,480,451 1,191,464 $25.09 
Cut diamonds ..... 42,900 101,898,809 5,400,647 123.56 


Exports, January-July, 1946 


Rough diamonds .. 72,920 64,214,000 3,403,342 46.70 
Cut diamonds .... 10,590 29,975,000 1,588,675 150.01 
Carbonados ....... 8,075 6,250,000 331,250 41.02 
VENEZUELA 


In 1946 the important and relatively old oil industry and the 
young iron ore industry stole the limelight from Venezuela’s dia- 
mond industry. 

Diamonds were discovered in Venezuela some 45 years ago and 
since then, to the end of 1946, some 234,000 carats, worth some 
$3,420,000, have been produced. Alluvial deposits of fair grade 
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are distributed in three distinct areas in the State of Bol; 
Gran Sabana, El Pao and the upper Caroni River, and th 
Cuyuni. The last and also probably the second areas are 
to, and perhaps extensions of, the British Guiana fields. 
there was less comment in 1946 than in 1945 on the bright futur 
of the Venezuelan diamondfields, it is still premature to ee 
whether it will become an important producer. It should, at coal 
produce a certain caratage for many years to come. 


Recent production follows: 


Var, the 
e Upper 
Similar 
While 


Year Carats 
1940. _ 14,525.00 
1941... 29,399.01 
1942. _ 34,047.95 
1943 22,845.76 
1944. 22,037.07 
1945... 12,769.00 
1946 20,911.63 


BRITISH GUIANA (PRODUCTION) 


Mr. S. Bracewell, Director of the Colonial Geological Survey. 
last fall gave an interesting talk in London on the mineral re. 
sources of British Guiana. He values the total diamond production 
(1901-45) at £8,500,000. To date, the production has been by 
“nork-knockers,” and Mr. Bracewell believes that the future of the 
industry depends on better organization of the industry and feasj. 
bility of dredging the gravels of the larger streams. 

The industry reached its peak in 1923 (214,385 carats, valued ai 
£1,000,000), since which year the production has declined. The 
average production for the past five years (1941-45) has been 
19,577 carats, worth $410,667 (British Guiana currency or, at 83 
cents per dollar, $340,991 U. S.). As Dr. E. R. Varley reminds 
me, British Guiana still uses the British carat (205 mg.), not the 
metric carat (200 mg.). The caratage just given, therefore, is 
nearer 20,066 metric carats. 


Recent production and exports follow: 


Production Exports 

Value Per Value —— Per 
Year Carats (BG$) Carat Carats (BG$) Carat 
1941 26,027 $392,747 $15.09 29,258 n.a. 
1942 22.207 428,836 19.27 20,705 n.a. 
1943 18,272 404,359 22.13 16,761 n.a. 
1944... n.a. n.a. | 13,911 $272,989 $19.63 
1945... 15,442 n.a. soaiBires 17.251 513,677 29.78 
Half 1946 11,470 606,015 52.84 10,468 | 


AUSTRALIA 


It is reported that a company (capital, £10,000) is reopening 
the Capetown N.S.W. diggings. In the past, this placer deposit has 
produced a few diamonds. 


INDIA {PRODUCTION} 


India continues to produce a few alluvial diamonds. 

A. J. Marin (see Bibliography) describes a “pipe” in the Panna 
district which is of the kimberlite type. He states that in 1937 2 
shaft was being sunk 300 feet from the “pipe’s” edge, with the 
intent to drift to the “pipe” at a depth of 150 feet. War and 
inadequate finances stopped the work. He states that there are old 


native pits in the vicinity. 


RUSSIA 


The usual secrecy as to its mining industry prevents us from 
knowing what success has attended Russia’s rather extensive pros: 
pecting campaign to locate and produce industrial diamonds dur- 
ing recent years. The production is, however, not believed to be 
large. In prewar days, Russia’s imports of both gems and indus 
trials is reported to have been small, between 20,000 and 30,000 
carats (£100,000 to £187,000). During the war, rather large qual 
tities of industrials were shipped from London to Russia. 


ARKANSAS 


On November 7, 1945, a new company to operate in Pike County, 
Arkansas, the Diamond Corporation of America, was chartered. In 
the spring of 1946, a magnetic survey of about 30 square miles 0 
the field was made to search for new pipes. Early in October, a 
temporary restraining order, to prohibit the Diamond Corporatio 
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ca from disbursing or withdrawing any funds from a 
special account in the First National Bank of St. Louis, 
hat Glenn L. Martin, aircraft builder of Baltimore, has 
made investment to date amounting to $400,000. On October 19, 
the corporation holding a lease on the property filed suit in 
Chancery Court in Little Rock, seeking $2,000,000 in damages 
from Mr. Martin. Mr. Martin is accused of attempting to wreck 
“to acquire a controlling interest.” 


f Ameri 
$325,000 
showe dt 


the corporation - 


IDAHO 

Early in 1947 it was stated that a New York firm had leased a 
placer deposit about five miles west of McCall, Idaho, said to be 
diamondiferous, and was to develop it this summer. In this vicinity 
are the Rock Flat placers, from which some 40 years ago a few 
small diamonds were said to have been recovered in washing gold- 


gearing gravels. 


INDUSTRIAL DIAMONDS 


GENERAL 

In the spring of 1946, it was announced that rough diamonds 
would be sold by two distinct subsidiaries of the Diamond Corpo- 
ration: gem stones, as previously, by the Diamond Trading Com- 
pany, ‘and industrials by a new company, Industrial Distributors 
(1946) Ltd. The prices of industrial diamonds will be competitive 
with those of competing abrasives, and industrials will be so sorted 
as to satisfy the needs of the purchaser. 

On July 23, 1946, President Truman signed the Thomas-May 
Strategic and Critical Materials Stockpiling Act, No. S. 752 (now 
Public Law No. 520, 79th Congress). All industrial diamonds then 
owned by any government agency were to be transferred to a 
stockpile. Further, it is understood that in the future more dia- 
monds will be purchased. As of June 1, 1946, one agency alone, 
RFC’s Office of Metals Reserve, had 581,806 carats of industrial 
diamonds and a further 3,017,439 carats of crushing bort. It is 
also understood that a number of diamond-set tools owned by 
various government agencies, instead of being sold by the War 
Assets Administration, were transferred to the stockpile. Early in 
August, 1946, $100,000,000 was set aside for the purchase of 
strategic materials. In addition to industrial diamonds, among the 
large number of materials to be purchased are piezo-electric quartz 
and watch- and instrument-jewels. 

As of January 17, 1946, the Department of Commerce announced 
that most industrial diamonds and diamond-set tools could be 
exported on a general license. Makers of artificial abrasives and 
producers of natural abrasives were granted on May 10 price 
increases of from 22.3 per cent to 24.2 per cent. Similar increases 
were authorized on diamond tools. 

Late in June the OPA exempted from ceiling prices industrial 
diamonds and a number of other minerals. 

The President’s proclamation of December 31, 1946, removed all 
remaining controls. 


SUPPLY 


Industry has at its command: 

1. Current production of industrials. 

2. Any stocks the Diamond Corporation or producers may have 
on hand, including the 7,250,000 carats flown back to Europe from 
Canada in July. 

3. Stocks of American industrial diamond manufacturers, brokers 
and diamond drillers. This includes such stocks from parcels pur- 
chased as manufacturers find unsuitable to their own particular 
needs, 

_ 4, On August 26, 1946, it was reported that in Japan there were 
in the custody of SCAP the following diamonds: 


Cut . —_ _. 158,812 carats 

Industrials wr 41,487 carats 

Commercial - 1 sealed envelope 
Commercial eee? 119 uncut diamonds 
Commercial | - 1 box (diamonds and 


diamond dust) 


Presumably, however, the above industrials and those recovered in 
Germany will go into the government stockpile and not be avail- 
able for industry. 

Thé supply situation is stil] tight, particularly in fine stones for 
hardness testing, glazier’s diamonds, crushing bort and fine bort 
for diamond drilling. Prior to mid-July, before Canada raised the 
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parity of its dollar to that of the United States, there was a dj 
tinct shortage of diamond drill bits in Canada, but so many 7 
were immediately thereafter shut down that the supply sitnatiee 
was somewhat eased. Naturally, however, the use of bits in blast. 
hole drilling was not reduced. During the year, bits have been 
made of poorer quality stones and even diamond-impregnated 
metal—apparently successfully. If the American manufacturers 
continue to use ingenuity 11 substituting more’ abundant and 
cheaper grades for those in shortest supply, the situation wil] right 
itself. Further, the higher prices now being received for indus. 
trials may, to a small extent, stimulate production, while jt should 
affect the price of the finished tool little. At year end the supply 
situation was easier, except in crushing bort. 

Some American diamond tool manufacturers are able to obtain 
so little crushing bort that they fear they may have to shut up 
their plants at a not distant date. Others, in view of the short 
supply of crushing bort, have ceased experimentation along certain 
lines of research which might broaden the use of that type of 
industrial diamond. Not only has the American industrial diamond 
user been worried about the supply situation, but his British con. 
frere complained in May that stones for precision tools needed for 
peacetime production were not obtainable in the required amounts, 


PRICE 

During the war years, the wholesale price of industrials was not 
raised, contrary to that of most commodities, and in reality that of 
crushing bort was reduced to about 50 per cent of its prewar 
figure. Early in 1946, prices advanced and in September, 1946, the 
price of crushing bort rose from 2s. 6d. a carat to 4s. 6d., an 
increase of 80 per cent. It is understood that the price of other 
industrials also rose, but to a somewhat less degree, the over-all 
price raise being perhaps 40 per cent. 

The price rise is merely a question of supply and demand. In 
the war years at least, demand not only used up current produc- 
tion, but also depleted stocks accumulated over a long period of 
mining. Postwar demand cannot, of course, be predicted; it will 
be large, but probably appreciably less than in the war years. 

As in most tools using the diamond, the cost of the stone is not 
dominant; even an appreciable rise in the cost of the stone will 
not affect to an important extent the cost of a unit of work 
performed. 


WHEELS 

Considering the war let-down, the makers of diamond wheels, 
whether plastic-, ceramic- or powder-metal-bonded, had a good 
year. The uses of the wheels were diversified and new shapes 
introduced. As cemented carbide tools will have an expanding use 
in the future economy, more diamond wheels will be required. 
Bonded diamond lens generators now rough out ophthalmic lenses, 
and bonded diamond products are used in grinding glass prisms 
and plate glass. The use of these wheels in shaping quartz plates 
and corundum watch jewels is standard practice. 

A wide variety of dental instruments is made from diamond- 
impregnated bonded powder metal, including wheels, burrs and 
drills. 

Where wheels are not available, or supplementing them in 
shaping special contours of carbide tools, diamond hand hones 
(made of the same material as wheels) are used. 


TOOLS 

Diamond tools, set with either a rough or a shaped diamond, are 
widely used in industry. During the year, little change has o¢- 
curred in the industry, but as time passes, the importance of the 
correct crystal orientation of the diamond of the tool is recognized 
(Winchell, Horace. Bull., Geolo. Soc. of Am., Vol. 57, pp. 295-308, 
April, 1946; Whitaker, Harry and Slawson, Chester B. Am. Min- 
eralogist, Vol. 31, 1946, pp. 143-9). 

The use of diamond-set tools in machining plastics is expanding. 

It is understood that, when the war ended, some diamond-set 
tools owned by the various government agencies were at first dis- 
posed of as surplus war materials, but that later the remainder 
were added to the government stockpile. 


DRILLING 

Diamond drilling in Canada during the war was markedly cur 
tailed, but when the war was over, increased greatly. To indicate 
how relegated to the background in diamond drilling carbonados 
now are, in 1942 Ontario contractors used 109,732.24 carats of 
bortz and but 46 carats of carbonado; in 1943, 138,689 carats of 
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t 151 carats of carbonado. In the first half of 1946, 

was a veritable boom in drilling in Canadian gold prospect- 
wong consequence;*in mid-summer the contractors could not get 
- dequate supply of drill bits. When the Canadian dollar went 
= aan with the United States dollar in mid-July, venture 
ad evaporated and the situation righted itself. 

A number of years ago several oil wells were completed with 
diamond drills in southern Mexico, and before seismic work be- 
came so common, the geologic structure of oil fields was confirmed 
by a large number of relatively shallow diamond drill holes. Re- 
cently, diamond drills have been used to deepen partially com- 
pleted wells or to drill parts of holes where the country rock is 
ynusually hard. In the Rangeley field of Colorado and in one field 
in Texas, oil wells are actually completed with diamond drills. 


hortz and bu 


DIES 

While the use of carbide dies for coarse and medium wires is 
‘ncreasing, it is not displacing the use of diamond dies in pro- 
ducing fine wire. During the war, Great Britain, like the United 
States, became self-sufficient as to the manufacture of diamond 
dies. To insure the permanence of the industry, to expand it, and 
to consolidate gains made during the. war, the British Diamond 
Die Federation was formed on January 1, 1946. The federation is 
to carry on the work initiated by the wartime Diamond Die 
Control. 

Diamond dies of small aperture are again being imported from 
Europe. Our diemakers still turn some out, but more of the larger 
s1zes. ;, 

Some of the makers of better pencils are again extruding the 
“lead” through diamond dies, claiming that the results are better 
than those obtained with synthetic sapphire dies. 


IMPORTS 


Imports of industrial diamonds into the United States from 1940 
to 1946 follow: 


Value per 
Year Carats Value Carat 
1940....... 3,809,071 $11,026,563 $2.89 
6,882,248 14,908,809 2.17 


1942......... 11,203,704 22,057,577 1.97 
1943. .... .. 12,084,133 21,890,568 1.81 
1944....... 12,614,507 22,894,244 1.81 
1945... 10,729,869 12,810,932 1.19 
1946......... 4,625,282 14,297,536 3.09 


As to value, the imports are holding up remarkably well, but as 
to quantity, the imports are badly dawn, although still above those 
of the prewar period. The higher per carat price suggests that less 
crushing bort was imported in 1946 than in 1945. 


-_ 


LITTLE KNOWN GEMSTONES 
(From page 242) 





one called joaquinite, found only in California. Beni- 
toite crystals are never large, triangles over an inch are 
uncommon, and are usually pale in color and clouded 
with flaws so that their gem value is nil. The largest cut 
stone is about .9 carats, but large ones are few. The 
average is around a half a carat and even these are rare. 
Ii is a gem only for the collector, because of its rarity, 
but should another and more productive occurrence ever 
be found, it has breat decorative possibilities. The likeli- 
hood of such a discovery is remote. 


IOLITE (CORDIERITE, DICHROITE OR WATER SAPPHIRE! 


A second blue and white stone is far commoner among 
collectors of rare gems, and may be had in considerably 
larger stones. This is a stone which has been widely 
sold under the name of water sapphire (French: saphir 
d’eau). Though it somewhat resembles benitoite in ap- 
pearance in its strong dichroism, it is never so attractive 
a gem. Its hardness is a little above that of quartz (7), 
and its refractive index is low, around 1.54. The double 
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refraction is weak and the dispersion is also weak Spe 
cific gravity is around 2.62, varying a little with the 
composition. - 






















































_ In composition iolite is magnesium iron aluminum gif. 
cate. Its color is due to the iron content, placing it in 
the idiochromatic class, along with benitoite and ty. 
quoise. The outstanding characteristic of this mineral jg 
the strong parti-colored effect produced on turning the 
stone. Since it belongs to the orthorhombic system, jt has 
three different crystal axis directions with three character. 
istic colors. The term pleochroism is used for such mip. 
erals, to distinguish them from the minerals which crys- 
tallize in the tetragonal and hexagonal systems and which 
consequently are dichroic, with only two different axial 
directions. Two directions are similar, transmitting 
shades of deep blue, while the third is a pale yellow, al. 
most colorless. Properly cut stones show only the blue 
color through the table; in actuality a stone cut to em. 
phasize the two colors would probably, in this case, be 
preferable. 
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Iolite is an old mineral and its various names allude 
to its color (from the Greek name for violet), its pleo- 
chronism (dichroite and water sapphire) and for a 
French mineralogist Corider (codierite). Schlossmacher. 
Bauer speaks also of a variety which give effects re. 
sembling those of a star sapphire, when properly cut. 
It sometimes contains inclusions of impurities which it 
was unable to completely thrust out as the crystal grew, 
but which are arranged in definite patterns in the crystal, 
like the white crosses one sees in the chiastolite variety 
of andalusite. . 

Iolite is a mineral of varied geologic formations and 
its elements are all common, hence, it has been found 


FASHION JEWELRY’S Rae SS in many places. Most of its occurrences are in metamor- 


phic rocks, the factors of heat, some pressure, and the 


right elements in solution all being involved. Since it 

OLifl a forms in solid rocks, like the garnets of the schists and 

: du d gneisses, we rarely find it in very large masses com- 
bh pletely free of flaws, inclusions and cracks. The rolled 


pebbles found jn Ceylon are probably the most solid 
bodies of the mineral, but it also is found in Madagas- 
| car, Connecticut, Germany, Brazil and so on. The shat- 
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benitoite, sphene, and andalusite are other outstand- 
st mples) and only one of these is hard, it seems 
re ‘ie Scales trade has been curiously backward in 
a advantage of a remarkable substance. There is 
no reason for making a poor imitation sapphire out of a 
piece of iolite; it would be far wiser to cut it in a man- 
ner that would take advantage of a color change and 
roduce a flashing bi-colored stone. Perhaps the spread 
of education and gem appreciation in the trade and 
among the public alike will lead to more intelligent use 
of the unusual stones which afford artists opportunities 


to create special effects unobtainable with the more com- 


mon gems. 


Camera Use Lessens Mistaken Repair Claims 


To lessen mistakes made by customers and store per- 
sonnel in handling jewelry for repairs, White Brothers 
Jewelry Store, New Orleans, has installed a copy camera 
that is used to photograph every piece of customer- 
jewelry that enters the establishment for repairs. 

“The machine has proven invaluable since its instal- 
lation,” points out Mr. Benjamin White. “We work hard 
in our store to obtain good will among our customers, 
and mistakes are embarrassing for all concerned. Especial- 
ly when the controversy involves an expensive piece of 
merchandise. With our new machine, arguments and 
misunderstandings have come to an end. 

“When a customer leaves a watch, or a ring, or a 
broach for repairs, there can be no mistake about its 


. identity and description now. We photograph it—and 
the customer is a witness when the operation takes 
place.” 

The entire preformance takes only a few seconds. As 
usual, the customer’s name, address, characteristics of 
the merchandise, and other information is written on 





Articles left for repair at White Bros. Jewelry Store, New Or- 
leans, La., are immediately photographed by this Recordak ma- 
chine, in the customer's presence. Owners signature accompanies 
the item, thus lessening the possibility of argument later on. 


the envelope in which the article is placed. Then the 
item is placed next to the envelope. All of this is then 
placed beneath the lens of the camera, two buttons are 
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Tiger Eve Cameo Rings 












Illustrated are two styles in 1OKt. Tiger 
Eye Cameo Rings that are sure to capture 
male fancies. Designed and created by 
Church, these rings are typical of the 
fine jewelry manufactured under this 


name. 
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pressed simultaneously, and a picture is taken of the 
assortment. 

When the customer returns for his merchandise, a 
volley of “this is not my watch” and “I had a gold ring 
set with three diamonds—not merely one diamond” can 
be easily settled by producing the photograph that was 
made before the customer’s eyes when the item was left 
for repairs. 

“Many mistakes that occured in the past,” Mr. White 
points out, “could have been avoided if we had had this 
handy machine in our store and photographed every 
piece of merchandise that entered the door for repairs.” 

Mr. White points out how in one instance the ma- 
chine saved a confusing scene. “One of our very best 
customers—but a temperamental person—dropped in to 
picx up her watch that had been left with us for repairs. 
When the sales girl produced the watch the customer 
insisted that the watch she had brought in was not the 
one in question. Then when the girl showed a picture of 
the watch, the identifying descriptions and the customer’s 
own signature, the difficulty was solved and an argument 
avoided. Before the lady left the store she realized that 
the misunderstanding was her own fault. We’d saved an 
argument, a customer, a sale, and a friend.” 





DISPLAY WINDOW MAKES TRAFFIC 'FLOW' 
(From page 240) 


visited the store and they kept coming throughout the 
entire day. 


Not one of the visitors purchased a single item, by 
this wasn’t because they didn’t want to. Mr. Rubey 
applying good psychology, wouldn’t sell them anything 

“I had provided an attractive, streamlined, modernly. 
equipped store; a picture designed to speak for itself” 
Mr. Rubey said. “I wanted them to see it and to look a 
it. And that’s what they did. They came and saw—anq 
came back later to buy.” 

Since the day of the opening, Ross Jewelers has ex. 
panded by adding an optical department and watch 
repair departments. Most of those first day visitors are 
now numbered among the store’s steady customers. 





THE AD-VISER 
(From page 254) 


of a newspaper is 15 minutes. This means that a reader 
buys a paper, rushes through the pages, reading only 
items of interest. Further analysis maintains that the 
average reader scans a little more than 3 per cent of 
the ads exposed to him. These figures may be somewhat 
startling but they are nevertheless based upon fact. In. 
telligent advertisers will adjust themselves to these con- 
ditions. For an advertisement to be read, it must be 
attention getting, attention holding and action promoting. 
It must compete, not only with competitive ads, but also 
with significant and living news stories offered by the 
papers. It fights continuously for attention. 

-In addition to the rules for effective elements of the 
ad, as stated in these articles, another problem arises. 
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-Jarge should an advertisement be to gain effective- 
weit How often should an ad be run? How shall we 
eau” na limited budget . . . a large ad once a week 
appor® I] ad three or four times a week? Which gains 


or d sma ° P ° . e 
more attention? More important, w hich brings in more 


business ? 

Studies have also been made about the relative value 
of different size ads. One investigator found that it takes 
four times an area to attain three times the attention. 
Another study concluded that, in most cases, advertise- 
ments bring in customers in direct proportion to their 
size, with the smallest sizes having a slight advantage. 
Results of one survey state that greater areas of adver- 
tised space have lesser impact upon the reader. All these 
merely add to the confusion. The progressive jewelry 
retailer will now ask, “Well, what is the answer?” 

The answer to this vital question lies not in the results 
and statements of these various analysts but within the 
business of each individual retailer. The intelligent 
jeweler tries to determine the most effective size for his 
advertisements by studying his own problems. Only 
tested experience will indicate the size and frequency 
required. The merchant seeks the highest returns per 
dollar spent. Individual experience is the best teacher. 
By the trial and error method, the answer can be found. 
There are no definite or overall rules regarding the 
amount of space to use or frequency of use. A series of 
well-planned tests will tell you what your size should be. 

One jewelry merchant advertised a new inexpensive 
watch for men. He ran a full page ad in the local paper 
in an attempt to stimulate sales. The percentage of re- 
sulting sales was poor as compared to a single column 
ad run by a competitor selling a similar item. He dis- 
covered that full page ads were unprofitable and switched 
to more frequent small ads. They paid off immediately. 

Don’t be discouraged if your budget can afford small 
advertisements only. Small advertisements can be ex- 
tremely effective. Many sound businesses have been 
built with ads under 3 columns by ten inches. For one, 
greater frequency is made possible by lower space and 
production costs. Successful small space advertisers 
have recognized the importance of repetition, even to the 
extent of using the same message over and over again. 

You may rightly ask the question, “With competition 
as it exists today, how can small advertisements attract 
attention?” The answer is not only frequency but also 
proper arrangement of the elements within the ad itself. 
Difference or emphasis must be achieved. The method 
of attaining this can be broken down into the following 
rules: 

I, Unusual Headlines: Let the headline play an im- 
portant role. Handlettering or distinctive typography 
will help. A clever catchword, a striking idea, an inter- 
esting thought, incorporated in the headline, will gain 
the attention you want. Make the headline simple, con- 
cise and effective. Keep a “Morgue File” of interesting 
headlines and always refer to the file for ideas. 

2. Unusual Borders: A hand drawn border is always 
an attention getter. Heavy black dotted lines, large dots, 
curved frames, etc., can be used. You can actually 
change the complete appearance of the ad with a dis- 
tinctive border. 

3. White Space: Effective use of white space can be 
an important factor in getting the reader to read your 
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ad. Don’t waste the space. Instead, distribute jt Care. 
fully and your ad will stand out. 

4. Black Space: Reverse cuts or white figures and let. 
tering on a black background is an ever popular form 
for advertising small ads. Credit jewelers, especially 
have been using this for years. This technique il 
be carefully used. It is necessary to determine whether 
reverses are being used too extensively within a loca} 
paper. If so, avoid it, since black ads will blend with 
black and emphasis and differences are lost. 

5. Unusual Shapes: Space in newspapers js always 
rectangular. You can be different by using any shape 
but rectangular. Emphasis is achieved with the use of 
circles, ovals, odd geometric forms, etc., as the shape 
of your ad. 

6. Use of Cartoons: Cartoons have won increased 
popularity in the retail field. A newspaper reader thor. 
oughly enjoys comics, cartoons, and humor of any type, 
Advertisers have taken advantage of this by using humor 
in their ads and the results have been excellent. 

So, we repeat, do not fret if your budget restricts 
you to smaller ads. If correctly used, you will find that 
amazing advertising results can be attained. Plan regu: 
lar campaigns for your small ads. Work out ideas ip 
the form of both /nstitutional and Promotional appeals. 
Be consistent, use some of the above ideas and you can’t 
<0 wrong. 





SPECIALIZATION REALLY PAYS OFF 
(From page 256) 


Girls, Glamour and Nursing. As a result of these ads 
the mailman’s daily visit to the store brings hundreds 
of packages containing pearls for restringing. These 
packages then go through’a process that includes open- 
ing, sorting, restringing, rewrapping and remailing—al 
of which takes place in just a few days. 

“We advertise the fact that we can give seven-day ser- 
vice from and to the owner,” Sam Antin points out, “and 
this has been one of the biggest contributing factors to 
the success of the department. People who steer away 
from doing business by mail usually do so because they 
dislike the time that must elapse between mailing and 
receiving their jewelry. When they find that they can 
get their pearls back in just one week—they seldom hesi- 
tate to mail ‘em in.” 

To write and place the necessary ads that must do the 
selling, Antin’s has employed a local advertising agency. 
“We have found this necessary,” Mr. Antin points out, 
“if we are to reach the majority of prospective customers 
with ads that have sellability.” 

Direct mail advertisements are also sent to department 
and jewelry stores throughout the United States to build 
a continuing volume of pearl restringing jobs. These 
ads announce the fact that Sam Antin’s idea is paying 

loff in good will for jewelry and department store mer 
‘chants from coast to coast for the small sum of $.50 per 
strand. The pearls are not only restrung—every job !s 
cleaned to add brilliance to the completed necklace o! 
bracelet. 

Locally, Antin’s employs newspaper and radio adver 
tising. One current radio program sponsored by the firm 
is a Sunday evening show entitled “Streets of New r 
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leans.” This program explains to listeners how the vari- 
streets of the city received their historic names—and 


ous male 
why. Advertisements at this time are usually partly 
.sstitutional and partly for particular merchandise. It is 


at this time, too, that a good selling announcement for 
the pear! restringing department can be put across to the 
listening public. 

“The success of the pearl restringing department,” Mr. 
Antin says, “is a living example of the fact that there 
is always something that can be done when business 
slacks off in the regular jewelry line. Restringing pearls 
not only brings in additional profits for the store—the 
traffic it creates in the store and the prominence it has 
secured for us among the jewelers of the United States 
has also been a big help towards making our store what 


it is today.” 





‘BULL SESSIONS' BUILD MORALE 
(From page 260) 


worth money to us, it should be worth money to him as 
well. The pay feature serves more than a do-good pur- 
pose, however. It makes sure that we get the idea. 

“If we didn’t pay, Joe Jones, typical salesman, might 
likely think, ‘Well, this is a good scheme, but why should 
I give it away? I'll go to extra trouble if I do, and I 
could put the energy more profitably into drinking cokes.’ 
But because we make it very much to his profit to tell us 
his idea, Joe Jones doesn’t think that way. He eagerly— 
and I use the word purposely—tells us about it. We 
make money and he makes money.” 


“We get plenty of ideas,” Mr. Bernard points out. 
“many of which are impractical. But the small minority 
which can be used make this store suggestion system a 
profitable operation. We've got the employees on our 
side, contributing their brain work to the company.” 

Another idea for enlisting enthusiastic employee co- 
operation in a store promotion is the sales personnel con- 
test. At Bernard and Grunning, these contests are going 
most of the time. One week, for example, silverware will 
be picked as the merchandise around which to build a 
contest—and build added sales in the process. 

“The one who sells the largest dollar and unit volume 
of the contest merchandise wins a prize,” Mr. Bernard 
explains. “These prizes average $35, which isn't a large 
figure when considered alone, but which can loom large 
as an income addition when contests are held almost 
weekly. 

‘As soon as a sales person sells one piece of silverware. 
he has entered the silverware contest. (Or one piece of 
whatever merchandise line is being featured.) For each 
additional piece. and each additional dollar sale, he is 
credited with points toward the week’s championship. At 
the end of the contest, a prize is given to the winner in 
cold, immediate cash.” 

The contests have achieved two ends. First, they stimu- 
late sales. Second, they help the long-range selling pat- 
tern because, concentrating on a merchandise line, the 
sales person soon gets to know it thoroughly. 

The new Bernard and Grunning store in which all of 
these sales and good will-building employee relations are 
put on is located less than a block from Canal street. the 
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busy hub of the Crescent City’s main commercial district 
It has large, twelve-foot display windows frontino on 
Baronne street, one of the busier of New Orleans’ ied. 
ness streets, and another entrance leading to the store 
from the Pere Marquette Building arcade. 

“Office workers from the building and passers-by use 
this passageway, we have found, as a walkway in rainy 
or extremely hot weather,” Mr. Bernard says, “and that 
is a big sales factor in itself. In addition, we benefit from 
traffic coming to or from a nearby church, one of the 
city’s largest; from New Orleans’ biggest hotel across the 
street; and from a Sears-Roebuck store diagonally across 
from us.” 





"WATCHES' ACTUALLY SHIPPED AS CLOCKS 
(From page 268) 
domestic trade channels principally as desk and alarm 
clocks. 

Noting and commenting upon the frequently wide dis. 
crepancies between Swiss official statistics concerning ex- 
ports to the U. S., and statistics released by the U. §, 
Department of Commerce, the Tariff Commission’s report 
offered four principal reasons for the disparities: 

“1. U. S. trade statistics ordinarily credit imports to 
the country of origin, irrespective of whether the articles 
are shipped to the United States directly or through inter. 
mediate countries; whereas foreign countries report as 
exports to the United States only those articles which 
are shipped directly; 

“2. Differences in classifications used by the United 
States and foreign countries [most notable in the case 
of watches vs. clocks as mentioned above]; 

“3. The speeding up or slowing down in the rate of 
shipments during successive year-ends, and 

“4. Year-end variations in the stocks of imported mer- 
chandise in the custody of the Customs and in bonded 
warehouses. ” 

The Tariff Commission’s report ascribed differences 
between Swiss and U. S. data primarily to the first two 
causes. In -addition, the report stated “there was also 
a speeding up of shipments at the end of 1946 compared 
with the end of 1945, airplane transportation being used 
to a greater extent in the latter year.” This, alone, would 
account for a considerable amount of difference. 


SWISS RESTRICTIONS LIFTED 

Lifting of the Swiss Government’s 1943-imposed re- 
striction on watch exports to countries within the dollar 
bloc, effective July 1, was not viewed, by spokesmen, as 
an indication that shipments of watches to the U. 5. 
would be appreciably increased. 

The restrictions were originally imposed in order to 
prevent financial chaos in Switzerland, since unlimited 
trade with the watch-hungry countries in the dollar bloc 
would have had the result of leaving the Swiss with a 
surplus of dollars which, converted into Swiss francs, 
would have had an inevitable inflationary effect. 

Removal of the restrictions, however, will probably 
not increase the quantity of Swiss watches reaching the 
U. S. since other countries within the dollar bloc are 
extremely watch-hungry, even at present. Also, it was 
pointed out by spokesmen, the Swiss productive capacity 
is regulated by the Government and there is no desire a 
the present time to over-expand beyond present capaclly. 
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ANRJA CONVENTION PROGRAM 
(From page 222) 


of Regional Vice-Presidents: Kenneth |. Van Cot, 
Binghamton, N. Y., Northeastern Region; Arnold A. 
Schiffman, Greensboro, N. C., Southeastern Re- 
gion, and Maurice Adelsheim, Minneapolis, Minn., 
Central Region. Consideration of proposed re- 
vision of by-laws. Reports of Chairmen, standing 
committees. Preliminary announcements of Nomi- 
nating Committee: C. |. Josephson, Jr.. Chairman; 
Resolutigns Committee, Arnold Schiffman, Chair- 
man; Credentials Committee, Robert J. Slagle, 
Chairman. 

2:00 P.M. to 3:00 P.M.—Wedgwood Room. Clinic: "Credit 
Selling.’ Kenneth |. Van Cott, Chairman. Leader, 
William J. Cheyney, Executive Director, Retail 
Credit Institute, Washington, D. C. 

3:00 P. M. to 4:00 P.M.—Wedgwood Room. Clinic: "Window 
Displays." Arnold Schiffman, Chairman. Leader, 
Tom Lee, vice-president W. L. Stensgaard & As- 
sociates, New York. Opportunity will be provided 
at both clinics for questions and answers from the 
floor. 

9:00 P.M.—Longines Symphonette Concert. Carnegie Hall, 
West 57th St. 


Wednesday, August 13 
8:00 A.M.—Breakfast Conference, ANRJA Executive Committee 
and ANRJA National Advisory Council, Palm 
Room, |8th floor. 
9:00 A.M. to 9:00 P.M.—Exhibits Open. Registration. Silver 
Corridor. 
10:00 A.M. to 12:30 P.M.—Convention Session, Wedgwood 
Room, President Howes, presiding. 
Hon. John A. Dénaher, Hartford, Conn., former 
U. S. Senator, now representing Jewelry Industry 
Tax Committee in Washington. Topic: "Taxation, 
With Special Reference to the Jewelers Excise 
Tax.’ 


Dr. Paul H. Nystrom, president, Limited Price 
Varieties Association, professor of marketing, Co- 
lumbia University, New York. Topic: "Retailing 
and Legislation." 
Henry |. Jacobson, Jacobson Bros., New York. 
Topic: "Diamonds from the Commercial Viewpoint." 
The topic "Research Work—ls it Time to Resume" 
will be discussed by an outstanding expert who 
will outline ANRJA's long record in such surveys. 
2:00 P.M. to 3:00 P.M.—Advertising Clinic, Maurice Adelsheim, 
Chairman. “Tested Advertising," John Caples, 
president BBD&O, ledder. "Jewelry Store Adver- 
tising,' Robert J. Gunder, Dealer Service Man- 
ager, Hamilton Watch Co., Lancaster, Pa., leader. 
3:00 P.M. to 4:00 P.M.—Clinic, "Retail Salesmanship," A. W. 
Molin, Portland, Ore., chairman, Leader: Prof. 
Charles M. Edwards, Dean, School of Retailing, 
New York University. | 
4:00 P.M.—Hotel Plaza, 59th St. and Fifth Ave., Jewelry Fashion 
Show under auspices of Jewelry Industry Council. 
June Hamilton Rhodes in charge. 
9:00 P.M.—Second showing, Jewelry Fashion Show, Hotel Plaza. 


Thursday, August 14 


9:00 A.M. to 1:00 P.M.—Exhibits Open. Registration, Silver 
Corridor. 

10:00 A.M. to 12:30 P.M.—Convention Business Session, Presi- 
dent Durward Howes, presiding. Reports of Regional 
Vice-Presidents: Hoyt T. Purvis, Jonesboro, Ark., 
Southwestern Region; Harry L. Carter, Kansas City, 
Mo., Northwestern Region; A. W. Molin, Portland, 
Ore., Pacific Region. Reports of Standing Com- 
mittees. Report of Secretary, Charles T. Evans, 
New York. Report of Treasurer, Myron Everts, Dal- 
las, Texas. Report of Resolutions Committee, Ar- 
nold Schiffman, Chairman. Report of Credentials 
Committee, Robert J. Slagle, Chairman. Report 
of Nominating Committee, C. |. Josephson, Jr., 
Chairman. Election of Officers. Installation of offi- 
cers. Unfinished Business. New Business. 
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7:30 P.M.—Reception, Grand Ballroom, Waldorf-Astoria Hotei. 
8:00 P.M.—Dinner. 

9:30 P.M.—Entertainment. 

10:30 P.M. to 12:00 Midnight—Dancing. 


The preceding program, as outlined, is not complete. 
However, ANRJA officials announce that a complete list- 
ing of all convention events will be available in pamphlet 
form at the Registration Desk, Silver Corridor. In ad- 
dition, special convention editions of THE JEWELERS’ 
CIRCULAR-KEYSTONE will Jist sessions and meetings. 





COLORED STONES ADD 'SPICE' 
(From page 246) 

colored stones? Mr. Lindstrom states: “Jewelers must 
keep in mind that colored stones differ from diamonds in 
that in most colored stones there are imperfections. 
whereas in diamonds, ethical jewelers strive to sell only 
perfect or nearly perfect stones. Emeralds, for example, 
almost invariably contain flaws that are clearly visible to 
the naked eye, and even the finest star rubies and star sap- 
phires frequently have noticeable fractures and inclusions. 
Jewelers who are most successful in selling colored stones 
are those who can explain in a most satisfactory manner 
to their customers that by the very nature of these stones, 
they rarely are free from flaws, although naturally those 
that are more valuable have fewer flaws. However, color 
and brilliancy are far more important, and in a star stone, 
such as a sapphire, the prominence of the star is the first 
consideration, with color next, and lack of flaws last.” 


JEWELER IS CUPID'S FOLLOW-UP 
(From page 252) 
tioned for them. They agreed that it was the perfect pro- 
gram for them, for, as Mr. Boice pointed out. “What jg 
the most important event in your customer’s life? Why 
his marriage, of course! - And for that he or she needs al 
kinds of jewelry, both to wear and give as gifts. From 
then on, but tied in with that marriage, come the birth. 
days, anniversariés, christening gifts, and just plain tokens 
of love. Right? And with the divoxce rates soaring the 
way they are now, why not do something in your radio 
advertising aimed at helping preserve those marriages?” 

“What a perfect tie-in!” agreed his conferees, “By 
sponsoring this program we will be carrying on the 
Archie Tegtmeyer tradition of combining public service 
with our advertising! What better service could we render 
than by helping to safeguard American homes?” 

The program itself consists of eight transcribed skits, 
each opened with an organ interlude to add dignity and 
depth to the subject. Then as the music fades into the 
background, the announcer speaks the opening “institu- 
tional plug” which goes: “Archie Tegtmeyer, Inc., head. 
quarters for finer jewelry, in the Plankinton Arcade, bring 
you the second in a new series of transcribed programs 
dedicated to the American family.” Then comes a playlet 
centered on one theme in married life. Played by out. 
standing actors and actresses in the theatrical world, this 
skit is beautifully produced, and is strongly dramatic. The 
closing announcement is another “institutional plug” 
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-noken by the announcer. “You have been listening to 
eo You Want to Stay Married,’ a transcribed public ser- 
vice feature brought to you every Sunday morning at 
11:30 by the Archie Tegtmeyer Company, Inc., headquar- 
ters for finer jewelry in the Plankinton Arcade, main flocr. 
ore 10. Lovers of the finer things in life are invited to 
listen again next Sunday at this same time when Archie 
Tegtmeyer, Inc., will present another episode in this series 
of timely programs. 

The response to this program was immediate. Begun 
‘n early June, the fan mail soon came pouring in. Mr. 
Boice had chosen a wise time for the airing of this show. 
for at 11:30 this show followed a Sunday morning speaker 
who had a vast audience. Many of them stayed tuned in 
for the Tegtmeyer show because the organ music seemed 
to tie it in with the previous show. The listening audience 
orew weekly for everyone was interested in marriage, 
whether single or wed himself, and thus this show was 
assured a large group of listeners. 

“As | said before,” concludes Mr. Mixdorf, “the right 
radio program is very important for any firm choosing 
that means of advertising, for not only does it have to 
bring results to the sponsor but it should be of heipful 
value to the listener. And we think we've done it with 
this ‘So You Want to Stay Married’ program.” 





Graduation Promotion is Sure-Fire 


Although it is by no means a new promotional idea, 
use of a clock bearing names of local graduates, with 


prizes for those whose names are opposite the hands of 
a clock which stops after an eight-day interval, is always 
a sure-fire attention-getter. 

Sheldon Jewelry, Ashland, Ore., used this promotion 
this year, featuring the clock with graduates’ names in 
their display window. Two $125 Bulova watches were 
offered as prizes for the boy whose name appeared oppo- 








site the stopped hour hand and the girl whose name 
appeared opposite the stopped minute hand. 

Interest in the contest, before the clock stopped, rose 
to a fever pitch in Ashland, prompting extensive com- 
ment in the news columns of the local newspaper. A num- 
ber of interested customers commented on the fairness of 
the idea, pointing out that the graduates were all in the 
same, democratic position, without regard for race, creed 
or social position. 
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Left — Cashier's- 

: sy } eye view of the 
. a | interior of the 
2 \ new Fink store 


in Roanoke, Va. - 





Ren 


Seas 


Below — Facade of 
the store. An alu- 
minum awning is 
installed between 
the signature and 
display windows 


Roanoke’s Newest 
Is a Modern Gem 





ASTEFUL employment of modern design principles 
characterizes the new home of Fink’s Jewelers, Roa- 
noke, Va. As can be seen from the photographs on this 
and the next page following, an overall atmosphere of 
stability has been attained as a result of employing mod- 
ern methods without veering too far from the conven- 


tional. Below — Newspaper 

The gray Carrara front of the store, tinged with a | advertisements of 
touch of wine, is dominated by the firm’s signature which mis out _ Senet 
ouch of wine, is dominated by the firm's signature ¥ he <eniinn ot te 
appears, in silhouetted form, above the display windows. new Fink's Jewelers. 


Almost the entire front, below the sign, is of the visual 
type, permitting window-shoppers in the pink terrazzo ves- 
tibule to see the interior of the shop. Windows are of the 
show-case type, the one on the left of the entrance extend- 
ing into the store. One 114’ x 3’ window on the right of 
the entrance is of the shadow-box variety. An aluminur 
awning divides the facade between the silhouetted sign 
and the display windows below. 

Perhaps the most unusual feature of the new Fink store 
is the lighting arrangement in the ceiling. There, three 
oddly-shaped recessed coves in the center give off cold- 
cathode light. Recessed spotlights illuminate the mer- 
chandise in the floor cases in the forward part of the store, 
while in the rear, bullet type incandescent spots are used. 

Wall cases, which are of the large shadow-box type, are 
lighted from top and sides by concealed fluorescent units. 
Floor display cases are of various shapes and all provide 
knee-room. In the silver department a “sitdown” type of 
display case is featured, with chairs upholstered in grey 
lattice webbing. Throughout the store, floor cases are of 
natural Mexican mahogany, while wall cases are of the 
Honduras variety of the same wood. 
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The beauty and distincttyn 
| “Ringmaster” Ri igs make 
: means quicker turn-over and more 
profit to the jeweler ... more 
profit in cash ... more profit 


ingmeasior Kinga 


*TRADE MARK REGISTERED 


BARDACH BROS. inc 


Operating QBARDACH & CO. and @ CHARLES-THORNTON CO. 
Downtown Office 15 E. Washington St. « Factory 448 N. Capitol Ave. + Indianapolis 4, Indiana 





AMERICA’S FOREMOST EMBLEM PIN AND BUTTON MAKERS 
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The decor of Fink’s store is bold, with a white ceiling 
and marbleized walls. The latter are chartreuse in the 
rear, Williamsburgh green in the life section and a dash 
of deep blue is featured in a small section of the jewelry 
department. 

The floor in the front of the store is of light mottled 
green asphalt tile with a diagonal white stripe. In the 
rear, the floor is a mottled red with a solid color blending 
with the shape of the balcony ceiling. 

A mezzanine, directly over the rear-of-store cashier’s 
desk and repair-intake desk, contains an optical depart- 
ment with modernfold doors which resemble drapes when 
closed. The stairway to the optical ee and the 
mezzanine itself, are carpeted. 

Watches are repaired on the second floor of the store in 


(Please turn to page 338) 


Below—Marblelized wallpaper blends nicely with curved contours 
of store walls. Floor displays are of natural Mexican mahogany. 





Left—Interior view of the new 
Fink store, showing the irregu- 
larly shaped ceiling coves for 
the cold-cathode lighting. 


neve” 


Below — Showcase -type win- 
dows with one small shadow- 
box permit display of large 
amount of merchandise. 
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Above—The rear of Fink's includes, in addition to the ser 
vice sections, an optical department located on the mezzanine. 
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LESTER JEWELRY COMPANY 
Proudly Presents 





1847 ROGERS BROS. 
100th Anniversary Pattern 


REMEMBRANCE joins the honored group of patterns in Amefica’s Finest 
Silverplate—1847 Rogers Bros. Each bears the proud yearmark “184/’’—the 


mark that celebrates a hundred years of integrity in silverplate. 


LESTER JEWELRY COMPANY 


AUTHORIZED WHOLESALE DISTRIBUTORS 
607-611 COMMERCE BLDG. | ROCHESTER 4, NEW YORK 
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Let's Take Inventory! 


ES, it’s about time that everyone took inventory. 

There’s some merchandise in our store that’s worth 
100 cents on the dollar. On the other hand, you’ve mer- 
chandise that seems to be impossible to move, doesn’t 
seem to be worth even the room that it takes up. But 
there is one item, a little one in your inventory that is 
worth 200 cents on the dollar, but unfortunately in many 
instances it is packed away out of sight in a dark corner. 
It’s an item that cannot be purchased, it cannot be re- 
placed and what a terrific mark-up it carries when it 
comes to doing business. That item is “Your Experience.” 


Revised version of a speech made by Edwin 


Fueed on June 17. 1947. befcre the Western 


Pennsylvania Retail Jewelers Association. 


WHEN YOU OPEN A NEW STORE IN A STRANGE TOWN.... 





EDWIN FREED 


Everyone seems to have put it away when business was 
good. - About the only thing that we have done in the 
past few years was to find ways and means of getting 
merchandise. Merchandising and selling were forgoften 
when people started to fall in your store and ask for 
$500.00 bridal rings and $250.00 watches. 

Tell me, what sort of an experience did it take when 
a woman came in your store and said “I'd like to buy 
that $300.00 watch in your window?” 
lot of experience to sell a diamond ring to a man with 
his own pockets full of cash looking for a way to spend it. 


It didn’t take a 
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YOU MERCHANDISE 
WISELY, CAREFULLY 








THEN YOU GET THE 
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AND YOU PROMOTE 


AND 
PROMOTE 
AND 
PROMOTE! 





COMPARED TO 1945 7 
AND 1946 YOU'VE GOT 
A NEW STORE NOW! 





HOW ABOUT 
DUSTING UP THE 
OLD EXPERIENCE 
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TIMES 
HAVE 








CHANGED ! 











What sort of experience did you need to sell a set of 
silverware or an alarm clock? What sort of experience 
did it take when the store was so crowded at Christmas 
time that you could hardly wait on all the customers? 

What happened in these past five to seven years? 
Many of us put our experience away and yet, today, 
suppose you were looking for a job? An application 
blank is handed to you, one that contained a set of 
questions ... your name ... your address . . . whether 
or not you're married and all that sort of thing. Well, 
the average application blank can contain any number 
of questions, but yet one of the most important questions 
that any prospective employer looks for is the number 
of years of experience and the kind of expexience. Ex- 
perience is of first importance! 

Suppose you were going to open a new store in, let’s 
say, Filibuster, Pennsylvania. Let’s assurfle it’s a good 
town with a population of 25,000 and a surrounding 
trading area of another 25,000. Won’t you look for 
the best location in town? Your experience would tell 
you what that is. You'd like to put up a nice front and 
a beautiful interior. Your expérience again would be 
your best guide. Well now, you want to make the most 
of that swell location and that wonderful store by trim- 
ming up the windows in a manner that would draw them 
in. You’d use good newspaper advertising, good radio 
advertising, good direct mail—and here again your 
experience is drawn upon. 

From your valuable exverience you would draw some 
merchandising methods and ideas that lave worked in 
the past and you would apply them right there in Fili- 
buster. What I’m trying to bring out is that experience 
is the difference between your success and an expensive 
“flop.” 
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"An item worth 200 cents on the dollar 
but unfortunately, in many _ instances, 
packed out of sight in a dark corner.’ 


Without experience you wouldn’t know what location 
you wanted . .. what sort of a front to put up or any- 
thing else. Those of you who gained experience during 
the tough years between 31 and ’39 gathered a treasure 
of immeasurable worth. Remember how merchandise 
was sold when wages were down to $15.00 a week, and 
a good many cities were using “scrip” for money? 
Remember the bread lines—yet many stores still did a 
good week’s business. Don’t ask me how it was done, 
ask yourself. You'll answer—‘‘smart merchandising .. - 
smart selling . . . clever advertising ...” mostly a case 
of going after business. 

You gave more thought to your windows, more thought 
to your advertising, more thought to yeur mailing lists. 
You looked after your old customers and you went after 
new ones. Let’s think back to those days for a moment. 
Most of you are doing it while I’m talking. What are 
some of the things you did then that you’re not doing 
now? I mean the smart things. Do you give your win- 


(Please turn to page 300) 
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NORMA... 


the Pencil of Tomorrow 


WELCOMES A.N.R.J.A. 


You are cordially invited to visit our 





new quarters in the Norma Building 
at 137 West 14th Street, and to use our 


facilities. 


We will also be glad to show our new 
lines — now available in three and 
four colors in various metals—chrome, 
monel, rolled gold plate, sterling sil- 
ver, 14 kt gold-filled, ranging in price 
from $4.00 to $15.00 and in 14 kt gold 
at $100. 


NORMA PENCIL CORPORATION 
Norma Building 


137 WEST 14th STREET — NEW YORK II. NEW YORK 





643 South. Olive Street, Los Angeles 


FRED L. LE Exclusive Pacific Coast Distribut 
E & COMPANY Exclusive Pacific Coast Distributors 704 Market Street, San Francisco 
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Specializing in diamond cutting to the exact 
requirements used in the manufacture of rings, 
bracelets, brooches, and all fine jewelry. 


Your requirements can be quickly and reliably 
filled from our completely equipped factory 


located in New York City. 


Write or wire your specifications. A quotation 
and delivery date will be sent to you immedi- 


ately. 


FELDMAN & RAUCH 


2 West 47 Street 
Longacre 3-1951 


New York 19, N. Y. 
Bryant 9-1899 














SYNTHETIC STONES 


Ruby Cushions 
Garnet Octagons 
Kunzite Ovals 
Alexandrite Antiques 
Blue Sapphire Rounds 
Rose Zircon 

Golden Sapphire arte 
White Sapphire 

Blue Spinel piste 
White Spinel Sates 
Peridot Hexagons 
Aquamarine Triangles 
Zircon Fan shapes 
Emerada Bar 
Tourmaline ANY SIZE 


FACETS—BUFF TOPS—CABOCHONS 








ONYX—SARDONYX—BLOODSTONES 


Precision Cut In Our Own Plant — 
One Of The Largest In The Country 


METROPOLITAN GEM 
CORPORATION 


Importers & Cutters of Semi-Precious Stones 


12 John Street New York 7, N. Y. 
COrtlandt 7-0584 
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'YARDSTICK' FOR COSTS, PROFITS 
(From page 264) 


requires stock control records of some sort, and jewelers 
have stated that this involves too much bookwork, par. 
ticularly on small items that move in and out fast, 0} 
course, it is better to keep stock control records, py 
smaller merchants, short-handed for office help, do not 
always find it feasible, so’ they use the yearly stocktum 
as their guide, and, as shown here, it is a poor pilot, 
Moreover, even when stock control records are used, they 
are mainly of value as guides to purchasing, not to over. 
all operating efficiency. 

The formula described above, however, is a guide to 
operating efficiency and is usable by small as well as large 
jewelers, because it requires a minimum of calculation to 
determine the profitability of an item, line, department 
or total volume. The jeweler need watch only one figure 
from period to period and this figure is a composite of 
the main operating elements in merchandising. If 3 
departmental efficiency rating or the rating for the whole 
store or line is 66 one month and 60 the next, the jeweler 
knows that his merchandising efficiency is decreasing, and 
he can take steps to remedy matters. 





LET'S TAKE INVENTORY 
(From page 298) 


dows the care and attention you used to? I’m going to 
concentrate on this particular subject because most of 
you expect me to talk about windows. 


I’ve often cautioned and advised a person going into 
business, in fact, it’s good advice for any person in busi- 
ness, to keep a pictorial record of every window display 
that has been installed in the store. You keep records 
of your business. _What you did last December will guide 
you this December. You keep a record of your last 
year’s expenses so that you may judge this year’s ex- 
penses. Well, why not keep the same record (in a pic- 
torial form) of your windows? 

I know you’re often looking for a novel idea. I look 
back upon pictures of windows and advertising that I 
did perhaps 20 years ago. 

Just before coming out here, I looked at some of those 
photographs and would you believe that I saw a window 
that I had done promoting Birthstones for $5.95. I saw 
photographs, too, of radio windows, advertising radios 
at $9.95 and I might as well state the terms: “25¢ down, 
25¢ weekly.” 


I’m not going to take up the matter of terms at this 
moment, but I am going to take up the matter of “sell- 
ing by showing” for it is important that your window 
does change correctly week by week. 

You’re a lot wiser today than you used to be concern- 
ing a lot of things about your store. You know a lot 
more about windows, but are you putting that knowledge 
to use right now? You know more about trimming youl 
show cases than you ever did. Well, are you putting 
that to work? You know a little bit more about news- 
paper advertising than you ever did. Is that experience 
being used now? Let’s get back that experience and 
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let's put a trim in our windows tomorrow morning, or 
let’s break up our windows in sections: those rings are 
so much money, those rings are so much money and 
hose rings are so much money. Let’s put the same dis- 
play out on watches and let’s change the price groups 
and let’s change the make-up of our windows. You don't 
wear the same suit week after week. Why should you 
expect your windows to have the same outline, the same 
color appeal, the same physical layout and expect them 
to draw eyes your way. You know you’ve got to make 
people “eye” your window if you want to make them 
step in and buy. 

While I’m not going to bring up my favorite subject 
at this time, “Steps vs. Practical Displays,” I do want to 
emphasize something that you already know; that the 
mere placing of merchandise in your window is not 
enough today. It takes more .. . the mere placing of a 
ring on your show case to show your customer doesn’t 
sell it. You have to romance it, you have to bring out 
the beauty and the sparkle of that diamond to the cus- 
tomer, you have to picture for that customer the thrill 
that the young lady will receive when she gets that dia- 
mond, you have to explain the terms, the quality of the 
diamond, and so on. Well, you have to do the same thing 
in your windows. You have to show the man, the 
prospective buyer a variety at his price. You’ve got to do 
that in your window, for after all, your windows are 
salesmen and salesmen that can’t be silent, for your 
windows are destined to talk. 


It’s economically impractical to change your silks and 
your flowers and your cards week after week, but it is 
possible to change the groupings of your display units. 
Put your watches where your diamonds were and put 
your diamonds where your watches were. I can’t see 
this business of having a diamond window and a watch 
window. Familiarity breeds monotony and when people 
are familiar with something they don’t look at it. You 
have to show them something different to have them 
glance at your store, and your window has to be packed 
full of interest and full of power to pick them up from 
the stream of their personal activity, interrupt their per- 
sonal thoughts and say “come over and look at me”. 

Learn how valuable it is, please, to take an inventory 
of the merchandise that you. place in your windows. 
Learn how valuable it is to have a wide variety of every 
price range and to have more of a collection in your 
lower price range than in the higher price range. For 
an example, you should have more diamonds at $40.00 
in your window than at $80.00, more diamonds in your 
window at $80.00 than at $150.00, etc. This is impor- 
tant because you’ve got to give every prospective cus- 
tomer a selection within reach of his pocketbook if you 
want to hold his interest and there are a lot more people 
who can buy low priced items than high priced ones. 
High priced merchandise has very little appeal today 
except as a curiosity. 

Make sure, too, that your merchandise is not displayed 
in a straight line, like soldiers in your window, for the 
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YOU CAN NOW BUY THESE QUALITY TOOLS 29 To 39% CHEAPER! 


SAVINGS DUE TO INCREASED PRODUCTION ARE NOW BEING PASSED ON TO OUR CUSTOMERS! 





Diamond Lap to grind your graver 
points to any shape to fit your pur- 


pose. I!" Diamond Lap. //," P 








shank. Either rough or fine. c <=> 


$15.00 value reduced to $10.00 








2 mm Drill 











1/2 mm_ Drill 


Two cutting surfaces. 
One rough, one fine. 


$22.50 value reduced to $15.00 
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Beveling Onyx Holes 
$10.00 value, reduced to $7.50 


$6.50 value, reduced to $4.50 
C commen 


$6.50 value, reduced to $4.50 
GUARANTEED GENUINE CARBIDE 


Prices on larger size drills will be quoted on request 


“THE ACTION DIAMOND TOOL CO. 





Carbide Graver for removing balance staffs, will prevent bending of balance wheel. Point 


removable. Sharpened on both ends. $5.00 value reduced to $3.50 





Carbide point only, both sides sharp. 
Can be used in graver handle 
$2.00 value, reduced to $1.50 
Carbide File Point only — $1.00 














Slotting Onyx Holes 
$7.00 value, reduced to $5.00 


I" Diamond Lap 
3/32" shank ——_—_— ——— — 








$10.00 value, 


Reamer 
reduced to $8.00 $6.50 value, reduced to $4.50 


125 W. HUBBARD ST. 
CHICAGO 10, ILL. 
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WELCOME! 


Visitors to the 


AMERICAN NATIONAL 
RETAIL JEWELERS’ 
Association 
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CONVENTION 


* 


The OSCAR TRILSCH COM- 
PANY cordially invites you to 
visit their. New York office and 
showroom at 130 West 42nd 
Street for an interesting display 
of fine boxes for jewelry. 


= 


OSCAR TRILSCH COMPANY 
150-25 18th Ave., Whitestone, N. Y. 
TELEPHONE: FLUSHING 9-2365 


* 
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BUSINESS 
OPPORTUNITY 





FOR SALE 
AMERICAN DISTRIBUTORSHIP 
and factory franchise for the U. S. A. 
— of world famous SWISS 
QUALITY BRAND NAME WATCHES 


now selling to established accounts. 


INVENTORY AT COST OR BELOW 


Beautifully appointed spacious offices and shop 
—vicinity Radio City—New York. (Optional.) 


Owners wish to retire 
NO BROKERS—PRINCIPALS ONLY 


Write to BOX "'M., 615, Care 


JEWELERS’ CIRCULAR-KEYSTONE 
100 E. 42nd St., New York 17, N. Y. 
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axiom that “a straight line is the shortest distance be. 
Lween two points”, certainly applies when you’re lookin 
at a window. When the display is straight and your mer. 
chandise is straight, what does the eye do? It goes Zip 
straight across, for there’s nothing to stop the eye, noth. 
ing to hold its interest. That's why you should haye 
irregular levels in your window, merchandise at angles 
merchandise at varying heights. 

You must use color. I remember years ago | was 
criticised for using yellow in the window. “Why Ed, the 
very idea! Yellow wall make the diamonds look yellow!” 
However, I did use it and the diamonds looked wondey. 
ful! You can take a sensational color combination like 
red and yellow and put it in the window to make it look 
like either a “borax” window or a fine window; the 
manner in which you use it makes the difference, 

In a talk at the meeting of the New Jersey Retail 
Jewelers Association in Asbury Park last month, several 
interesting questions were brought up; ones that | 
thought would bear repetition here, questions like “Shall 
I use fluorescent lighting in my windows?” My answer 
is “no”. Use fluorescent lighting merely as an auxiliary 
lighting but not as the main system of lighting in your 
windows. 

“Should I drape the aisle of my window?” Again | 
say “no”. Drape the background, the wall of your win. 
dow, yes, but for goodness sakes, don’t close up the 
aisle, for on doing that you narrow your store and do 
not give your merchandise the background it deserves, 

[Editor’s Note: Here Mr. Freed demonstrated. | 

“In planning my new store front, should I use a glass 
back or a wood back?” By all means have a visual front 
if that’s what you mean, for an open front can always 
be closed up but a closed front can never be opened ex- 
cept, of course, at extravagant cost. 

I wish that every man here could ask me a question, if 
we had the time. If you have any question youd like 
to ask about your windows or your store interior, please 
ask it and I’ll do my best to answer it.” 

It took courage to open a store—it takes courage to 
run a store. Doing business today is no easy chair job— 
no job for a namby-pamby. There’s excitement in doing 
business today, there’s competition; and in competition 
there’s life! 

Bring forward your most priceless possession, your 
experience—bring forth those pointers, those clever ideas, 
those novel promotional stunts that made your store the 
store you wanted it to be, and you'll have an inventory 
that’s worth 200 cents on the dollar anytime you want to 
take stock. 





*Mr. Freed informs J C-K. that this offer applies to its 


readers as well. 





Watchmakers Hear WatchMaster Story 


Jewelers and watchmakers from the states of New York, 
New Jersey, Rhode Island and Connecticut gathered re- 
cently in a convention room of the Waldorf Astoria Hotel 
in New York to hear about watches and what makes them 
tick wrong. Charlie Purdom (WatchMaster Charlie) 
furnished a type of lecture which might well have been 
titled “It’s the little things in (watch) life that count.” 

To demonstrate the actual effect of manipulations, four 
observers and two men having watches in good mechan 
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‘cal condition were invited from the audience to partici- 
pate. The two watches submitted were found to be closely 
adjusted. | 

Seated at a small watchmaker’s bench with tools, one 
of the men was invited to tighten certain screws in the 
watch (even though they were already tight), beginning 





Scene at the Waldorf as Charles Purdom demonstrated the 
WatchMaster ° 


with the case screws. It was demonstrated that tightening 
one of these screws made the watch fast and the other one 
made it run slow. This indicated the delicate balance of 
forces in the watch, a factor which must be considered 
when attempting to rate it to close tolerance. 

Mr. Purdom then brought out the necessity of tighten- 
ing the watch in an orderly fashion when assembling it, 
in order to keep the forces in a stable balance, rather than 
attempt to rate the watch when the forces were in an un- 
stable or critical state of balance which could easily he 
upset by a change in outside conditions. 

Effects of hairspring force distribution and balance 


were demonstrated on the other watch to a rather startling 
degree. The watch was apparently in excellent condition 
and its owner was requested to remove the balance care- 
fully and simply replace it as nearly the same as possible, 
even to apparent balance bridge screw tightness. The 
pendant up rate, and difference between pendant up and 
dial up were no longer tolerable. This watch was then 
brought back to close adjustment by re-truing the hair- 
spring in the amount and direction indicated. 

These two watch manipulations concluded the first sec- 
tion of the demonstration. The results proved to a startling 
degree the necessity for care in watch assembly before 
rating and the further requirement that final rating be 
done on good watches after all mechanical work has been 
finished including casing. Assuming the mechanical work 
to be good and the rates within a half minute or so, final 
adjustments are made by truing the hairspring and adjust- 
ing regulator pin action according to requirements indi- 
cated by the WatchMaster readings. 

The second section of the meeting was in the nature of 
an open forum whereby the principles demonstrated pre- 
viously on larger-size, high grade watches were applied 
to the smaller sizes of bracelet watches for improvement 
of their performance. A number of watches of this type 
was quickly and easily brought within limits utilizing the 
principles previously proven on larger types of watches. 

The watchmakers present were encouraged to learn the 
full effect of the manipulations which were demonstrated 
on the larger watches as they are important on all watches. 
A full understanding of them greatly improves the results 
economically obtainable on all lesser grades and smaller 
sizes. 
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1847 ROGERS BROS. 


REMEMBRANCE is the crown- 
ing achievement of the hundred 
year history of 1847 Rogers Bros. 


—America’s finest silverplate. 
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Can You Help Me? 





My Display Problem Ix. 
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by VIRGINIA DIXON 


Readers’ questions about window and inside-store displa, 
will be answered in this department each month by Mise Vir. 
ginia Dizon, one of America’s topnotch display experts whese 
talents have been brought to a focus on the jewelry fleld, Migs 
Dizon ts already well known to JC-K readers as the author oj 
many stand-out articles on jewelry store display. 


_ LIKE to know if there is any special brand 
of black paint to be used to block off part of oy; 
window glass. Is this paint injurious to the plate glass? 
Should it be applied to the inside or to the outside gur. 
face? Also would like to have suggestions as to how to 
raise our window floor whiich is at present only 24” high. 
Is there any way of cutting down our window depth 


which is now 5’ 6” ?—M. G. S. 


Answer—tThere are several types of paint which may 
be used for the purpose you mention. If you want a high 
eloss finish, you may use a quick drying enamel or 
japan color mixed with varnish. The enamel will hold 
up exceptionally well, but is rather hard to apply. Work 
must be done very quickly as there is a tendency for the 
paint to run. If you want a flat dull finish, you may use 
flat black oil paint or one of the paints with a casein 
base. For blackout purposes during the war, the casein 
paint was used almost entirely because it is the easiest to 
remove if you eventually want to dispense with it. None 
are injurious to the glass, but the others are rather hard’ 
to remove. The flat oil paint and the casein paint would 
have to be applied to the interior surface. The enamel 
or japan and varnish may be used either on the interior 
or the exterior surface of the glass. Your local paint 
dealer can best advise you as to the quality of the vari- 
ous brands. 


Should think the best means of raising your floor 
would be to have a carpenter build a false floor at the 
height you want and conceal the construction with the 
black paint job. As for making the window more shal- 
low, this could also be done by constructing a new back- 
ground and using the remaining space for storage. Or if 
you wish to avoid actual construction work, you might 
be able to use a flexible or folding screen of some kind. 
Artek-Pascoe, 16 East 49th Street, New York, have ex- 
tremely good looking flexible wood screens that can be 
made up to required dimensions. 


SHOPPING NOTES 
HE Store Modernization Show at the Grand Cen- 


tral Palace in New York was the big exhibit news 
of the past month. If you didn’t get to it, here are some 
notes on items which seemed to me of greatest interest to 
jewelers: 


One of the most attractive booths was that of Scheur 
Creations, Inc., 307 West 38th Street, New York 18, N. Y. 
This company specializes in Lucite and Plexiglass prod- 
ucts—either in stock units or to your own specifications. 
They have an unusually nice selection of all types of 
plastic display fixtures, many designed especially for 
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jewelry store use. Their clear plexiglass cubes and 
blocks are simple and smart looking and small enough 
to be extremely useful in a jewelry window. Their line 
of black plexiglass jewelry blocks for bracelets, brooches, 
etc.. are very smart. A tree shaped unit designed for 
showing earrings is unusual and would be a good eye- 
catcher. 

The most startling thing I saw at the show was a neon 
sign on which lettering can be changed as often as you 
like in a matter of minutes without even shutting off the 
current! The sign background is black plastic and meas- 
ures 39” wide by 13” high. Interchangeable fluorescent 
neon letters and numerals, 2” high, fit on three horizon- 
tal channels. Letters are green when current is on, white 
when it is off. It is distributed by Electronic Display 
Sales, 401 Main Street, East Orange, N. J. Its use in a 
jewelry store is probably rather limited, but it seems a 
good thing to know about. 

For motion displays, there is a good looking turntable 
unit, quite moderately priced, from Waterbury Com- 
panies, Inc., Waterbury, Conn. Has a plastic covering 
over motor with matching plastic interchangeable tops, 
714” and 4” in diameter. It is a good unit for jewelers 
because of its small size and noiseless operation. 

Jaff Brothers, Woodworks, Inc., 41-43 37th Street, 
Long Island City 1, N. Y., were represented for their cus- 
tom built store interiors. They work from architect’s 
or designer’s plans in any part of the country and have 
done outstanding jobs for many well-known stores, in- 
cluding a large number of jewelers. Most of the con- 





struction work is done in their own shop in order to cut 
down installation time and minimize inconvenience dur- 
ing the alterations. Their work includes panelling and 
all types of wall and show cases—whatever is required 


in the way of interior woodwork. 


Timbertone Decorative Company, 15 West 24th Street, 
New York 10, N. Y., showed a good selection of their 
beautiful paper veneer finishes. Their new numbers are 
as attractive as ever. Some of their papers are effective 
for temporary installations, but most of them are lovely 
enough for semi-permanent window backgrounds, show 
case linings or wall surfaces. They apply just like wall 
paper and offer good durable finish. Their woodtone 
papers come in unusually rich and soft colors as do also 


the metaltone and decotone designs. 


The largest representation of exhibitors at the show 
seemed to be from the lighting industry. The coopera- 
tive exhibit of General Electric and a group of lighting 
equipment manufacturers was particularly interesting. 
There certainly appears to be a lighting fixture and bulb 
for every conceivable merchandising purpose. General 
Electric’s book, “Three A’s of Store Lighting,” offers 
sound pointers to anyone involved in the solution of light- 
ing problems. Since 87 per cent of our buying impres- 
sions come through our eyes, “Seeing is the Biggest 
Thing in Selling” and lighting is the most important con- 
trollable factor in seeing. Lighting largely controls At- 
traction, Appraisal and Atmosphere (The Three A’s) in 


merchandising. 


The exhibit of Century Lighting was also outstanding. 








WHOLESALE JEWELERS 





watchmaker, engraver and jeweler. 


CATALOG 


On the eventful occasion of our 25th anniversary 
in the jewelry industry, we, at Feinstein Bros. are proud to 


present our catalog which we believe will be of the utmost 
interest and benefit to the watchmaking and jewelry trade. 


It is our belief that this catalog fulfills a wish of every ie 

With such complete 
and valuable information as this catalog contains no 
tradesman will want to be without his copy. Write for yours 


O"e*s 


Reha 
AF 


Ae, 


CK 


on 
Ss 
SHS 


eretiete 
SE 
SS 
se 


*' “rar, 


re 


~ 


es naeee! = 








We carry a complete line of 
watchmakers and jewelers sup- 
plies. Buy from FEINSTEIN BROS. 
where quality and service has 
been the keynote for the past 
twenty-five years. 


Mail COUPON TODAY! 


FOR AUGUST, 1947 
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GOLD 


We offer the trade an exclusive | 
line of mounting and wedding ring ‘“ Refiners & 
band sets in platinum, 14K white gold fi 


and two-tone at attractively low prices. Smelters 
Write for description and information. 


- SUPERIOR JEWELERS 


Manufacturers of Fine Jewelry 
170 EAST 51st STREET FACTORY: 
NEW YORK 22, N. Y. BROOKLYN, N. Y. 





FOR HONEST RETURNS 


SWEEPS 
FILINGS 
SCRAP 


JOSEPH B. COOPER & SON 
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OFFICE: 


26 JOHN STREET 
NEW YORK CITY 
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PK Magic Jewelry Sparkle 


4] : Restores original brilliance to dirty rings, 
7, beacelets, necklaces and other jewelry in 


Ya ¢ Will not hurt the hands. e Attractive 

(| counter displays free with every carton. 
Yae6Oc fora big 4 ounce jar—less your dis- 
74 count. Packed 2 dozen in a nested carton. 


Nuasie Jewelry Cement 


Quickly repairs all types of broken oe 
jewelry, china, glassware, celluloid and {7 “a 6, y y 
leather goods. ¢ Sets loose gemsand fp ee <4 
watch crystals permanently. e Does not [ ( 
discolor saute stones e Transparent. | M A AG ) C 
e Waterproof. e 35c per bottle —less | 
your discount. e Packed 1 dozeninan | 
emmaiante display carton. 


a 


a jiffy. e Cleanses silverware quickly. 



























136 


48 RE -* BRYANT 





THE JEWELERS’ CIRCULAR-KEYSTONE 





6 ETT 34th ST., CLEVELAND 14, OHIO 




















Everything Is Visible at Gerber's 


The unique feature of the newly remodeled Gerber 
Jewelry Store in Fall River, Mass., is an angled dis- 
play case arrangement whereby one may stand just in- 
side the front entrance and see every department. One 
sees everything in the store at once, without anything 
concealed from the sight. The modernization program 
has brought a sales increase of more than 20 per cent 
and has brought in many new customers. 

Each display case is six feet long and is built so that 
+ extends slightly toward the middle of the store for 
about five feet, then turns backward toward the wall 
for about one foot. By repeating this angled construc- 
tion, each showcase is placed out in full visibility. There 
are five cases on each side and each is supported by two 
oval-shaped, wooden supports which serve for stock 


storage. 





Clever arrangement of display counters makes it easy 
for entering customers to see goods they have in mind. 


Cases at the right of the entrance feature men’s rings, 
ladies’ rings, men’s jewelry and billfolds and fountain 
pens, while cases at the left show men’s watches, ladies’ 
watches, compacts and religious goods and costume 
jewelry and silverware. 

“With such an arrangement,” explains George Gerber, 
“we can sell our merchandise more efficiently and our 
customers can buy easier and with greater satisfaction. 
When a person enters the store, he or she can see at a 
glance just what department he wants. He doesn’t have 
to look around for silverware, or watches, or billfolds, 
or whatever he may be looking for. Results are very 
satisfactory for the seller and the purchaser. 

“If a person comes into the store for one item, he is 
reminded of many types of merchandise just by glanc- 
ing about the store. And that has been an important 
factor in increasing our average sale. 

“This modern arrangement has been so very satisfac- 
tory that we are now planning to remodel other stores 
so that eventually every store will be built on this 
principle.”” This would include two stores in Providence, 
two in Pawtucket, R. I., and one store each in Spring- 
field, Worcester and New Bedford, Mass. 

The Gerber business was started in 1919 with one 
store in Providence and has expanded steadily. The 
organization has been built by aggressive merchandising, 

(Please turn to page 315) 
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_Al NEW NAME in DIAMONDS 


“WITH OVER HALF CENTURY OF CONFIDENCE IN ITS FAVOR 
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Names Make News= 





Also Good Advertising 


ar HY FEATURE onationally-advertised, trade- 
marked merchandise?” 

The jeweler who asks this question has only to look 
at the success of Louis Haimann, Morristown, N. J., 
jeweler, for a number of excellent and pointed answers. 

For one thing, the firm has discovered that customers 
prefer well-known, branded goods. According to Sam 
Haimann, brother of the owner, “Standard brands bear- 
ing standard prices give the consumer gvz2at mental satis- 
faction— particularly if they are bought from someone 
they know.” And there is no doubt but what the people 
of Morristown know the personnel in the Haimann store 
because they have been doing business there for 27 
years. 

Just doing business in a town for over a quarter of a 
century isn’t enough to insure friendliness, however. A 
feeling of “neighborliness” prevails in all of the store’s 
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Advertisements used by Louis Haimann, Morristown, N. J., 
feature nationally-advertised brands. Because mats are 
available to jewelers, such ads are quite easy to prepare. 
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OBGck-té dinner 
tr ty Dinette 


The housing shortage put the newly married 
William Webers to live in a one-room apart- 
ment. With a pine trestle table, their linens, 
and Gorham Chantilly solid silver, they 

make dress-up occasions of simple little dinners. 


Your own particular way of life 
may change several times in future days. 
But wherever you live, you’re sure your ° 
Gorhgm solid silver pattern will go 
on being beautiful and correct. 


All twelve Gorham patterns have been 
created by top designers...and worked 
out with the craftsmanship worthy of 
Gorham’s one-hundred-and-seventeen- 
year tradition of fine silver-making. 





The result is sterling silver that doesn’t 
go out of style (best-loved pattern today 
is Gorham Chantilly—introduced in 1895) 
...sterling silver that gets lovelier when you 
use it every day. And the price, today, is 
only slightly higher than before the war. 


Send for illustrated book, “Entertaining 
—the Sterling Way;’ 10° (outside U. S. A., 
40*). Address the Gorham Company, 
LHJ-124, Providence, Rhode Island. 


THE MODERN WAY to buy sterling is in units of 
place-settings—each consisting of six pieces— 
knife, fork, salad fork, teaspoon, cream soup spoon 
and butter spreader. Place-settings about 

$23.00, depending on pattern (Fed. Tax incl.). 


fouhium 


STERLING @3Je 


AMERICA’S LEADING SILVERSMITHS SINCE 183! 











Gorham Strasbourg 
Gorham Buttercup 


Illustrated: five of the twelve Gorham patterns 


TIE IN WITH GORHAM —THE BEST KNOWN NAME IN STERLING 
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ad 


dealings primarily because of emphasis on a “first name” 
approach. “Louis, what have you got that I could give 
my daughter as a graduation present?” one customer 
will ask the owner. Or, “Sam, can you engrave my 
initials on this lighter, my wife gave me for my birth- 
day? I guess she bought it at the last minute and 
couldn’t have it done in time.” The customers, too, are 
usually called by their first names—and in a small town 
this sort of good-fellowship makes all the difference in 
the world. 

In addition to the customer’s preference for nationally- 
advertised brands sold by someone they know and trust, 
there is another reason why Haimann’s is sold on the 
idea of featuring well-known merchandise. This is sim- 
ply because such merchandise makes the production of 
advertising much simpler and less expensive. In addition 
to cashing in on the nation-wide consumer advertising 
promoted by the makers of such products, the Morris- 
town store finds that specific merchandise mav be adver- 
tised pictorially without resorting to artists’ fees or ex- 
pensive engraving costs. 
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Louis Haimann, Morristown, N. J.. retailer, 
builds prestige for his firm in loeal 


newspaper ads featuring well-known brands, 








al national Sterling 





Haimann's ads 
are not always 
given over to 
several items. 
The one at the 
right features 
silver, only, 





Quality Jeweler 





ingto* Seren 





g Wash 


| but increased 
7 space has been 
| used around the 


original mat. 


The Haimann firm advertises in the Morristown Daily 
Record anywhere from once to five times weekly, depend- 
ing upon the season. Most of the ads are of the “island” 
variety, with reading matter on top and one side. Lay- 
outs are conceived and executed by George Vallis, the 
firm’s advertising director, who draws on a store of 
mats provided by both manufacturers and a commercial 
mat agency. 

Great pains are taken by Mr. Vallis to choose only 
those illustrations which accurately portray the merchan- 
dise on sale. Since nationally-advertised brands are fea- 
tured, however, this isn’t the great job it might appear 
to be—manufacturers of most trade-marked, consumer- 
advertised goods supply mats for almost all of their 
products, something that makes of nondescript merchan- 
dise cannot afford to do. : 

Generally speaking, Mr. Vallis does not run the manu- 
facturer’s entire mat. Instead, he chooses only that por- 
tion of it which will be required to illustrate a specific 
piece of merchandise: a single watch will be taken from 

(Please turn to page 338) 
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Clonidl SMlanw 


Presing years and many passing trends have failed 
to dim our love of Colonial America and its decorative | 
design. Turning to this cherished era, LuNT craftsmen 
have created the CotoniaL Manor pattern. Rich in charm 
and simple dignity, its beauty will live forever. Write for 
your copy of ‘‘Sterling for Gracious Living’’, addressing 


Department A-1. 


GREENFIELD + MASSACHUSETTS 


ENGLISH WILLIAM AMERICAN MODERN MODERN 
SHELL & MARY VICTORIAN CLASSIC VICTORIAN 


The VocuE ad, pictured above, introduces the lovely CoLoniAL MANnor pattern to many new brides and 


brides-to-be. Many established hostesses, too, will welcome the opportunity of completing their services. 


FOR 7 
AucusT, 1947 oll 




















Morale of Employees 


Affected by Many Factors 


Highlights of an address delivered before the National 


Marketing Conference of the Chamber of Commerce of the “ 


United States at the Hotel Statler, Chicago, Mareh 10-1 1th. 


E have about three thousand employees in our 

store, busy at a great variety of activities. 
There are the buyers out in the markets selecting the 
merchandise. There is the receiving room and stock 
recom staff whose duties have to do with the unpacking, 
marking, and storing of merchandise. There is the 
maintenance staff who have the housekeeping responsi- 
bilities — electricians, carpenters, painters, sweepers, 
window-washers. There is the display department, who 
by window and counter displays artistically present the 
merchandise we have to offer Mrs. Milwaukee. 

But all the activities of these three thousand em- 
ployees merely point up to the moment when Mrs. 
Customer meets Jennie, the salesgirl, across the counter. 
At that moment our entire store figuratively holds its 
breath! 

All of the work that we have gone to; all the things 
we have done, depend upon Jennie. There is no chance 
for inspecting Jennie’s production at that moment. No 
supervisor can stand at her shoulder and tell her how 
to act or what to say. The reputation of our entire 
organization is in her hands. Whether that customer 
is pleased with our store, or resolves never to enter our 
door again, may depend on those few fateful minutes. 

What do we have to rely on in these tremendously 
important customer-contacts? We are relying almost 
completely on what we have been able to teach Jennie, 
and what degree of morale we have been able to build 
up in Jennie. Has she confidence in our organization? 
Does she like her work? Is she enthusiastic? What 
quality of supervision does she have? Is she given the 
proper commendation when commendation is due? Is 
she encouraged to voice her suggestions and is sincere 
attention paid to such suggestions? 

The performance of our rank and file employees is 
the total result of our personnel activities. The per- 
formance of our workers is good or bad in direct ratio 
to the quality of training, and supervision, and lead- 
ership that they receive. The conclusion is inevitable— 
we cannot do a better distribution job until we do a 
better personnel job. 
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by B. W. ELSOM 
Superintendent of Personnel and Services 
Milwaukee Boston Store, Inc., Milwaukee, Wis 


EMPLOYMENT MORALE AND ITS MEASUREMENT 


Morale is the English equivalent of the French ex- 
pression “esprit de corps.” It is the common devotion 
to a cause. It is the willingness to work together to 
attain a definitive objective. It is a feeling of friendli- 
ness that grows out of mutual understanding. It is a 
pride in being part of the picture. 

People do things well only because they want to. 
Workers will remain enthusiastic about any project 
only so long as they have respect for its administration, 
pride in its accomplishment, and personal satisfaction 
from their own contribution to the group endeavor. 

In an organization, morale does not bubble up from 
below—it seeps down from above. Creating and main- 
taining morale is, in the main, a management problem. 

To accomplish this job of developing and maintaining 
employee morale, management needs facts. How do the 
employees feel about their pay? About their working 
hours? About their working conditions? About the 
quality of their supervision? We all know managements, 
who, for a long time, have proclaimed the policy of the 
‘open door’; have publicized the right of every em- 
ployee to come in to see top management for counsel; 
for the correction of irritations; for the adjustment of 
grievances. We all know, equally well, that manage- 
ment receives only a mere dribble of information through 
such an “open door” policy. The reason for this is 
that the rank and file employees hestitate to take ad- 
vantage of such a policy. The “open door” policy 
requires that the employee take the initiative. If man- 
agemeni wishes to keep its finger upon the pulse of 
employee relations, it will have to find a means of obtain- 
ing information that operates more actively than does 
the “open door’ policy. 

One of the most significant contributions in this field 

(Please turn to page 339) 
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EVERYTHING IS VISIBLE AT GERBER'S 
(From page 307) 


‘ncluding newspaper and radio advertising and good 
window displays. Mr. Gerber has asked many people 
“why they came into a certain store and oftentimes re- 
ceived the answer “I saw this advertised in the window.” 
He is a firm believer of newspaper advertising keyed 
to radio advertising. The company Kas been using radio 
time for about six years, using 30 spots daily on stations 
in all cities where stores are located. Part of this 
activity consists of catchy rhymes and jingles, one 
being the repeated “Go to Gerber’s.” The company also 
sponsors a 15-minute musical program Sunday mornings. 





Store Pledged to Heritage of Name 


A store founded on quality merchandising is the new 
Hales Jewelry Store, 123 North Robinson, Perrine 
Building, Oklahoma City, owned and managed by Mr. 
and Mrs. George A. Hales. 

Particularly interesting is the copy in the opening 
announcement concerning Mr. Hale’s background, for 
one of the large downtown business buildings is named 
for his family, The Hales Building. 

The announcement states: “It is with pride that we 
announce the opening of Hales Jewelers. We are par- 
ticularly proud of what it stands for, for it represents 
our faith and confidence in the future of Oklahoma. 
It denotes progress—forward thinking—it is another 
step completed in our present and future planning to 
continue the works of our pioneer fathers, plans which 





include expansion and growth within this our home— 


Oklahoma City. 









Announcing the Opening of 
Hales Jewelers” 


Tradition linked with 

their name as one of 
pioneers in the settle- 
ment of Oklahoma, was]: 
featured in announce- 
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SS at 123 North Robinson .... Perrine Building 
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For the Finest in Fine Jewelry ...123 North Reb 





Perrine Building Hales Jewelers 














‘Hales Jewelers has a fine heritage in the Oklahoma 
tradition . . . for we belong to Oklahoma .. . its rich red 
earth is a part of our heritage. . . . We pledge ourselves 
with humility, with pride and a deep feeling of obliga- 


tion to our Oklahoma, past, present, and 


future.” 
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It leoks like the other ads in the famous 
International Sterling campaign .. . 7 


But, notice, it does a special selling job! 
Announcing the return of matching pieces in 
current International Sterling patterns! 


Here’s news your customers have been 
waiting for. Those who've started their sets 
of International in the last five years have 
had to get along with only basic place set- 
tings. There’s a big potential market for 


matching pieces right in your own town! 


Use International’s special helps to spread 
the word! We'll supply advertising mats, 
radio spot commercials, display cards, an- 
nouncement mailings. Put them to work right 
now—to build traffic, to increase your volume! 


Plan your requirements now — see your 
International representative or send your 
order direct-to The International Silver Co., 
Meriden, Connecticut. 


TUNE IN fo The Silver Theatre, Sunday evenings, 6:00 p. m., E. D. S. T., Columbia Broadcasting System. 








Six-Cylinder Noun 


Woos Readers 


In Baltimore 


Here's the ad that had Baltimore | 
newspaper readers rushing off | around. And what's more -- if you're short on cash and find something you like 
for the family dictionary. Text of | 
the ad was cleverly related to the 
“teaser headline and references 
to merchandise were worked 
toward the middle of the page. 


PROPINQUITY* 


*Nearness in place or tne... according to Webster. And that’s us! Just a 
hop, skip and jump (if you're athletically inclined) from where you work and 
where you shop. We're at Twenty-six East Baltimore Street, between Charles 
and St. Paul. Place #? A handwave from The O'Sullivan Building. — The 
Sun Building ... The B. & O. Building ... and all the other important office 
buildings and business establishments in downtown Baitimore. That takes care 
and brings us up to the important item of “time”: 





of “Nearness in Place”... 


@ We realize that shopping time ts limited for everyone; and for some more than 
others... for example, folks who work all day: So for them, particularly, we've 
set ourselves up to make shopping speedier, more convenient, more pleasant. 
Our selections are vast and varied. Our service, prompt and courteous. Our 
store, air Conditioned for summer comfort The atmosphere, delightfully elegant. 


And our prices, all budget-wise! 


@ We're near enough for you in surrounding offices and business places to shp 
over on your lunch hour (and still have time to eat!) stop in before work 
(wu e're open at 8:30 A.M.)...or shop after work (we close 6 P.M., and at 9 P.M. 
Thursday and Saturday). So why waste hours dashing from place to place 
looking for “the right gift -- at the price you want to pay’? Rose Jewelers has all 
the nationally advertised articles you know, plus many exclusives. The popular 
The unusual. Useful household, office and travel items — ornamental “personal” 
things ind outstanding values in diamonds and other precious gems of un- 
usual beauty and brilhance. NOW EVERYTHING IS MARKED AT THE 
LOWEST PRICES IN OUR HISTORY! 

@ If you haven't gotten your GIFT FOR DAD FOR THE GRAD 
FOR THE JUNE BRIDE come on in. it doesn’t cost a cent to look 


for yourself -- or that person to whom you want to give a gift -- we'll be happy 
to OPEN A ROSE CHARGE ACCOUNT tor you idjusted to fit your 
so that you can PAY A LITTLE EACH WEEK. 


particular budget 


G Stop in today--or at your earliest convenience You'll like shopping at 
Rose Jewelers—Baltimore’s Most Beautiful Jewelry Store, 26 East Baltimore Street. 





Rose Jewelers, Baltimore, Md.. practically dared newspaper 


readers not to read its ad, simply by using a high-powered 


word as a challenge. And was that advertisement read! 


HEN a jewelry store takes a full page ad in the 
Baltimore Sun to feature the word “PROPIN- 
‘QUITY” that’s news. 


And it is also news when such an ad happens to achieve 
readership, favorable comments and results. This ad got 
them all. 


The size of the ad was nothing out of the ordinary for 
Rose Jewelers’ wide-awake management. But usually 
such valuable advertising area is devoted to picturing 
watches, diamonds, rings and various items of merchan- 
dise, just as the other stores do. 

However, this time something unusual was wanted. 
And something unusual was achieved, because when the 
Sun’s readers saw a full page ad devoted to the word 
‘“Propinquity,” it stopped them in their tracks. Even 
Johns Hopkins University professors don’t employ the 
word in ordinary conversation, hence the readers said to 
themselves, “What’s this all about?” 


To find out what it was all about they had to start 
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reading the ad. So, the copy writer immediately elim: 
nated the necessity for any reader having a dictionary 
handy. : 
Right up to there the copy writer had been very ably % 
assisted by one of the most powerful motivating impulses > 
in human nature—curiosity. But from that opening line™ 
on, the ball had to be carried most skillfully. 

The intriguing note of curiosity was not allowed to die 7 
out, but in the third paragraph, some merchandise was § 
spread in front of the reader, along with the name of the 7 
merchandiser. 4 

The value of the gift was stressed together with the ~ 
value of the shopper’s time. It was emphasized that the 7 
shopper’s time is a commodity that Rose can also offer © 
worthwhile savings on. j 

A check-up in connection with the advertisement” 
proved that the writer had made “propinquity” a real 7 
merchandise leader (always in stock!) for Rose Jew = 
elers. , 
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Marking the 125th anniversary of the founding of A. Stowell & Co., Inc., Boston, 





the store window displayed many interesting historical items, antique jewelry 
and advertising cards. Electrically-operated book attracted widespread comment, 





Stowell’s Grew Up With Boston 


And what more appropriate fact to base a window display on? 


Ingenuity in rounding up mementoes of 125 years ago, plus use 


of a clever ‘page turning’ gadget. drew interested crowds. 


ORE than a century of watch history and jewelry 
romance was recorded recently in the window 
display which marked the 125th anniversary of the 
founding of the A. Stowell & Company store in Boston. 
It was a window display which attracted more atten- 
tion than scores of displays that have been shown dur- 
ing the past several years. All day long, and far into 
the evening, crowds paused and studied the items shown. 
The central feature of the exhibition was an electrically 
operated historical book, the many pages of which turned 
slowly and traced the growth of the firm which was estab- 
lished in 1822—the year in which Boston became a city. 
Old catalogs, lithographed advertising cards, news- 
paper clippings, and early pictures of the city shared 
honors with many antique pieces of jewelry, watches, 
and other treasures of by-gone days. 
It was in 1822 that John J. Stowell became engaged in 
the retail jewelry business with one Louis Lebrow at 21 
Cornhill, Boston. In 1824, this partnership was dissolved, 
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by EVERETT M. SMITH 


and John Stowell joined his brother, Abel, who, at the 
time, also operated a jewelry store in nearby Charles. 
town. This firm was known as J. J. and Abel Stowell. 

Both brothers had earlier established names for them- 
selves in the jewelry business. In Worcester, Mass., their 
earlier abode, some of the first handiwork of the family 
is still in evidence. Tribute to their work was paid re- 
cently in these words: 

“Abel Stowell in his workshop on the corner of Salem, 
and what we now call Franklin Street, did a good job 
when, in 1800, he made a town clock which for 87 years — 
served the Heart of the Commonwealth. For about nine — 
years, it thumped out the hours from a plain little cupola ’ 
built for it on the front of the old City Hall. Since the 


(Please turn to page 341) 
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ALL ALONG THE LINE 








From raw materials to the dealer’s showcase, you will 
find quality in the Poole line. Since 1892 the Poole Silver 
Company has been building a fine organization to supply 





your needs for the best in Silverplated Holloware Quality 

of materials, deft craftsmanship, dependable and cooperative 
distributors, mean that when you sell Poole, you sell “Quality— 
all along the line.” 
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No. 6=Build Permanence 


woe single sales are always welcome, it takes 
repeat business to roll up real volume and profit. 
The customer who comes back again and again is the real 
foundation of the most successful jewelry establishments. 

If you don’t treat them right they won’t come back, and 
if they don’t come back your business is built on sand. 

You reap what you sow—in the jewelry business the 
same as elsewhere. 

L. B. Mayer, head of M.G.M. studios, illustrates it in 
this manner: 

“Once I came home after school with a black eye, and 
while my mother bathed it I told her it was the other 
boy’s fault. But she said it took two to make a fight, led 
me to the back porch and told me to call out as loud as 
I could, ‘Go to hell.’ So I yelled it at the top of my voice, 
and the hills sent back the echo, ‘Go to hell.’ Then she 
told me to call out, ‘God bless you,’ and this time the echo 
returned, ‘God bless you.’ I’ve never forgotten that 
lesson.” 





There is the whole case, neatly wrapped in one para- 
graph, showing the importance of our sixth and last step 
in selling. 

While it’s the last, it certainly is not the least: treat 
people right, if you want business to echo and re-echo 
back to you. 


By “treating people right” we don’t merely mean satis- 
factory quality at fair prices. Hundreds of jewelry stores 
provide that and never get any place out of the ordinary. 


It is the extras that count: extra quality, extra prompt- 
ness, extra courtesy, extra service all along the line. 


THE “EXTRAS" HELP SELL 


I go out of my way every time I buy a pair of shoes to 
get them at a certain store and from a certain clerk. Why 
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by BRIANT SANDO 


Sales Counsellor 
Louisville, Ky. 


is that? Is it because he has a shoe nobody else can 
offer? No, I always buy the same nationally advertised 
brand and they’re for sale in many different stores. 

It is because Art Kramer fits my buying motives as well 
as he fits my feet every time I go there; and the combina- 
tion draws me back repeatedly. 





up to the average." 


"You are the first one... 


Of course he sells me shoes that won’t develop corms 
and bunions, but above that he knows what styles, colors 
and shapes are best for me. He has studied my likes and 
dislikes; he keeps a card index; he knows what I have 
had and what I should have next. 

In every way he gives me such useful information and 
assistance that I call it helpful selling. 

And helpful selling is needed in every line of business, 
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BB’s Manicure Gift Kits are strictly high quality.... 


an BB creates customer demand with national consumer 
ed 
ll advertising .... In every consumer ad BB says... 


~ Every Month 

is “GIFT MONTH” 
IN AUGUST 

+ 12,600,000 Birthdays 
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ANRJA Show, August 11 to 14 

ns 

Ors 

nd 

ive 

nd 

88, C.J. BATES & SON - 366 FIFTH AVENU 


FOR August, 1947 





1. NEW 


YORK 


“AT YOUR JEWELERS... FIRST CALL 
ON YOUR GIFT SHOPPING LIST” 
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The last in a series of articles which have outlined, with 


illustrative anecdotes, the six important aspects of successful 


salesmanship. This one considers the building of permanence. 


including jewelry; it’s something most of us need to 
acquire if we want to rise above the average. 

The “average” is important, as Charley Schwab used to 
show in this story on himself: 

He was coming back to New York by train from a 
business trip, and the Pullman. porter was brushing 
him off. 

He said, “George, what is your average tip?” 

The colored man answered, “One dollah, boss.” 

Mr. Schwab handed him a dollar bill. The porter was 
all smiles and highly elated. He said: 

“Thank you, suh; thank you, suh. You are the first 
man what ever come up to the average.” 


ENTHUSIASM PAYS OFF 


To be better than average in selling jewelry and kin- 
dred merchandise, it’s a big help if you really enjoy your 
job and your work. Happiness is contagious, and it is 
easier to motivate other people when you are enthusiastic 
and appear full of energy. 

One of the best jewelry salesmen I know appears so 
interested and enthusiastic in every sale that you get the 
feeling he’d really enjoy owning that merchandise himself! 

Next, you should know all about your products and 
your business. Only when you know more about your 








Emotions and instincts are motivating forces. 


goods than the people you expect to sell, can you handle 
them intelligently and answer questions authoritatively. 


Show the advantages or benefits in your merchandise, 
whether it’s something mechanical (like a cigarette lighter 
or a fountain pen) or something based on style and charm 
(like a birthstone ring, a pearl necklace, or a bracelet and 
locket). 


o26 
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In all kinds of jewelry sales there are certain elements | 
which you can make factual if you just know the essential” 
facts. You can also dress up such facts and make them 
interesting and striking. : 

Appeals to the emotions and instincts are the primary 
motivating forces. Many sales talks filled with facts (good | 

“proof material”) fail because their emotional appeals” 
are not strong enough to motivate the prospect to buy, | 
Both elements are needed, for each aids the other toward” 
the goal of action. 

Make friends, so that people will like you as well as the 
goods you are selling. Then they’ll buy from you even’ 
when they might prefer some other line of merchandise, | 
Friends can help increase your earnings; enemies can 
only hurt and harm. 

Actually, the simple rules of relationships with ther 
people form the essence of selling. 4 


WHAT IMPRESSIONS DO YOU CREATE? 


One of the “Golden Rules of Selling” given by Artur 
C. Fuller, of Fuller Brush fame, was this: 

“You must have a pleasant manner and be able to make 
a favorable impression in thirty seconds.” | 

Show me a person who violates this rule and I'll show 
you one who probably loses many prospective sales, suf 
fers many walk-outs, and then complains that “people ae 
hard to sell.” 

Of course, we all lose a sale now and then, but . study. 
ing our failures and learning the “reasons why” we can” 
gradually improve our batting average. : 

For example, ask any railroad or aviation axetil 


“What has been the greatest single contributing factor to | : 


safety in transportation?” and he will answer in one— 
word without hesitation, “Accidents.” He will add hat 
while air and rail accidents are always unfortunate, ye 
they have promoted safety of life and property. 

Automobiles have progressed through speedways and 
“proving grounds.” Test cars are driven into steel girders, 
over cliffs, and across highways designed for extra stress” 
and strain. As a result of the lessons learned, cars have 
steadily become better year after year. 
Observe and study your own selling methods carefully; | | 
see what is good and what is bad, and then eliminate the 7 
things that deni t work right. ; 
Above all, remember that the best idea in the _ 
isn’t worth a dime unless it is put to work. It’s the same ~ 
with you... if you want to achieve success you'll have t0 © 
(Please turn to page 342) 
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THE SMART NEW LIGHTER 


THAT TAS EVERYTHING 





Suave beauty, richness of form 
and finish with instant eye-appeal! 


~ 


Long lasting, platinum-derived 
rhodium plated. 
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Guaranteed by the makers of 


Gem Razors! 


No Federal Tax 
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VEW ASA LIGHTER 


Gem Division, American Safety Razor Corp., Brooklyn 1, N. Y. 
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HE rise of trade organizations within the American 
jewelry industry has been, by and large, coincident 
with the life span of THE JEWELERS’ CIRCULAR-KEYSTONE, 
Only one organization in existence today—the Horo- 
logical Society of New York, founded in 1866—can lay 
claim to pre-dating JC-K which dates back to 1869, and 
it appears only logical to conclude that associations 
dedicated to the interests of the jeweler flourished, to a 
large degree, because of the assistance and encourage- 
ment of the trade press. 

When the first issue of THE JEWELERS’ CIRCULAR was 
published in 1869, several attempts had been made to 
form organizations devoted to jewelers’ interests. Per- 
haps the earliest of these occurred in the late 18th 
Century, just after the Revolution, when a “Gold and 
Silversmith’s Society” was listed in the first New York 
City directory, published in 1786. Actually, from the 
evidence at hand, it appears that this group was more 
interested in matters primarily political than in the trade 
problems of the jewelry field, since the only recorded 





by THOMAS V. DUGGAN 
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Crimes against jewelers were prevalent 
during the closing years of the Nine- 
teenth Century, and the Jewelers Se- 
curity Alliance was organized, in 1883, 
to combat them. This picture, from 
the alliance files, shows the high 
degree of efficiency achieved by the 
bad boys of the ‘90's. Note “super- 
modern" electric steel cutting — set. 





5 ewelry Trade Associations 
First Organized in the 1370's 












activity for the organization was participation in the 
famous “Hamilton Parade” of 1788, calling for a stronger 
federal union. However, it is interesting to note that 
almost as soon as the United States was founded, men. 
bers of the jewelry industry were prominent in making 
their voices heard. 

Another jewelers’ asociation seems to have been 
formed in New York around 1848 but little, if anything, 
is known of its activities. In all probability it was short. 
lived. 

Oddly enough, the first organization in the jewelry 
field to survive until the present day, was made up of 
German-speaking immigrants and, at first, bore a Ger. 
man name. Der Deutscher Uhrmacher Verein,* which 
first met on March 16, 1866, was the result of a number 
of tavern meetings of German, Swiss and French horolo. 
gists who, over their beer, would discuss problems en. 
countered in the day’s work 

In time, English-speaking watchmakers joined the 





* German Watchmakers’ Society 
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We will represent the following leaders 
in the Industry at our exhibit:* 


(*as one of their distributors) 































CLOCKS: SILVERWARE— JEWELRY— 
SETH THOMAS TUDOR SILVERPLATE FORSTNER 
1847 ROGERS BROS.—featuring GEMEX 
en "REMEMBRANCE" HADLEY 
DRESSER SETS: WM. ROGERS & SON HAYWARD 
“GOLDEN WHEEL" STERLING SILVER: HELLER-DELTAH 
IRONS & RUSSELL 
ELECTRIC APPLIANCES: ROGERS £ uonenen 
meets “ osneees ; J. F, STURDY'S SONS 
KNIVES & CARVING SETS: RINGS—for J. J. WHITE 
PERSONNA BLADE CO. Men and Women KARLAN & BLEICHER 
JEWELRY: KESTENMADE 
RONSON: ATLANTIC MARVELLA 
LIGHTERS BAL-RON OSTBY & BARTON 
COMBINATIONS BARROWS PITMAN & KEELER 
TABLE a: te R & G. 
ACCESSORIES BLISS BROS. SCHLESSINGER & KRAUSS 
SEELAND WATCHES BRIGGS DEN CF ee 
CARL-ART SIMMONS 
SILVERWARE: CATAMORE SPEIDEL 
COMMUNITY—featuring CHARLES MFG. CO. VAN DELL 
_ MORNING STAR" CURTMAN WHITE MFG. CO. 


PRACTICALLY 
EVERYTHING 
SOLD OR USED IN 
A JEWELRY STORE 


© 
214 E. Fayette St. 
SYRACUSE, N. Y. 
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First of a series of articles outlining the rise and development of trade 


organizations in the American jewelry business. This installment 


eonsiders the development of the earliest nation groups. 


Verein and, feeling that the organization’s title was a 
trifle Old-worldish, the name was altered to the New York 
Uhrmacher Verein. (Apparently, in deference to the 
original founders, part of the German title was retained. ) 
It was not until 1930 that a new constitution was drawn 
up, officially changing the name of the organization to 
the Horological Society of New York, Inc. 


From approximately the time of the first appearance 
of THE JEWELERS CIRCULAR in 1869, numerous associa- 
tions for the jewelry trade were organized. For the pur- 
pose of this history such groups will be divided into two 
distinct classifications: those of a national or semi-na- 
tional character devoted to the interests of the jeweler 
and/or the betterment of trade conditions, and local 
groups principally concerned with the social side of life. 


NATIONAL ORGANIZATIONS 


The rise of associations of a national character is best 
seen, perhaps, by means of the following chronological 
list of organizations formed starting in 1873. It will be 
noted that a number of these associations merged, subse- 
quently, to form even stronger groups. Details of mergers, 
etc., will be covered in a later consideration of the de- 
tails of each organization’s formation and history. 


- 1873—Jewelers Mercantile Agency (New York) * 
1874—New York Jewelers Association* 


1874—Chicago Jewelers Association Credit and Collec- 


tion Department* 
1883—Jewelers Security Alliance 
1884—Manufacturing Jewelers Board of Trade (New 
England) * 
1885—New York Jewelers Board of Trade* 
1890—Brotherhood of Traveling Jewelers 


1903—New England Manufacturing Jewelers and 
Silversmiths Assn. 


1906—American National Retail Jewelers Association 
1908—National Wholesale Jewelers Association 
1910—American Jewelers Protective Association* * 
1913—Jewelers Vigilance Committee 
1917—Sterling Silversmiths Guild of America 
1919—Jewelry Crafts Association 
1921—Horological Institute of America 
1927—National Association of Credit Jewelers 
1930—American Stone Importers Association (Or- 
ganized as Precious Stone Dealers Association ) 
1933—American Watch Assemblers Association 
1934—United Horological Association of America 
1934—-American Gem Society 


1935—Jewelry Industry Council (Organized as Jewelry 
Industry Publicity Board, which in turn was an out- 


growth of the Publicity Committee of ANRJA.) 








* Subsequently absorbed into the Jewelers Board of Trade 
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LOCAL GROUPS 


Starting with the Deutscher Uhrmacher Verein in New 
York in 1866, a number of “city associations,” devoted 
more or less to social affairs, were organized. Although 
certain of these groups, like the national asociations, 
were devoted to trade matters to a greater or lesser ex. 


Jewelry “drummers' of the 
‘90's were snappy dressers 
as can be seen from this 
column heading used in THE 
JEWELERS’ CIRCULAR of 
that time. Column consisted 
of items about hundreds 
of jewelry — salesmen. 





tent, the principal raison d’etre for many of them was to 
help the jeweler forget his business occasionally, either 
through a banquet, entertainment, or some other similar 
annual diversion. 


The following chronological listing of the more out: 
standing city groups illustrates their rise: 


1866—Horological Society of New York 
1874—Chicago Jewelers Association 

1888—Boston Jewelers Club 

1900—Maiden Lane Outing Society (New York) 
1902—Twenty Four Karat Club of the City of New 


York 


1911—Maiden “ane Historical Society 
1921—Chicago Golden Roosters 
1931—Diamond Dealers Club (New York) 
1933—Cincinnati Town Criers 
1936—Chicago Jewelers Club 

1945—Boston Diamond Peacocks 


THE JEWELERS BOARD OF TRADE 


A number of organizations formed in the 1870's and 
°80’s to act as credit raters and collection agencies are 
combined, today, in the Jewelers Board of Trade. The 
earlier groups which formed the basis for later consolida- 
tions may be said to have been the first organizations in 





** Functions absorbed by the Jewelers Vigilance Committee 


(Please turn to page 342) 
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Quick! Fick Schick — 


and OS or 
[ior Sy, More/ 


Available to Retailers Only—Offer Expires August 30 




































HERE’S THE 

Y SCHICK “44” DEAL 
’ One $18.00 Schick Super for only *6.00 
: with Your Order for 6 Units 


<2>. __ Choose Your Own Assortment 





SUPER 


at et etn eee sete enna 


Your Own Choice 


SUPERS, COLONELS, SHAVERESTS 


6 Units May Be All One Model or 
Any Assortment You Choose 


W777 e wile fe Order and sell Schick 
merchandise with con- 
fidence—there will be 
g / no model changes nor 
$-/6 Go MCC, price changes this year. 
—No more than 10 Schick 44” deals to any one retail outlet. Le 


—Orders accepted for immediate delivery only—only retailers can order. | Pm, 
—Order must be postmarked no later than August 30, 1947. a, 


*ACT AT ONCE! ORDER FROM YOUR DISTRIBUTOR NOW! {4 ..; /- 4 


Cash In On Schick’s Biggest Advertising Campaign. Full-Page, 
Full-Color National Magazine Advertising. Fourteen Times in i _ : 
90 Days in LIFE - POST - COLLIER’S. 57,000,000 SMASH 12 a 
SELLING MESSAGES . . . FROM SEPT. 12 to DEC. 12. af 4 


: ef pe SHAVEREST 
INCORPORATED, a $7.95 
CG IC STAMFORD, CONN. i ——- 
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1. New Longines-Wittnauer strap-type time-out chronograph 
has minute register as well as sweep second hand mounted. 
For elapsed time calculations a separate 12-hour register 
has been added. Retails for $200, including Federal tax. 






2. The Seth Thomas "Facet,"' a self-starting electric oc- 
casional clock in crystal clear plastic, is supported by 
bright brass feet, features metal dial with center finished 
in gold color. Retails for $25, exclusive of tax. General 
Time Instruments Corp., 107 Lafayette St.. New York City. 






3. New Stanly "Live Blade'’ razor features 6000 pulsing, 
whisker-cutting strokes per minute, activated by spring 
in base of handle. List prices: chromium plated, $19.95, 
no tax; gold-plated and black, $22.50 plus tax; gold 
plated, $24.75 plus tax. Stahly, Inc., South Bend, Ind. 











4. New Rima “Esquire'’ has heavy 14K gold case and spar- 
kling dial highlighted by three diamond markers. Available 
from Rima Watch Company, 608 Fifth Avenue, New York. 


5. New "Curvo-Gram" three initial tie slide features in- 
itials which may be snapped in at point of sale. Gold 
plated. Tie chain, cuff links, key chain and belt buckle 
also available, retailing from $2 up, plus tax. From 
Anson Products, 24 Baker Street, Providence, Rhode Island. 


6. Made of California heather wood, this novelty pin is 
called "Chip on Your Shoulder" and is to be worn there. 
From Gr-And Mfg. Co., 2301 Federal Ave., Los Angeles. 
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We're telling your home-town folks 


Your best customers and prospects will soon be more conscious than ever of 
the Camfield Automatic Toaster. More anxious than ever to own this post- 
war beauty —conspicuously identified by the blue ribbon it wears. 


For, conservatively estimated, more than half the families in your town— 
especially those that live best and spend most—will read one or more of the 
magazines carrying Camfield’s exciting fall advertising. This campaign is 
concentrated in 12 weeks, between September 10th and Christmas. 


37,950,000 copies of SATURDAY EVENING POST, LADIES’ HOME JOURNAL, 
GOOD HOUSEKEEPING and BETTER HOMES AND GARDENS will carry the 
Camfield advertisements in big full-color pages and in black and white. 


It all adds up to good business for Camfield dealers—on “The Toaster That 
Wears The Blue Ribbon.” 


CAMFIELD MANUFACTURING COMPANY, GRAND HAVEN, MICHIGAN 


e “Equa-Therm”—the positive heat control 
e Automatic pop-up — shut-off 

e Hinged crumb tray 

e AC-DC operation 

e Silent performance 

e Cushioned pop-up 

e Accurate color regulator 

e “Finger-trip” optional release 

® Long-lasting mirror-chrome finish 


* 
CAMFIELD 














{. New cigarette box of handmade, heavy silver plate on 
copper with gadroon mounting features automatic lift; 
when lid is raised cigarettes rise. Suggested to retail 
at $20. Shrubsole, Inc., 19-21 West 57th St.. New York. 


2. Mem-O-Purse contains note pad for shopping lists, note 
pocket, space for currency, stamps and keys. Comes in 
four rich colors in box calf grain Velon plastic. Re- 
tails. for $1. From Enger-Kress Co., West Bend, Wisconsin. 


3. New Tissot automatic chronometer features a 17-jewel 


movement housed in an extra-flat, 14K gold case. Arabic 


numérals on the dial are also of 14K gold. Self-winding 
feature. From Holzer Watch Co., 501 5th Ave., New York. 


4. The safety catch on an Alligator Chain brings back an 
old favorite in a modern setting. 1/20 12K gold filled. 
Safety catch is also featured on waldemar and sporti 
chains. From Admark, 714 Sansom Street, Philadelphia. 


5. 14K gold ballpoint lipstick applicator holds any standard 
sized lipstick, features ease, even application and economy. 
14K plain gold retails for $190; engine turned 14K gold, 
$200. Gold Bros., 7-11 W. 45th Street, New York, N. Y. 


6. Remembrance" is the name of the long-awaited, newly- 
introduced [00th anniversary pattern of 1847 Rogers Bros. 
plated flatware. International Silver Co., Meriden, Conn. 
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ME 
FRANKLIN ‘54 
CIGARETTE LIGHTER AND CASE 


ALL METAL — Made of Superior craftsmanship — 
gleaming aluminum. fool-proof action, : - 
Holds full pack — wrapper 
and all. ws Fully guaranteed, of course. 

, Available in choice of 
Weighs less than most polished aluminum or baked 
pocket lighters. enamel finish in blue, green 


10 days fuel supply. or maroon. 


Smartly styled to fit hand If you can’t buy from local jobber, 
and pocket. write direct. Samples $2.50 each. 













Attractive counter display 
holds one Franklin ‘54. 


Eye-catching display 
carton holds 12 in- 
dividually boxed 
lighters. 











44 EAST BROAD ST., COLUMBUS 15, OHIO 
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1. New ladies’ sport case makes watchband and case look 
like one unit. For 6x7, 6x8 or 5!/2 ligne old or new move- 
ments, in 10K rolled gold plate, band of 1/20 I0K gold 
filled. Elite Watch Case Co., 150 Varick St., New York. 


2. This hand-crafted 1/20 12K gold filled piece, embel- 
lished with imported stones, may be worn either as a lapel 
pin or as a choker ornament. Made by the JMS Jewelry 
Manufacturing Company, 256 Liberty St., Bloomfield, N. J. 


3. Speidel's new Ming-Tai dragon-skin style bracelet fea- 
tures a specially engineered inner pad which avoids the 
traditional wire hooks, recessed grooves and staples. 
Distinctively packaged. Speidel Corp., Providence, R. |. 


4. Gem-Mesh watchband features individual 1/20 12K gold- 
filled links with connectors of non-corrosive metal. To 
retail for $6.25 for women's band, $11.95 for men's. 
From Gemex Co., 1200 Commercial St., Union, New Jersey. 


5. New "Airflow" non-corrosive, flexible watchband is 
adjusted to size by simple screw without bending or cut- 
ting links. Self-catching center snap specially engineered 
for safety. Smith & Crosby, Inc., 30 Ann Street, N. Y. 


6. Sleek, smooth snake chain and smart basketweave com- 
bine with handsome Flex-Let expansion center in new Flex- 
Weave man's watch bracelet. Available in 1/20 12K 
gold-filled in all colors, From Flex-Let Expansion 
Products, 20 West 47th Street, New York 19, New York. 
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DISTRIBUTORS OF ANOTHER STAR, | 
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3 STEPS TO4 WAY | 
SHAVING PLEASURE 


This newest of razors completely out- 
modes any other type of shave! Now 


nationally distributed by Morris Rosen- @— Saar" 
bloom, traditional leaders in the jewelry ‘ : . } 
field since 1886. | = - ) : : : | loo peta 


The Gravin Heat Shaver is an entirely new shaving a ss 

sensation, and features a built-in "hot-towel” shave. ae i ge 
Puts heat right where you need it—at the blade! No We 4 es 

pulling, no scraping, no smarting or stinging. A real NAV ae 
blessing to tender skin. Eliminates. need for after ee AN ea ) > 
shave lotions. QW Fe 


Get on the Gravin bandwagon now, and enjoy the 
profits of the fast growing swing to this new and better 
way to shave. 


Outstanding Sales Appeal in Product and Packaging! 








V First and only non-irritating shave! V Completely shock-proof! 
V Makes blades cut 3 times sharper! V No moving parts to wear out! 
V Makes blades last 3 times longer! V Operates on D.C. or A.C.! | 
) 
* : 
* Lifetime Shaving | 
' PI 
OTHER BRIGHT STARS IN ROSENBLOOM'S LINE UP! Pies “ 
95 
Barbara Bates Cases * Bretton Watch Bracelets * Crawford Watches * Eastman 12 LESS 40%, 
Cameras * Evans Lighters * Fada Radios * General Electric Clocks * Heller Pearls 97.77 cae as 
Iskin Jewelry * Jacoby-Bender Bracelets * Kestenman Watch Attachments « Kiddie ’ in i 
Kraft * Kelton Watches ¢ Marvella Pearls * New Haven Clocks * Ostby and Barton sample order, indicate | 
Rings * Parker Pens * Regent Watches © Richelieu Pearls * Rogers & Bros. Silver- at nag = 
ware * Ronson Lighters * Seeland Watches © Session Clocks * Van Dell Pins and Sets - | 
Waterbury Clocks * Zippo Lighters . . . and many others. 0 nm of 
C.0.D. M.O. Chg. | 











ms MORRIS ROSENBLOOM CO., ING. 2c 289 


ESTABLISHED 1886 
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KEYSTOVEWARE 


THE QUALITY LINE 


No. 8100 EIGHT-PIECE 
COCKTAIL SET 
Available Silver or 
Chrome Plated and in 
hammered or plain 


Gesign. 


1G Om Ge i Pe D 
SILVER INC. 


509 WEST 34th ST.,N.Y.1, N.Y 


© NEW YORK— 303 FIFTH AVENUE 
SHOWROOMS © cHicaco—209 s. STATE STREET 
© LOS ANGELES —712 S. OLIVE STREET 








ROANOKE'S NEWEST A MODERN GEM 
(From page 294) 


a bright room with four windows. A house phone and 
dumbwaiter are used between this room and the repaiy 
receiving desk, below. There is also a jewelry repair 
department on the second floor, as well as lounges, rest. 
rooms and storage space. 

The store is air-conditioned by York with outlets in the 
ceiling. Radiators, for winter-time heating, are all cop. 
cealed. 

Architects for the new Fink store were Telchin and 


Campanella, 22 W. 48 St., New York. 





NAMES MAKE NEWS—AND GOOD ADS 
(From page 310) 


a group of three or four, two strands of cultured pearls 
will be clipped from a layout of five, etc. Then, with his 
illustrations assured, he plans the layout of the ad, select. 
ing one or more non-merchandise illustrations (such as 
pictures of cap-and-gowned students for a graduation 
ad), writing captions containing descriptions and prices, 
providing a headline and signature and—presto! an ad 
is born. 

White space is a “must” in Haimann’s ads, and care 
is always taken to insure an uncluttered look in the 
finished product. For this reason, seldom are more than 
three or four different items displayed in the same ad. 
Too many different pieces of jewelry in an ad tend only 
io confuse the reader, it is felt. 

Occasionally. a manufacturer’s ad is run “as is”, with- 
out any clipping. This usually happens when a new 
product or eagerly-sought commodity becomes available. 
Even then, however, Haimann’s is generous with space: 
although the original ad, as designed by the manufac- 
tuer, is made to occupy a space two columns wide by ten 
inches, Haimann’s will run it in a space four columns 
wide by fifteen or twenty inches deep. The additional 
white space, acting as a border, draws greater reader 
attention. | ke ¥en : 

Although Morristown has a population of only 16,000, 
it is estimated that the town serves a trading area com- 
prising 80,000 persons. As a county seat, it is naturally 
the objective for people in many other surrounding 
towns. And, although there are a number of other 
jewelry stores in the town, Haimann’s is considered by 
the great majority of the shoppers, the “best store in 
town.” 

When the Haimann firm started business in Morris- 
town some twenty-seven years ago, the town was and had 
been for many years a sort of “sleeping place” for the 
wealthy. The countryside surrounding the county seat 
was covered with huge estates and local merchants, natu- 
rally enough, aimed almost exclusively at the trade of 
the elite. 

However, it appeared to Louis Haimann that the day 
of the wealthy was waning in the Morristown area and, 
accordingly, he practically ignored them. Instead, he 
concentrated his merchandising energies on the middle- 
class townspeople who seemed to be coming into their 
own. The wisdom of this action was proven as the years 
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(at least it is a negiigible part of the buying public) and 
the great middle class prevails. 

Currently, Morristown is experiencing an “invasion” 
by big-city department and specialty stores, which are 
setting up local branches. Far from being worried by 
this, however, Haimann’s welcomes their coming since 
+t is felt that more and more shoppers will buy locally, 
the temptation to visit larger cities like Newark and New 
York will be removed and, as a result, Haimann’s own 
business will be improved. The possibility of the new 
stores cutting into Haimann’s jewelry sales does not 
worry the firm, either. “After all,” says Sam Haimann, 
“the people will still prefer to buy from a store where 
they can say ‘Joe, what sort of a ring can I get my wife 
for her birthday?’ They won’t be able to experience that 
neighborly, friendly approach toward a big-store sales- 
person for years and years to come.” 





EMPLOYEE MORALE HAS MANY CAUSES 
(F rom page 312) 


for the past ten years has been the development of a 
technique for such fact-finding. I refer to the Attitude 
Survey, sometimes called the “Morale Survey.” Em- 
ployees are given a chance to express their views by the 
anonymous questionnaire method. Questions are of the 
multiple choice type where the employee merely checks 
the answer which most nearly expresses his feelings. 
The questions are extremely frank. The employee is 
asked how interesting he finds his present work; how 
helpful he finds the instruction meetings held in his 


assed, for today the aristocracy has all but disappeared 


department; whether he is criticized publicly; whether 
he is treated with consideration and courtesy by his 
supervisors; how fair he considers his present pay; 
what sense of job security he feels. 

An employee’s answers to these questions can be re- 
duced to a percentage figure which represents his degree 
of satisfaction in regard to each question. A composite 
percentage representing the degree of satisfaction of 
all employees in the department in regard to each ques- 
tion is easily obtained. 

These surveys disclose that morale varies very mark- 
edly between different departments in the same organi- 
zation. There are wide variations in morale even be- 
tween departments composed of the same type of em- 
ployees, doing about the same kind of work, under the 
same working conditions, with the same wage rates. 
The difference here would clearly seem to be a difference 
in the type of leadership furnished by different depart- 
ment managers. These percentage figures offer an excel- 
lent means for helping guide department managers in 
their technique of supervision. 

The employees take these questionnaires quite seri-_ 
ously and on the whole, are fair and frank. 


“MENTAL WAGES" 


Managements have frequently been disconcerted by 
the discovery that even a highly paid working staff may 
be unhappy, discontented, and uncooperative. 

The key to this seeming paradox is that it is not 
money alone that makes employees do good work gladly 
and willingly. In addition to cash wages each worker 
has, to a greater or less degree, a whole range of job 








Also a large and 
varied line of Baby 
Silverware including 
Rattles, Napkin 
Rings, Food Pushers 
and Sterling with 
plastic teething 
rings in assorted 
colors — attractively 


boxed. 
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Carving Sets with Ster- 
ling Silver handles. 


723 Sansom St. 











FOR IMMEDIATE DELIVERY 
Sold through your Wholesaler 





Sterling Silver Baby Cups. 


Owing to greatly increased production we are now in a position to serve additional Wholesale Distributors 


JOSEPH M. SHANHOLTZ 


BRS 


Set of six extra 
heavy Sterling 
Silver beverage 
cups—22K Gold 
plated lining — 
with extra heavy 
Sterling Silver 
tray to match. 
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Sterling Silver Knife, Fork and Spoon Baby 
sets. 








Philadelphia 6, Pa. 





FoR AUGUST, 1947 
































































=== ALGREN 
Aygo, made 


SPRING BARS 





THE ““FOOL PROOF” SPRING BAR 


Pat. No. 1,775,620 
Pat. No. 2,063,733 


e DUST AND MOISTURE RESISTANT 
e INSURES YOUR WATCH AGAINST LOSS 
e CAN’T SLIP OUT 


The Algren patented spring bar is made from 
seamless brass tubing heavily nickel plated to 
prevent corrosion — The inserted steel spring is 
completely enclosed and protected from dust and 
moisture by our patented rolling process — (as 
shown in illustration). This spring bar can’t fall 
apart. In all sizes and styles. 


Male, Female and very thin. 


ORDER FROM YOUR JOBBER 


ALGREN PRODUCTS CO. 


Division of 


ALGREN WATCH FINDINGS CO., INC. 


325 LAFAYETTE ST. NEW YORK 12, N.Y. 
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satisfactions and incentives which we may call] “me 

%9 ‘ ntal 
wages." We may define “mental wages” as al] thos 
things, in addition to the money he receives, which tend 
to make an employee like his job. They are the psychi 
satisfactions of a job. : 

I hold that those of us who have the responsibility of 
handling people should believe four things: 

First, that human conduct is predictable; 

Second, that the problems of supervision can be met 

better by planned judgment than by impulse; 

Third, that the ability to handle people well ig ay 

art that can be acquired and improved by constant 
study and analysis of our successes and failures; 

Fourth, that the basic desires of people, wherever we 

find them, are the desire for self-preservation, the 
desire for security; the desire for commendation 
and approval; the desire for equal opportunities. 

I think that we have learned quite a bit about menta) 
wages. I would like to give you what I consider the 
most important factors; twenty-five important axioms of 
human relations handling: 

The most dangerous policy in handling subordinates 
is to ignore them. 

The “mental wage” is low if the employee is not inter- 
ested in his job. 

There is more “mental wage’ in a request than ip 
an order. 

The “mental wage” is low when the worker’s sugges- 
tions are ignored. 

Prompt decisions by supervisors add to the “mental 
wage.” 

The “mental wage” goes up as working conditions 
are improved. 

Workers are hungry for commendation; a “‘pat on the 
back” stimulates effort. 

An indirect method of praise is to ask the worker 
for his opinion as to the methods or progress of a job. 

One of the most potent forms of “mental wage” for 
employees is the certainty that they can have a sympa- 
thetic ear for their grievances. 

People resist change; tell workers in advance of 
changes which will affect them; surprises upset people. 

Intelligent employees have the right to know the rea- 
sons that lie behind rules and company policies and 
organizational set-ups. 

Tell employees as much as possible about department 
plans and results; this adds interest and stimulates a 
sense of responsibility. . 

Give each worker an answer to the question which 
is in every worker’s mind—‘‘How am I doing?” 

It is better not to have a rule, than to have a rule to 
which you permit frequent violations. 

Every employee is entitled to thorough instructions 
in the duties he is to perform, the best methods to use, 
the standards his work will be judged by. 

Correction should be made with fairness and consid- 
eration. 

Criticism given in the presence of fellow workers is 
apt to be unnecessarily embarrassing. 

Ambitious employees are eager to broaden their knowl- 
edge of operations outside their own department. 

The belief that the boss is showing favoritism is highly 
destructive of morale. 

Whole-hearted employee cooperation is never built 
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on a foundation of fear of the employer's ire. 

We all want “a place in the sun.” Every employee 
should have a feeling of pride in the worth-whileness 
of his contribution to the business. 

No promise that the boss makes is unimportant. 

Discipline should be consistent. 

“Mental wages” pick up when the worker is given 
more responsibility and a chance to show initiative. 

The worker’s sense of security, his knowledge of 
reasonable regularity and continuance of employment 
‘s essential to personal efficiency. 

The observance of these twenty-five axioms will bring 
an improved morale. And that will have the following 
results : 

1. A reduction in employee grievances. 

_ Greater production per employee. 
Lower labor turnover. 

. Lower operating costs. 

. Improved customer service. 

Better public relations. 


> HP oo vO 





STOWELL'S GREW UP WITH BOSTON 
(From page 320) 


abandonment of that building, the clock has served its 
purpose well at Coes Square.” 

Parts of the original timepiece are now preserved at 
the Worcester Historical Society's museum. These in- 
clude the hands, the door to the clock loft in the Old 
South steeple, and its lock. The clock works today still 
testify actively to the skill of the makers as they help tell 
the time from the tower of he Coes Wrench Company, 
Coes Square, Worcester. 

By the application of high principles, rigid honesty, 
and fair dealings, the little firm of J. J. and Abel Stowell 
prospered. Several years later, Alexander Stowell, a son 
of Abel, succeeded to the business and the firm name 
was changed to its present reading. 

Abel Stowell, on his passing was buried in Worces- 
ter in the old burying ground on the Common, almost 
directly across the street from his home and also near 
the home of his father, Cornelius Stowell the clock- 
maker, on the corner of Orange Street. 

As the city of Boston grew, so the firm expanded, and 
soon larger quarters were needed. In 1863, during the 
Civil War, the present store was established at 24 Win- 
ter Street. This was the site of the two-story home of 
Samuel Adams, American patriot, often referred to as 
the “Father of the Revolution.” 

Fine ladies of the post-Civil War days drove in 
their fashionable carriages to Stowell’s for their rings, 
brooches, and quality silverware. 

It was during the early days of the Civil War that 
Alexander Stowell hired a 14-year-old youngster, Charles 
S. Cook, to work for him. The boy’s unusual ability 
and ambition soon won the admiration and interest of 
Mr. Stowell, and he was advanced rapidly, being taken 
in as a member of the firm at the age of 21. 

Eventually, he bought out the Stowell interest, but still 
retained the firm name. Charles S. Cook remained a 
dominant factor in the success of the firm, which was 
known not only in New England, but throughout the 
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Now, during the mid-year lull is a good 
time to gather up your old gold, filled 
and plated, spec scraps, cases, brace- 


lets, etc., and ship to 


DEE & CO. 


Trained personnel are waiting to swiftly 
and efficiently appraise your shipment. 


Checks are issued to you immediately. 


To insure complete satisfaction your 
lot is held intact awaiting your approv- 


al of our check. 


IT PAYS TO SHIP TO 


ee ee J. 


DEEc CO. 


CECLOMD. efalr 
REFINERS MANUFACTURERS 


SS E WASHINGTON STREET, CHICAGO - 











entire country, as one of the foremost diamond, jewelry, and interested in what their customers think of them 











silverware, and gift shops. He passed away in 1922, These establishments have taken the leadership in not 

exactly 100 years after the founding of the Stowell enter- only modernizing their fronts and improving their display 

prise. windows, but also developing a courteous telephone ser. 
His son, C. Sydney Cook, Jr., carried on the business vice, and using at their entrance or information desk a 

until his untimely death in 1932, when the business suc- fine looking, alert woman with a smile who does a goog 

ceeded to the third generation of the Cook family. Today, job of welcoming people. 

J. Gould Cook, able grandson of Charles S., maintains These are the paths that lead to a permanently success. 



























the same high ideals of the founders as president of ful jewelry business—and to your personal share in it, 


A. Stowell & Co., Inc. This past year, he has served as 

president of the Boston Jewelers Club. TRADE GROUPS ORGANIZED IN '70's 
A high tribute of loyalty is reflected in the fact that (From page 330) 

today more than a third of the present personnel have a 

worked under the three generations of the Cook family, 


and they, in turn, enjoy the patronage of the third and .= 
even the fourth generations of many of New England’s The first of these organizations was the Jewelers Mer. 
leading families. cantile Agency, Ltd., formed in New York in 1873 by 


After the end of World War II, the fourth generation De Loid Stafford. The primary purpose of the agency, 
of the Cook family entered the business in the person of apparently, was the publication of a credit rating book 


Sydney Doane Cook, Jr., son of Stowell’s late treasurer, somewhat similar to the Board of Trade’s “Red Book” 
© Bias Cask of today although, of course, much smaller and local 


in scope. 

The following year, 1874, some Bond Street jewelry, 
watch, silverware and diamond wholesalers founded the 
New York Jewelers’ Association in order to “protect 





the country devoted exclusively to the betterment of the 
irade and the assistance of the individual retail jeweler, 





SIX STEPS IN SELLING 
(From page 326) 


pay the price and work, work, WORK. There is no short- their interests” through interchange of ideas and data 

cut on that! concerning retailers. The following year, a credit rating 
All types of jewelry stores can take a lesson from the bureau was set up within this organization. 

more progressive retail department stores in being alert A similar movement occurred in Chicago in the same 
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1874, when retailers, wholesalers and manufacturers 


m. 
ot 0 together to form the Chicago Jewelers Associa- 
ay tion. In short order, the group set up a credit and collec- 
= ion bureau for the benefit of members. 
a Chaotic credit conditions which existed between 1380 
od and 1884 prompted the formation in the latter year of 
the Manufacturing Jewelers Board of Trade in Provi- 
$8- dence, R. I. Upwards of 100 manufacturers in Providence 
and the Attleboros joined the group. 
The New York Jewelers Board of Trade was formed 
by a group of some 950 importers and manufacturers in 
1885. Also a credit rating agency, in that year the or- 
anization began publishing a rating book in competition 
he with that of the Jewelers Mercantile Agency. The latter 
rT organization brought suit, a year-long legal squabble 
ar. ensued, and in 1886 the suit was discontinued. 
by Thus, by 1885, America had at least five separate or- 
y, ganizations (three of them in New York) attempting 
ok to rate the credit of jewelers. It was, essentially, a waste- 
k” ful duplication, but it was not until the mid-90’s that any 
‘al consolidation occurred. 
In July, 1896, it was announced that the Jewelers’ 
y, Mercantile Agency, Ltd., had been leased by the New 
he York Jewelers Board of Trade. Three years later, in 
ct 1899, the officers of the New York Jewelers Association 
ta were empowered to execute an agreement to consolidate 
ng with the New York Jewelers Board of Trade. The name 
of the organization was changed, as a result of the 
ne merger, to The Jewelers Association and Board of Trade. 


In 1904 the Jewelers Association and Board of Trade 


branched out from the New York area, assuming the 
credit reporting and collection departments of the Chi- 
cago Jewelers Association, and the officers of those de- 
partments as well. Two years later the name was changed 
to the Jewelers Board of Trade and in 1911 the name was 
changed to the National Jewelers Board of Trade. 

It was not until 1933 that the Manufacturing Jewelers 
Board of Trade (organized in 1884) was consolidated 
with the National Jewelers Board of Trade. As a result, 
at that time all credit rating agencies in the jewelry in- 
dustry had been merged into a single unit. In 1940 the 
corporate name of the organization reverted to that in 
use in 1911—The Jewelers Board of Trade. 

Officers of the Jewelers Board of Trade include: Edgar 
FE. Baker, W. R. Cobb Co., Inc., Providence, R. I., presi- 
dent; Lewis W. Gibbons, Fulmer & Gibbons, Inc., Phila- 
delphia, Pa., first vice-president; Raymond L. Wells, 
Wells Mfg. Co., Inc., Attleboro, Mass., second vice-presi- 
dent, and Horace M. Peck, Providence, R. I., secretary- 
treasurer. 


JEWELERS SECURITY ALLIANCE 


On April 25, 1883, a small group of jewelers met in 
New York to discuss plans for an organization to combat 
crime on behalf of the jewelry industry throughout the 
nation. The result of the meeting was organization of 
the Jewelers’ Security Alliance, and C. B. Bishop was 
elected chairman of the executive committee. 

During its first year of operation members of the 
Alliance prosecuted and secured the conviction of a 











sit iaediitelicad inks 


All Makes and Patterns. 


tation charges. 





prompt attention. 





MEMPHIS 1 


Ce 


We Are Interested In Purchasing 


FOR CASH 


Any Sterling Flatware; Obsolete, Inactive or Active; 


Being one of the largest dealers in the world in the above 
class of merchandise, you will find we are paying top prices. 
Suggest that you send for our offer. We will pay transpor- 


We are also interested in used SILVER and JEWELRY 


estates, etc. No amount is too large or too small for our 


JULIUS GOODMAN & SON 


77 Madison Avenue 


TENNESSEE 
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SHELL 


This unusual grouping of related designs we 
call our FIDDLE-BACK patterns.. Ask our 
salesmen to show you our NEW patterns 
soon to be announced in national magazines. 


FRANK SMITH SILVER COMPANY, GARDNER, MASS. 





| \y Sterling 


44 ON CRYSTAL 





Your better customers will welcome the 
chance to buy this | 1'' Cake Dish—combin- 
ing exquisite Crystal adorned with a deli- 
cate pattern of Non-Tarnish Sterling Silver. 
This lovely dish comes in other wanted sizes 
—all charming examples of the fine crafts- 
manship and superior quality for which Sil- 
ver City has long been known. 


SILVER CITY GLASS CO. 


MERIDEN, CONNECTICUT 
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criminal who had robbed a non-member retail store jp 
Kingston, N. Y. Partly as a result of this action, and 
also because of considerable anxiety on the part of jewel- 
ers toward crime, at the conclusion of the JSA’s first 
year membership totalled 182. 


From the outset, the Jewelers’ Security Alliance was 
aided in its crime-fighting by the Pinkerton Nationai 
Detective Agency. Robert A. Pinkerton, head of the 
agency, was retained by Alliance members in 1883 jp 
connection with the Kingston, N. Y., robbery, and be. 
cause of the successful prosecution of the case the Pinker. 
ton organization was closely identified with the Alliance 
thereafter. 

As the years went by, the JSA, through placards at. 
tached to member stores, publications outlining safety 
precautions, and the nation-wide agencies of the Pinker. 
ton firm, contributed greatly to the decline of crimes 
against jewelers. In many cases, the offering of rewards, 
plus the assistance of reformed criminals, has resulted 
in bringing to justice jewelry thieves who would other. 
wise have gone unapprehended. 

Since its inception, the Security Alliance has spent 
well over $1,100,000 in its campaign against crime, and 
over $250,000 has been given in rewards to informants 
whose information and testimony resulted in the arrest 
and conviction of more than 2,500 criminals. 


Present officers of the JSA are: Walter Eitelbach, 
president; Victor A. Lambert, vice-president; Bert Young, 
secretary; A. H. Arnstein, treasurer, and Richard C. 
Murphy, executive secretary and counsel. The executive 
committee includes in addition to the officers: Roland 
Gsell, Henry I. Jacobson, William B. Ogush, H. Victor 
Paul, W. Waters Schwab and Otto D. Wormser. 


BROTHERHOOD OF TRAVELLING JEWELERS 


With agencies well established to care for credit rat- 
ings and collections, and the Security Alliance organized 
to fight crime, another segment of the industry turned 
toward organization in 1890. In that year the travelling 
men or “boys on the road” organized the Brotherhood of 
Travelling Jewelers. 

Then, as now, much of the distribution of jewelry 
merchandise was accomplished by the travelling sales- 
men who, with their sample cases, went from city to city, 
visiting jewelers and taking orders. In those days of 
slower mails and no radio or motion-pictures, the travel- 
ling man was eagerly welcomed by the retailer, for he 
brought news of many friends in the industry. It is note- 
worthy that in THE JEWELERS’ CircuLar of the 1890's 
and 1900’s, a considerable amount of space was given 
over to the activities of salesmen under the heading “Our 
Travelling Representatives.” A reproduction of the head- 
ing for this column, appearing elsewhere on these pages, 
gives an accurate notion of the sartorial elegance of the 
charter members of the Brotherhood of Travelling Jewel. 
ers. 

The organization was founded as a mutual aid society 
May 12, 1890, at the Clifton House, Chicago. Ten person* 
attended the original meeting. Today, membership in 
the organization is limited to 350 members, scattered 
throughout the country. 

Present officers are: Harold H. Gibson, president; 
Frank S. Demarest, vice-president; Archer L. Chap, 
secretary-treasurer; Bernard J. Clark, chairman of the 
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board, and Charles H. Conant, William S. Frink, Danile 
Leker and William T. Gordon, members of the board. 


NEW ENGLAND JEWELERS, SILVERSMITHS 


In July, 1881, the Providence Jewelers Club enter- 
tained the New York Jewelers Club with a ball game. 
In appreciation of that fact, the New York organization 
presented their hosts with a beautifully-executed scroll 
saying, in many more words, “thank you.” Legend has it 
that this was the beginning of what is now the New En- 
gland Manufacturing Jewelers’ and Silversmith’s Associa- 
tion, and it is certainly true that the scroll now hangs on 
the wall of the NEMJ&SA office in Providence. 

However, the recorded history of NEMJ&SA begins in 
October, 1903, when Frank T. Pearce, William A. Cope- 
land, Samuel A. Baldwin, Theodore W. Foster, Henry G. 
Thresher and Albert A. Bushee, all leaders in the in- 
dustry, formed a corporation “for the purpose of en- 
gaging in the business of fostering, encouraging, and 
promoting closer social and business relations among its 
members and to assist and cooperate with its members 
in any and all business matters wherein such assistance 
and cooperation may be beneficial or expedient. 

Early NEMJ&SA efforts were in connection with the 
tariff, particularly during the period when Woodward 
W. Booth was manager, he being an expert on that sub- 
ject. During the early 1930’s, and particularly during 
the NRA period, the organization, under the leadership 

of Edward O. Otis, Jr., executive secretary, took an 


active part in establishing a code for the medium and 
low-priced jewelry manufacturing industry. 

In 1941, as war clouds threatened, many manufactur- 
ers outside of the New England area sought membership. 
Accordingly, the organization’s by-laws were changed to 
permit this, and nearly 50 additional firms joined the 
roster. Today, NEMJ&SA has the largest membership in 
its history, enjoys the confidence and respect of all Gov- 
ernment agencies with which it has been in contact dur- 
ing the war years and, most important of all, has an 
impressive list of war-time accomplishments. 


Present officers of the organization include: Raymond 
L. Wells, Attleboro, Mass., president; Henry A. Peterson, 
vice-president; Benjamin Rossman, second vice-president; 
Leo F. Frussman, third vice-president; Ralph J. Rotkin, 
secretary; Edgar E. Baker, treasurer; Edward O. Otis, 
Jr., executive secretary, and W. H. Blake, associate 
secretary. 


FIRST NATION-WIDE RETAIL JEWELERS’ ASSN. 


At a convention held in Rochester, N. Y., in early 
August, 1906, the American National Retail Jewelers As- 
sociation was formed. It was not the first organization of 
its kind, however, but appears to have been a consoli- 
dation of two previously organized groups, each with a 
regional following. 

The full facts concerning ANRJA’s predecessors seem 
to be shrouded in pre-1906 mists and careful searching 
through issues of THE JEWELERS’ CiRCULAR between 1903 
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FIBRE PRODUCTS MFG. CO. 
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DROP-FRONT CASE NO. 705 
Steel frame and corners. Drop-front, con- 
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PRICES F.0.B. NEW YORK 
lus 20% Federal 
ax. Trays extra. 

Terms: 1% 10days; 
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approved credit. 


tinuous hinge. Holds standard jewelry 
trays. Includes lock, handle and strap. 
In Vulkan Fibre....... 10” height. .$4.50 
In Vulcanized Fibre. ..10” height.. 6.50 
In Vulcanized Fibre. ..15” height.. 7.50 
In Vulcanized Fibre...20” height 10.00 
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Drop-front, continuous hinge, steel cor- 
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STAMPS EVERYTHING 
Including 


Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches 
Napkins 

Xmas Cards 
Gift Items 


Right in your 
own store 









WHEN YOU BUY A KINGSLEY, 
you get a time tested, trouble-free machine 
and a reliable source of type, foil and service. 
More than 12,000 Kingsleys now in use. 


Write for Catalog and Ideas 
on Monogrammed Promotions 


kingsleg 






regen OPERATE 
STAMPING MACHINE CO. 


HOLLYWOOD 28, CALIFORNIA 





and 1906 sheds only a bit of light on the matter. How 
ever, certain facts are evident: 

In 1902, what appears to be the first successfy] regional 
retail jewelers organization was formed at a meeting held 
at the Hotel Normandie in Detroit, Mich., on Sept. 23, 4 
year later the scope and name of the organization Was 
changed in order to accommodate retailers from outside 
of Michigan. This organization, which came into bein 
as the American Retail Jewelers Association, had sail 
bers from 15 other states. 

Early in 1906 it was announced that the American Rp. 
tail Jewelers Association would hold a convention jn 
Rochester, N. Y., in early August. During the early sum. 
mer months of that year, news columns of THE Jewezgpe’ 
CIRCULAR were filled with stories concerning the organi. 
zation of state retail jewelers’ associations which were 
naming delegates to the Rochester meeting. 

However, a number of state organizations appear to 
have been at odds with some of the policies of the Ameri. 
can Retail Jewelers Association, and it is thought that 
they termed themselves the “National Retail Jewelers 
Association.” Apparently, these state groups also decided 
to attend the Rochester convention, and after several ses. 
sions differences were reconciled and the new group, 
known as the American National Retail Jewelers Associa. 
tion, was formed. Max Jennings, one of the founding 
fathers of the Michigan association and the American 
Retail Jewelers Association, was elected president of the 
new organization. 

In a history of this sort, space is not available for a 
consideration of all of the achievements of ANRJA since 
its founding. However, some of the more outstanding 
matters which have engaged its attention since 1906 are: 
taxation, trade marks and quality marks, fair trade acts, 
wholesale-retailing, auction ordinances, budget selling, 
finance, insurance, intra-trade relations, general legisla- 
tion, silver and watches. 

In 1911 ANRJA was represented at the first meeting 
at which publicity for the jewelry industry was consid- 
ered, in Richmond, Va. Currently, ANRJA is an active 
participant in the Jewelry Industry Council, considered 
in a later installment. 

During two trying periods of business in recent years 
ANRJA has been of great value to the retail jewelry 
trade: during the period of the NRA the association’s 
set-up enabled it to secure for the retail jewelry trade 
its own Code of Fair Competition, and during the war, 
under OPA and WPB, ANRJA helped to secure relief 
from certain restrictions which threatened the very coré 
of the industry. 

Officers of ANRJA for the 1946-47 year. include: Dur- 
ward Howes, Los Angeles, president; Maurice Adelsheim, 
Minneapolis, Central region vice-president; H. L. Carter, 
Kansas City, Northwestern region vice-president; A. W. 
Molin, Portland, Ore., Pacific region vice-president; Hoyt 
T. Purvis, Jonesboro, Ark., Southwestern region vice: 
president; Arnold Schiffman, Greensboro, N. C., South- 
eastern region vice-president; Kenneth I. Van Cott, Bing: 
hamton, N. Y.. Northeastern region vice-president; My- 
ron Everts. Dallas. treasurer and Charles T. Evans, New 
York, secretary. 


WHOLESALERS UNITE 
Although wholesale jewelers were actively supporting 
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such organizations as the Jewelers’ Security Alliance and 
had their own board of trade for credit information prior 
to 1900, it was not until 1908 that they formed an actual 
organization, the National Wholesale Jewelers Associa- 


tion. 
Edwin Massa of the Bauman-Massa Jewelry Co., St. 


Louis, Mo., was unanimously elected as the first president 
of this organization, with George H. Edwards, Edwards 
& Sloane Co., first vice-president; Claude Seymour, Otto 
Young & Co. (since absorbed by A. C. Becken Co.), sec- 
ond vice-president; Benjamin C. Allen, Benjamin C. 
Allen & Co., Chicago, secretary, and Charles A. Berkey, 
Charles A. Berkey & Co., treasurer. 

Through the years NWJA has gained in membership 
and importance in the industry, rendering particular assis- 
tance during the early 1930’s under the NRA, and during 
the recent war when OPA and WPB regulations threat- 
ened many jewelry manufacturers. 

Officers of the National Wholesale Jewelers’ Associa- 
tion, selected for the 1947-48 year at the organization’s 
annual convention in Providence, R. I., June 2 and 3, 
include: president, R. Dix Edwards, Edwards & Co., 
Kansas City, Mo.; first vice-president, Leon J. Engel, 
J. Engel & Co., Baltimore, Md.; second vice-president, 
A. C. Wallenstein, Wallenstein Mayer Co., Cincinnati, 
Ohio; third vice-president, Webb C. Ball, IId, The Ball 
Co., Chicago, Ill.; secretary, Thomas A. Fernley, Jr., 
Philadelphia, Pa., and treasurer, F. Clarke Bechtel, Jos B. 
Bechtel Co., Philadelphia, Pa. 


The NWJA executive committee consists of John 
Fisher, H. O. Hurlburt & Sons, Philadelphia, Pa.; Rey- 
nolds Butler, E. W. Reynolds & Co., Los Angeles, Calif.; 
J. M. Montgomery, M. A. Mead & Co., Chicago; Frank 
H. Heyne, Hevne & Groves, Toledo, Ohio; Willard A. 
Phillips, George Phillips & Ce., Scranton, Pa.; Albert 
Freyer, Samuel Weinhaus & Co., Pittsburgh, Pa., and 
Mawry Gerwe, Gerwe-Brown Co., Cincinnati, Ohio. 


ORGANIZE AGAINST SMUGGLING 


‘In 1910 the Precious Stone Importers Association was 
formed in New York, primarily for the purpose of reduc- 
ing the great volume of smuggling of precious stones and 
jewelry, an activity which threatened the well-being of 
all jewelers. Ludwig Nissen was chosen as the first presi- 
dent, and the organization was subsequently incorporated 
as the American Jewelers Protective Assn. 

Corollary to the organization’s fight against smuggling 
was activity in the field of the tariff. As early as Decem- 
ber, 1912, a special committee was appointed to arrange 
for a mass meeting of the trade to prepare to act on 
pressing tariff matters. And in 1928 the Association was 
instrumental in reducing the duty on diamonds and other 
precious stones from 20 per cent to 10 per cent, and all 
rough precious stones were removed from the dutiable 
list altogether. 

The activities of the American Jewelers Protective Asso- 
ciation were taken over by the Jewelers Vigilance Com- 


mittee in March, 1945. 


(To be continued) 
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The Midget iron’s “fingertip” oper- 
ation will speed up production, decrease 
. @perator fatigue in the manufacture of— 


® Radios 
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@ Electric Appliances 


® Communication Equipment 


...and many other products re- - 
L 2 quiring high-speed, precision sold- 4 
ering. 


FOR PIN-POINT PRECISION WITH HANDY, LOW-COST OPERATION 


Only 8 inches long . . . weighs less than 2 ounces. . . with %- and 
44-inch tips! The new G-E Midget soldering iron really ‘“‘goes places” | 
in those complex, close-quarter assemblies. Its cool, easy-to-grip | 
handle and its feather weight make it as simple to use as a pencil— 
permitting pin-point precision... giving faster, stronger, neater joints. 

This new G-E iron combines big-iron performance with midget-iron 
economy. The famous Calrod* heater is built right into its Ironclad- 
copper tip—giving a rapid heat flow, delivering a full 25 watts to the 
work. The Midget soldering iron will do jobs formerly requiring much 
heavier, higher wattage irons. Only $5.40, list (without transformer). 
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by CHET SPINK 


Cecil Ward shows Mary Jane 
Bardini a motion picture 
camera in the photo depart- 
ment at Gensler-Lee, Santa 
Cruz, Calif. Santa Cruz 
store has been in opera- 
tion only a year and the 
location was previously 
occupied by a photo shop. 
























































Camera Department Is 


A Sure Traffic Builder 


N the belief that a sizable volume in cameras and 

photographic equipment exists for retail jewelers, 
JC-K asked its correspondents throughout the country 
to survey the trade in their various localities in order 
to find out what retail jewelers felt about carrying such 
a line and of those who did, to what extent this mer- 
chandising has been a success. 

Generally speaking, the old-line cash stores do not 
seem to be interested in handling photographic equip 
ment at all. On the other hand, credit stores in the 
main are using it to increase store traffic, to give them 
something to keep their old customers ‘‘on the books’ 
and coming into the store. 

It has occasionally been the means of opening 4 new 
account, and the primary reason for customers purchas- 
ing photo equipment from the credit stores seems to be 
because they already have credit established where they 
make the purchase. Apparently not many photo stores 
are promoting credit like the credit jeweler. 
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Gensler-Lee, California jewelry chain, features a photographie 


goods department and, although the section does not pay for 


a special salesman. it has brought the store additional volume. 


Gensler-Lee's San Jose store car- 
ries its entire photographic stock 
in window just outside doorway. 


Newcomers to the hobby of photography who have 
the money to pay cash apparently go to the photo stores 
to buy their equipment because they want to get the 
technical advice, etc., from the camera shop owner. 
Those without the ready cash will buy from the credit 
jeweler, depending upon supply purchases to get them 
acquainted with the photo supply dealers where they 
go with their technical problems. 

Surveying his locality on the west coast, one JC-K 
reporter found that of four jewelry stores in Santa 
Cruz, Calif., only one, Gensler-Lee, carries photographic 
equipment and film. Located at 214 Pacific Ave., the 
store is one of a chain of 21 stores in this state, whose 
general policy it is to stock photo supplies. The Santa 
Cruz store has been in operation less than a year. They 
stock motion picture equipment primarily, both 8 mm 
and 16 mm,'as well as color film and roll film in popular 
sizes. Projectors for both movies and stills are stocked, 


_ no enlargers. These latter are obtainable on special 
order. 


No special salesman has been trained to operate the 
department since the store is too small and the equip- 
ment stocked is not extensive enough to warrant hiring 
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or training a person to handle the department. The 
manager believed it wasn’t necessary since most of the 
customers for photographic equipment seem to know 
exactly what they wanted. 

The department has increased store traffic, according 
to the management, who, however, declined to state to 
what extent. It does not maintain itself in the sense 
of paying the salary of a special salesperson to operate 
the department but it has brought new accounts into the 
store as well as helping to keep jewelry accounts active 
that otherwise might have been dropped had the account 
depended on jewelry sales to keep it alive. This has 
resulted in providing the store additional opportunity 
to sell the customer on more jewelry on his trips into 
the store while making payments. 

The store does not use special promotions in connec- 
tion with photo goods other than showing stock occasion- 
ally in window displays. Purchases of stock are made 
by the store’s main office in San Francisco. 

Young married couples constitute the department's 
best customers. They are generally interested in buying 
inexpensive movie equipment with a low operating cost 

(Please turn to page 423) 
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|. Fan vase in Bethwood Royal china—8" tall, with Plume 
design decorated in Dresden floral on ivory, highlighted 
in coin gold. From Beth Weissman, 49 West 23rd St., N. Y. 







2. Carved in the "Iris design are these pieces in Tiffin 
glass — 9-oz. old-fashioned, double old-fashioned, 12-oz. 
highball, 16-oz. highball, and cocktail pitcher. Manu- 
factured by the United States Glass Co., of Tiffin, Ohio. 



















3. Round tray 15" in diameter—made in bent glass deco- 
rated with etched Pine Tree design; may be retailed for 
$4.75. Made by Kensington, Inc., of New Kensington, Pa. 


4. Old English silver-plated revolving breakfast tureen 
with hand-chased design—circa 1870—one of large group 
ef art objects recently arrived from England and the Con- 
tinent.. From House of Tobert, 22 West 55th St., N. Y. C. 


5. Camera gadget bag in top-grain elk-tanned cowhide in 
black or brown; holds medium or small camera with acces- 
sories; adjustable shoulder strap; extra outside pocket. 
By Emmet Corp., 2831 W. Pico Boulevard, Los Angeles. 





6. Hand-colored Chinese portrait prints decorate these 
round gallery baskets in gold and assorted colors; lion's 
head handles and ball feet; retail $20 each. Made by the 
Hammond Tole Metal Corp., 88 University Place, New York. 
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The CAMELLIA— 


with carved flower and 
leaves enriched with gold. 





‘TIFFIN OPTIC— 


with hand-crafted, swirled 
base. 





UNITED STATES GLASS CO. 
TIFFIN, OHIO 

















ystont FOR AuGusT, 1947 351 








352 


1. Empire-Colonial in design is this new line of silver- 
plated hollow-ware, made in tea, coffee and cocktail sets. 
Manufactured by Dodge, Inc., 401 E. 6th St., Los Angeles. 


2. Hand-engraved Star bowl from Karhula factory—6" wide 
—made in sea green and crystal glass; retail $7. From the 
Finland Ceramics and Glass Corp., 225 Fifth Ave., N. Y. C. 


3. Crystal glass electric clock done in the Rope Twist de- 
sign—$13 retail—with tray and picture frame to match. 
Clocks in other glass designs to retail from $10 to $20. 
Made by the Mirro Novelty Co., 225 Fifth Ave., New York. 


4. Reproduction of chimney-type Early American lamp in 
lacquered brass with cased glass shade in green or white; 


20" tall, retail $17. By Fenton-Brewer, 225 5th Ave., N. Y. 


5. Plastic Viewer sold with 10 full-color slides of Disney 
characters, $3.95 retail; also with Bern Wolf slides. 
From Hollywood Film Enterprises, 6060 Sunset Boulevard. 


6. Flower-topped candy boxes in Italian pottery may re- 
tail at (upper left) $7.50; (upper right) $6; (lower) $5. 
Sold by M. B. Daniels & Co., 31 West 27th St., New York. 
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WER 600 LINES PRICED AND STYLED FOR TODAY'S MARKET 














NOTE THE NEW DATES 


SUNDAY THROUGH THURSDAY 


AUGUST 24th—28th 
HOTELS NEW YORKER and PENNSYLVANIA 


This change in date is necessary to avoid a conflict with the American Legion 
Convention which starts August 27th. Out-of-town buyers are urged to come 
early in the week when hotel sleeping accommodations will be more available. 


Hours: 9 A. M. to 6 P. M. on Sunday, 
Monday, Tuesday and Wednesday. | 
From 9 A. M. to 1 P. M. on Thursday. ge if 


Sponsored by National Gift and Art Association, Incorporated * Directed by George F. Little Management, Inc., 220 Fifth Avenue, New York 1, N. Y. 
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1. Etched with a graceful calla lily design, this new line 
of glassware includes six sizes, with matching ice tub. By 
Mooney of Hollywood, 6733 Santa Monica Blvd., Hollywood. 


2. A former German potter directs the manufacture of this 
new line of majolica ware. Retail price ranges from $6 
for 111/44" double dish to $1.25 for 4" bowl. Sold through 
Leo Kaul Importing: Agency, Inc., 335 S. Market St., Chicago. 


3. Smartly simple cocktail shakers with spun-copper base, 
gold-plated lining—quart size in double silver plate in 
butler finish; pint size, nickel-plated in bright finish. 
From Prior and Co., 520 West Seventh Street, Los Angeles. 


4. Silver-plated stem cups, cocktail shaker, and 14" tray 
are also available in chrome with silver lining, or all- 
gold plate. Other items—ice bucket, shot-cup highballs. 
From Coast Mfg. Co., 7410 Santa Monica Blvd., Hollywood. 


5. Made in Leroux China is this new series of after din- 
ner coffees and teas and saucers. Handpainted in two-tone 
pastels, $4 a set retail; with flowers, $4.50 a set. Dis- 
tributed through Bernard Lipman, 261 5th Ave., New York. 


6. Made of Buenilum—lustrous hammered aluminum—this 
refreshment set may be retailed for: 14-oz. tumblers, $2.40 
each; two-quart pitcher, $15; 18"' tray, $17. Distributed 
through Breslaue#Underberg, 225 Fifth Ave., N. Y. C. 
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Directory of Trade Associations 
NATIONAL 






Lhe names given in each case are those of the president and secretary. 


American Gem Society—Juames G. Donavan, Jr., 455 W. 7th St., Los Angeles, Calif. 
(Also International Committee Chairman) 

American Jeweled Watch Manufacturers Asseciation—C. M. Kendig, Hamilton Watch 
Co., Lancaster, Pa. 

American National Retail Jewelers’ Association—Durward Howes, 3059 Wilshire Blvd., 
Los Angeles, Calif.; Charles T. Evans, 551 Fifth Ave., New York. 

American Watch Assemblers Association—Abe Carnow, Bulova Watch Co., New York; 

- Robbins Kornbliet, 261 Broadway, New York 7 

associate Jewelers, Inc., Louis Flyer, 88 Canal St., New York City; Philip Krasnow, 
126 W. 46th St., ‘New York City. 

Brotherhood of Traveling Jewelers—Harold Gibson, 30 Rockefeller Plaza, N. Y.; 
Archer L. Chapin, 18 Park Road, Maplewood, N. J. 

ee ~ tee Association—G. Dinsmore; Norman J. Leach, 73 Richmond St., 

r ° 

Cloek Manufacturers Association of America—Edward Ingraham, 394 North Main St., 
Bristol, Conn.; E. T. Dodd, 48 Leavenworth St., Waterbury, Conn. 

Diamond Manufacturers Association of America—Frank Pals, 71 Nassau St.; Joseph 
Kipnis, 15 West 46th St., New York. 

Educational Jewelry Manufacturers Association—H. H. Hix, 17 John Street, New York; 
Irvin Rosa, Josten Mfg. Co., Owatonna, N. Y. 

Fountain Pen and Mechanical Pencil] Manufacturers Association—-Nerman L. Pearce, 
37 Greenpoint Ave., Brocklyn, N. Y.: Vincent F. Haggerty, 4102 Berg n 
Turnpike, N. J 

Gemelogical Institute of America—Board of Governors—Leo J. Vogt, 826 Olive St., 
St Louis, Mo.; 0. C. Homann, 220 S. 16th St., Omaha, Neb. 

Heorolegical Institute of America—Frank D. Urie, Elgin, Ill.; Ralph E. Gould, National 
Bureau of Standards, Washington, D. C. 

Jewelers’ Board of Trade—Edgar E. Baker, 101 Sabin St., Providence, R. I.; Horace 
M. Peck, Turks Head Building, Providence, R. I. 

Jewelers’ Security Alliance—Walter Eitelbach, 608 Fifth Ave., N. Y.:; Richard 
Murphy, Exec. Secy., 535 Fifth Ave., N. Y. 


Jewelers’ Vigilance Committee—G. H. Niemeyer, 82 on St.. N. Y.; P. Irving 
Grinberg, Exec. Vice-Pres., 17 W. 45th St., N. 

Jewelry Crafts Association—Martin E. Untermeyer, aay w. 52nd St., New York City: 
Henry L. Sperling, 20 W. 47th St., N. X. ° 

Jewelry Industry Council—Cecil D. Kaufman, 702 H St., N. W., Washington, D. ¢. 
chairman; E. A. Haase, 366 5th Ave., New York, executive director, 

ee ey Manufacturers’ Association—Adolf Jaeger, 141 Georgia Ave., Pawtucket, 

; George Benker, 75 Eagle St., Providence, . 

Metal ‘sonmeas Manufacturers’ Assoeiation—Robert C. Cooper, 801 Friendship gt, 
Providence R. 1.; John T. Murray, 151 Exchange St., Pawtucket, R. I. 
National Association of Credit Jewelers—Leo Weisfleld, Seattle, Wash.,; William, 

Wagner, Exec. Secy., 545 Fifth Ave., N. Y. 

National Association of Metal Finishers, Inc.—Ed. J. Musick, 206 So. Ninth &t., ge, 
Louis, Mo.; Raymond M. Shock, 2236-39 Dime Bldg., Detroit, Mich. 
National Association of Watch and Clock Collectors—Robert Franks, Jr.. Bryn Mawr. 

Pa.; L. D. Stalleup, 1813 Beechwood Ave., Nashville, Tenn. 

National Gift. and Art ee Underberg, 225 Fifth Ave.; George F 
Little, 220 Fifth Ave., N. Y. 

National Wholesale Jewelers’ Dix Edwards, 1115 Walnut St., Kansas 
City, Mo.; Thomas A. Fernley, Jr., 505 Arch St., Philadelphia. 

New England Manufacturing Jewelers’ & Siversmiths’ Association—Raymond L. Wells, 
47 County St., Attleboro, Mass.; Exec. Secy. Edward Otis, Biltmore Hotel, 
Providence, R. 

Precious _ Bg gy Seaqgen-<Ohes Stern, 17 John St., N. Y.; Lioyd V. Lassner, 
10 St., N. 

Sterling Seheanentine Guild of America—Sinclair Weeks, Reed & Barton Con., 
Taunton, Mass.; L. Kenyon Loomis, 551 Fifth Ave., New York City. 

United Horological Asseciation ef America—John J. Nooyen, 1427 Third St., Gants 
Monica, Cal.; Orville R. Hagans, 226 16th St., Denver, Col. 

Watch Material Distributors Association of America—William J. Kilb. 213 W. Wis- 
consin Ave., Milwaukee, Wis.; Tobias Garon, 220 Bagley Ave., Detroit, Mich. 


STATE 


The names given in each case are those of the president and secretary. 


Alabama Retail Jewelers’ Association—Robert Bromberg, 218 N. 20th St., Birming- 
ham; F. W. Anderson, 1917 2nd Ave., Birmingham. 
tees gam Jewelers’ Association—Geraid E. Wesley, Phoenix; Lars H. Dahlgren, 
Mesa. 
eee cue Jewelers’ Association—Edwin H. Stewart, Hope; Floyd A. Denman, 
uttga 
California, Horolegical Association of—R. P. Gallien; R. B. Schorsch, 5335 10th 
ve., Los Angeles. 
California Retail Jewelers’ Association—H. W. Ostermier, 6822 Pacific Blvd., Hunt- 
ington Park; William Erb, Room 309, 46 Kearney St., San Francisco, Calif. 
Colorado Masterwatchmakers—Howard Weiss, Greeley; John Sutton, Denver. 
Celorade Retail Jewelers’ Association—No officers. 
Connecticut Horological Associatin—Secy. Emanuel Seibel, 487 Logan St., Bridgeport. 
Connecticut Retail Jewelers’ Association—Frank S. Coskey, 805 Main St., Hartford; 
Sturman F. Dyson, 54 Main St., New Britain. 
Florida Retail Jewelers’ Association—Lester W. Moon, Tallahassee; W. W. Putnam, 
Tallahassee. 
Georgia Retail Jewelers’ Associaticn—Tom Cook, 603 Cherry St., Macon; Miss Lillian 
. Harclerude, P. O. Box 635, Atlanta. 
Heesler Jewelers Travelers Club—Fritz Fromm, 5939 Guilford Ave., Indianapolis; 
H. R. Haerr, Gruen Watch Co., Cincinnati, Ohio. 
tdahe, Herological Association ef—Charles Braun, 434 State St., Weiser. 
Illinois Watchmakers’ Association—Gerald C. Kimes, Chicago; Herb Johnson, 41103 
N. Clark St., Chicago. 
titinels Retail Jewelers’ Asseciation—Charles D. Jacobs, West Frankfort; Charles H 
Barker, 605-606 Leland Office Bdlg., Springfield. 
indiana Jewelers 24 Karat Club—E. O. Little, Auburn; A. 8S. Rowe, Indianapolis. 
Indiana Watchmakers’ Association—Curtis Haskins, Indisnarolis; Harold K. Calvert, 
ndianapolis. 
lowa, Horological Association of—T. O. Dilges, Fort Dodge; G. Y. Swartzendruber, 519 
Guaranty Bldg., Cedar Rapids. 
lowa Retall Jewelers’ Assoclation—Wallace G. Boyson, 218 Third Ave., Cedar Rapids; 
Robert Pratska, Cedar Rapids. 
Kansas State Horelogical Association—B. E. Brunk, McPherson; Norman L. Osborne, 
108-110 No. Topeka, Wichita. 
Kansas Retail Jewelers’ Associatior—Vern Webster, Salina; W. B. Brasfield, 108-110 
Topeka Ave., Wichita 2. 
Kentueky Retall Jewelers’ Assoclation—Nolte C. Ament, 447 4th Ave., Louisville; 
Percy P. Slith, 329 Guthrie St., Louisville 
Leuisiana ~y Jewelers’ Association—Louis J. Berneré, 108 Bronne St., New Orleans, 
Samuel Goldberg, 161 Third St., Baton Rouge 
Maine Retall Jewelers’ Assoclation—Everett B. Coffin, 503 Congress St., Portland: 
Matson Tinker, 521 Congress St., Portland 
Maryland-Delaware-District of Columbia Jewelers’ Association—Melvin M. Levitt, 
806 — St., Wilmington, Del.; Harry Groll, 7th & Shipley Sts., Wilming- 
ton, Del. 
Massachusetts Herological Association—Winifred D. Hebert, 1112 Main St., Worcester; 
W. H. Bright, Waltham. 
Massachusetts & Rhode Island Retail Jewelers’ Association—Robert A. Abbott, 135 
Central St., Lowell, Mass.; John Peterson, Needham. 
Michigan Retail Jewelers’ Association—Howard Doxtader, 111 S. Washington Ave., 
Lansing; Deane Herrick, Plymouth. 
Michigan Horological Association—T. F. Barnes, 31 ‘Pearl St., Grand Rapids; Stanley 
Gaver, 200 Monroe Ave., N. W., Grand Rapids 2. 
Minnesota Master Watechmakers Association—Joseph Feliz, Fergus Falls; L. E. Dewey, 
Minneapolis. 
Minnesota Retail Jewelers’ Association—Maurice Adelsheim, Jr., 811 Nicollet Ave., 
Minneapolis; William C. Walsh, 1116 Northwestern Bank Bldg., Minneapolis. 
Misseurl Horological Asseclation—Clint Holt, Jefferson City; Frank Lamb, Columbia. 
Missouri Retail Jewelers’ Associatior—Otto Kortkamp, St. Louis; Fred Sands, 1619 
Dierks Bldg., Kansas City. 
Nebraska Horological Association—Frank Nosker, 6022 Poppleton, Omaha; Wayne A. 
Witt, 2211 Howard 8t., Omaha. 


Nebraska Retail Jewelers’ Association—Corey Chase, Holdrege; William J. Breckea- 
ridge, 643 W. Second St., Hastings. 

New Hampshire Retail Jewelers’ Association—Aibert E. Alie, Dover; Majorie A. 
Noury, 824 Elm St., Manchester. 

New Jersey Watchmakers’ Association—Andrew J. Strohlein, Union, N. J.; Charles 
Soemer, 29 Oakland Terrace, Newark. 

New Jersey Retail Jewelers’ Association—Louls B. Haimann, Morristown; Henry 
Gelula, Atlantic City. 

New —_— Horological Association—L. W. Graham, 723 W. Roma, Albuquerque, 

, 723 S. Walter St., Albuquerque. 

New seas Retail Jewelers’ Association—Frank Fogg, 318 W. Central Ave., Albu- 
querque; Hoyt Hatfield, 142 Lincoln St., Santa Fe. 

New York and New Jersey Associated Credit Jewelers—Rowland D. Goodman, Tappan's, 
Newark; Exec. Secy., William Wagner, 545 Fifth Ave., N. Y. 

New York State Retail Jewelers’ Association—Charles P. Coster, 151€ Lake Ave. 
Rochester; Lathrop Sunderlin, 76. East Ave., Rochester. 

New York State Watchmakers’ Association—Robert G. Taylor, Utica; Paul 0. Beckes, 
Orchard Park. 

North Carolina Retail Jewelers’ Assoelation—Robert H. Day, Winston-Salem; Harold 
Schiffman, 225 S. Elm St., Greensboro. 

‘North Dakota Retail Jewelers’ Association—C. A. Bonham, Bismarck; Iver Larson, 
Mandan. 

Ohio Retail Jewelers’ Association—Rayvmord M. Hay, Coshocton, Cleveland; Hugh N. 
Beattie, 1117 Euclid Ave., Cleveland. 

Ohio Watchmakers’ Association—L. W. Heimberger, 245 So. High St., Columbus: 
Frank Foelger. 31 E. 4th St., Cincinnati. 

Oklahoma Horologicn! Association—Lenley Lewis; L. F. Wells, 9 W. 9th St., Tulsa. 

Oklahoma Retail Jcwelers’ Association—H. S. McCurley, Norman; V. P. Hildreth, 
Oklahoma City. 

Oregon Master Watchmakers’ Association—Jack Peare, La Grande; Harold Sabre, 
1636 S. E. Miller, Portland. 

Oregon Retail Jewelers’ Association—Joseph F. Gilray, 8S. W. 10 & Morrison 8ts., 
Portland; Exec. Secy., John Breall, Portland. 

Pennsylvania Horologieal Association—C. L. Thomas, Philadelphia; William ¥. 
Collinson, Rutledge, Pa. 

Pennsylvania Retail Jewelers’ Assoelation—Teonard Helfer. 715 Liberty Ave., Pitts- 
burgh; William Pinkstone, 142 S. 52nd St., Philadelphia. 

Pennsylvania. _ Metall Jewelers’ Association of Western—John M Roberts IIT, 4% 

Wood St., Pittsburgh: Martin S. Morrow, 504 Locust St., McKees 

Rhode Island amenemaian Association—J. H. Coutu, 49 Clneyville Sq., Providence; 
John P. Clinton. 

South oy Retail Jewelers’ Association—R. J. Ortmann, 251 King St., Charleston; 

. P. Cart, Jr., 237 King St., Charleston. 
South aaaiin Retail jewelers’ Assoclation—Carl R. Damuth, Redfield, acting secy. 


Tennessee Retail Jewelers’ Asscciation—(Inactive). 

Tennessee Watchmakers’ and Jewelers’ Association—O. H. Harding, 616 Market 
St., Chattanooga. 

H. C. Johnson, Chattanooga. 

Texas Retall Jewelers’ pegetition—t0. L. Barnett, Mineral Wells; H. E. Dill, 3 
Steward Bldg., Dallas. 

Texas Watchmakers’ Association—C. E. Mulholland, Austin; R. J. Crutchfield, Dallas. 

Vermont Retail Jewelers’ Association—L. J. Bell, Barre; A. Earl Wilson, Springfield 

Virginia Retail Jewelers’ Association—George M. Rhodes, Staunton; Frank Moose, 
207 S. Henry St., Roanoke. 

Washington Retail Jewelers’ Association—Richard N. Talcott, 420 Capitol Way, 
Olympia; Don D. Steward, 714 American Bldg., Seattle. 

West Virginn Retall Jewelers’ Association—Floyd Frazee, 814 Market 8t., Parkert- 
burg; P. K. Stanford. Elkins. 

Wisconsin Retail Jewelers’ Association—R. H. Young, LaCrosse; B. W. Heald, 324 

5th St., Milwaukee. 

Wisconsin Watchmakers Assoclation—Richard R. Meissner, 1641 Douglas Ave., Racine; 

C. G. Anderson, 1547 8. 8th 8t., Milwaukee. 


ed 
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by MADELINE LOVE 


AVE you been following along in the re-decorating 

trend? Great numbers of jewelers have been doing 
over their stores lately, modernizing them indoors and 
outdoors—and here is one small voice urging that in the 
refurbishing scheme, some special thought be given to 
the giftware displays. : 

You’d already thought of that? Of course—but there 
are quite a few jewelers who have taken on giftwares 
rather recently. Many of them added gift merchandise 
during the war as a substitute for their usual, hard-to- 
get lines, and they have found it to be so profitable that 
they are continuing. It was not always feasible then to 
obtain special fixtures or to arrange the proper back- 
ground effects for the new merchandise. But now that 
remodeling is being done, plans for the most effective and 
convenient setting tor gifts should certainly be given 
careful attention. 

Suggestions for smart displays appear in this magazine 
every month, so there is no need for offering any definite 
ideas here. But we do want to stress one thing—the gift- 
ware customer doesn t operate like the usual jewelry store 
customer. She is a browser. Often she doesn’t know what 
she wants to buy. She is “looking,” and if your display 
of gifts is so arranged that she can see them clearly, pick 
them up easily for closer inspection, and: do her bit of 
mental arithmetic about prices—all without sensing any 
impatience or sales pressure—you are more than likely 
to make not only a spot sale but to get her future busi- 


ness, too. 
% % *% 


OSIAH WEDGWOOD & SONS, INC., of America, will 

have new quarters in mid-town New York after the 
first of the year. The firm has leased the three-story 
building at 25 East 54th Street, where its showrooms and 
executive offices will be located after extensive alterations 
have been completed. The move cannot be made before 
the beginning of 1948, according to Hensleigh C. Wedg- 
wood, president of the firm. 

Leon Vallee, the vice president, has been spending a 
month or so at the Wedgwood factory in Barlaston, Eng- 
land. He flew over late in June, and was accompanied 
by Victor Skellern, the factory’s art director, who had 
been doing market research in this country for two 
months. 

é lene will be a dinner-dance for exhibitors and buy- 

ers in the Red Lacquer room of the Palmer House on 
August 7, during the first week of the Chicago Gift Show. 
More than 300 lines will be shown at the exhibit, in- 
cluding many more importations than were displayed at 
the Spring show. 

During the China, Glass and Gift Market at the Mer- 
chandise Mart, set for the same two weeks as the Palmer 
House show, the 15th Floor Merchandisers Club will 
serve luncheon to the buyers each day in the Merchants’ 
and Manufacturers Club at the Mart. And an informal 
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xquisite in its breathtaking beauty and 


sparkling individuality, the durable texture of 
elegant RADIANCE adds a sumptuous note to 
jewelry gilt packages. Flexible, tarnish-proof, 
this dramatic silver or gold snake-chain cord 


is available direct from the manufacturers. 


TAFFEL BROS., inc. 


05 Madison Avenue * New York 16, N. Y. 


Member, Jewelers Board of Trade 
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AN ATTRACTIVE OFFER THAT IS SELLING FAST! 
AVAILABLE FOR IMMEDIATE DELIVERY. Dept. 127 


HOLLYWOOD FILM ENTERPRISES, Inc. 


6060 Sunset Blyd. Hollywood 28, Calif. 
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open house for buyers will be held by the Club op the 
evening of August 6, with cocktails and a buffet dinner. 


% % 





IBI & CO., manufacturers of glass candelabra, huryj. 
cane lamps, and chandeliers, have opened new shoy. 


rooms at 251 Fifth Avenue, hance a 


% 


LEN LUKENS, well-known California ceramic artist, 

has been retained by Lightolier, Inc., to design 
glass and ceramics for lamps inl lighting fixtures. And 
it has been announced by M. D. Bliteer, sandhill of the 
company, that the Lukens line of handicrafts and acces. 
sories will also be sold exclusively through Lightolier, 

% % 3% 

GUN GLO STUDIOS have taken on additional show. 

room space adjoining their present showrooms at 
225 Fifth Avenue, New York, and it is being especially 
designed to house the Westinghouse Collection of cifts 
and importations which Sun Glo now represents. New 
space adjoining their Los Angeles showroom has beep 
obtained, too, and redecorated in time for the California 


Gift Show. + + 


ERMANENT new showrooms have been opened 

in Chicago’s Merchandise Mart by Rubel & Co., well. 
known New York giftware house. There the concern has 
on display its line of Blenko-Glass, Glidden Pottery. Staf. 
ford China, Indoor oe Leumas Aluminumware, 
and others. 


RIC M. BAUER has been — eastern repre- 
4 sentative for the Rainbow Art Co., of Huntington, 
W. Va., decorators of glassware, and he has the line on 
display in his showrooms at 225 Fifth Avenue, N. Y. 
* + % 
BELS, WASSERBERG & CO., of New York, pro- 
ducers of Charleton china and glass, have opened 
new and permanent showrooms in the Grand Rapids Ex- 
hibition Bldg., Grand Rapids, Mich. This is in addition 
to their regular showrooms in New York, Chicago, and 
Los Angeles. Among their new fall lines is a group of 
lamps made with bases of Sevres china from France, as 
well as lamps with bases of imported cased and lead glass, 
% % *% 
ARY RODNEY, New York giftware house, has taken 
on the popular line of figures made by the Brayton 
Laguna pottery in California. A number of new figures 
have been added to the line for fall business, and will be 
displayed in the Rodney showrooms at 225 Fifth Avenue. 
HEODORE HAVILAND & CO., INC., will open West 
Coast showrooms in the Fall, with E. J. Lawn moving 
out from Chicago to take charge. Quarters have been 
taken in the Benth Shops, Los Angeles, and they are ex 
pected to be ready for occupancy by mid-September. Mr. 
Lawn’s place as manager of the Chicago showrooms in 
the Merchandise Mart will be taken over by Joseph M. 
Johnson, who for the past two years has been associated 


with Bolender & Co., Chicago giftware house. 
% % % 


ILLIAM H. STREETER has been made manager of 
sales promotion for the Wm. H. Fenton Co., gift 
wholesalers, at the New York headquarters at 366 Fifth 


Avenue. 
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) bon Hand-Hammered Pewter Hollowware 
| by George Lee & Co. and Messrs. Viners Ltd. 
| Fine Reproduction Sheffield Plate, Copper and 
| Brassware by important British manufactur- 
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f oc room where all merchandise is on display. ! 
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INTRODUCTORY GEMOLOGY 


. by 
Webster and Hinton 





The NEW L. H. COOK 


SIX INCH STRAIGHT LINING 


The contents of this book are offered as an introduction 


; ; 

to the fascinating study of gems. Students may safely | EN rc I N E TU R NIN G MA CHINES 
f use chapters therein as stepping stones to higher things; | 

$ jewelers will find reference to this volume very: helpful. | a 


Concisely written and profusely illustrated. | 

, _ First Machines of Their Type To Be Produced in 25 Years! 
ne SE nee | Ask for Complete Specifications and Prices! 
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100 East 42nd St., New York 17, N. Y. 





LAWRENCE H. COOK, Inc. 


o5 MASSASOIT AVE., EAST PROVIDENCE 14, R. }. 


‘| ze | WANTED 


MAILING BOX 
en TTS ee le Nationally known manufacturer and distributor 
has opening for 2 top-notch experienced salesmen 
—one for midwest, one for southeast—to sell na- 
tionally advertised lines of jewelry, silver, appli- 
ances, quality promotional items. Must have car. 
Drawing against commissions. Territorial rights 


0) \| ae ise ae protected. Permanent assignment. Unusual op- 
| portunity. 
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At Maee’s, Kansas City, 
Mo.. a curved show window 
is devoted to a permanent 


showing of watchbands. 


by ROGER LONGSTREET 


The window used by Mace’'s 
to display watchbands is 
ideal for the purpose, in- 
asmuch as it is shallow 
and hardly adapted to any 
other type of merchandise. 


Watehbands Are Important Enough 


To Rate Their Own Window Display 


HILE many jewelers think of watch bands en- 
tirely as supplementary-sale merchandise, or -due 
for seasonal promotion, Mace’s, at Eleventh and Grand, 
Kansas City, Missouri, has found them profitable enough 
to devote a permanent window display to the subject. 

The window display is a small curving space to the 
left of the side entrance to the store, and shows 60 watch 
bands divided into neat columns on a compoboard fixture 
just inside the glass. There is one sample of every type 
of watch band carried by the store, each identified by a 
small tag with the price and general description. 

“In six months, the window has sold more watch bands 
for us than any other type of promotion we’ve ever 
undertaken,” John W. Carter, head of the watch repair 
department, stated. “I believe that watch bands are an 
item which must be suggested to create the sales onpor- 
tunity, and the fact that huge numbers of passersby see 
the window daily does just that.” 

Watch bands are carried inside the store at the receiv- 
ing counter for watch repairs. On either side of the 
repair estimation counter are two four-foot display cases 
which are devoted to an inventory of eight leading types 
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of men’s and women’s bands, separated into two cases. 
In both cases, Mr. Carter has attempted to prevent “out 
of the world prices” which sometimes characterize jewelry 
store selling, and has maintained the bulk of his inventory 
from $4.95 to $12.95. Only karat gold bands go beyond 
this limit. 

Like the window display, panels at the bottom of the 
two shallow watch band display cases are divided into 
sections, and carefully identified. “What we try to do is. 
present a watch band to match every type of case we 
carry in stock,” Mr. Carter said. “This is based on the 
fact that we derive watch band sales both from watch 
repair customers and from gift purchasers. Our standing 
policy is to carefully match up a watch band with every 
type of case which is likely to come over the counter, and 
to make certain that the watch-repair customer gets an 
opportunity to look at it.” 

One of the most prolific sources of immediate sales, 
according to Mace’s, is expert watchmaking by the 6 
full-time watchmakers upstairs. Many of the 30 to 39 
watches which pass daily over the estimate counter are 


(Please turn to page 366) 
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THE JEWELERS BUYERS DIRECTORY 


The only complete, accurate, up-to-date buyers guide 
of jewelry and allied merchandise . . . listing Manufac- 
turers, Wholesalers, and Importers . . . giving exact 
addresses. 


LAST EDITION PUBLISHED IN 1941 


The last edition was published in 1941 but until the 
trade returned to normal after the War years, the 
Directory could not serve its true purpose as a depend- 
able buying guide for all lines of jewelry merchandise. 


GREATER PRODUCT CLASSIFICATION 


With new lines appearing in your store, the 1946 edition 
of THE JEWELERS BUYERS DIRECTORY has a more de- 
tailed break-down of products. Almost every item you 
handle can be quickly found in the index for a com- 
plete listing of the concerns selling the item you want. 


VALUABLE TIME SAVER 


No more searching through files for old bills or circulars 
to find names and addresses of suppliers. Simply look 
in THE JEWELERS BUYERS DIRECTORY for the item you 
want ...or the company... and you will find correct 
hame, new address, and list of merchandise sold. 
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NEW FEATURE 


In response to a tremendous demand from jewelers all 
over the nation, a separate alphabetical listing has been 
included of all the suppliers in the Directory with their 
addresses. 


LIMITED SUPPLY 


Paper shortages compelled us to curtail the number of 
directories printed. So, get your copy now—by filling 
out the order blank below and sending to us immedi- 
ately with your remittance. 
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MAKE CHECKS 
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payable to. ene Jewelers’ Circular-Keystone 


100 East 42nd Street, 
New York 17, N. Y. 


$ 


Name 








Address 





A COPY 
City 








Zone State 





Please pay by check or money orde: 
We cannot be responsible for cash sent through the mal! 
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Rogers Jewelry. Peoria. 






Hll.. has a star spot, 






thus making up for the 






store’s small size. 










Interior of the new 
Rogers store, showing 
how maximum _§ use 
has been made of all 
the available space. 








“Busiest Location In Town’ 





















Assures Store Traftiie 


FULL YEAR ahead of the parade! That’s what the 

architect, John N. Ziegele of the firm of Lankton 
& Ziegele, says about the new Rogers Jewelry opened by 
M. Moskovitz & Son at 102 South Jefferson Ave., Peoria, 
Mil. 

The location of the store has something to do with 
one of the unique architectural features. It is just a step 
back from the corner of Main Street and Jefferson Ave., 
the busiest traffic corner in the city. In other words, there 
is only one building—a cigar store—between it and the 
corner. More buses load and unload at this corner than 
at any other point in the city. 

The main floor occupies only 275 square feet of floor 
space. The basement is used for storage and for the 
bookkeeping department of this and the other two stores 
owned by the firm. While the store is small in compass, 
the best reason for choosing this location was this busy 
traffic corner. To make up for the small size, distinctive 
architectural features were employed. 

The store opened last November 17 in order to partici — 
pate in the Christmas business. At this time the interior 
was completed but a temporary front was used as the in- 3 
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A distinctive facade helps focus the at! 
tention of the public on Rogers store. 
Advertising is heavy, particularly in tran- 
sit lines, thus capitalizing on the location. 
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ONE OF THE LARGEST 


MAKERS OF ZIRCON RINGS 






Elegance in Zircon 


Patrons who demand the finest and yet are 
guided by price considerations will find their 
wants fulfilled in the fine line of Zircon Rings 
created by FRANCINE. Featured by leading 
jewelers everywhere, Zircons by FRANCINE 

are available in 10 or 14 kt. gold in a wealth of 
modern and classic style creations... FRANCINE 
Zircon Rings are definitely worth featuring 
because they offer unrivalled value at their 
attractive prices. Four of a distinguished group 
of men’s and women’s models are shown... 
your inspection of the complete line is invited. 
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A memo packet of FRANCINE Zircon Rings 
will be sent to wholesalers on request 


* Ladies’ & Gents’ Stone Rings 
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WATCH BANDS RATE OWN DISPLAY WINDOW 
(From page 362) 


ticketed for dial refinishing, as well as case renovation— 
and, of course, the old band does little to flatter the bright 
new appearance of the case. Therefore, the “pre-selected” 
watch band is brought out before the watch is passed 
back to the customer, with no selling pressure whatsoever. 
“Tt seldom takes much pressure to get a man or woman 
proud of a wristwatch to purchase a band which points 
up its appearance, > Mr. Carter grinned. 

A continuous “watch band clinic” atmosphere is main- 
‘tained through the fact that Mr. Carter has made some- 
thing of a study of the styles of bands which various 
types of customers are to wear. 

Whenever a customer brings a watch in to be opened 
and examined to quote a repair figure, most of the three 
salespeople who are regular personnel of the repair de- 
partment make a point of mentioning the band—although 
nothing is said about the customer purchasing it at once. 
It is wise, Mace’s has found, to have the customer band- 
conscious at the time she returns for the watch. “Many 
of our customers have already budgeted themselves to a 
certain amount of extra expense for watch bands by the 
time they return,” Mr. Carter said. Since not only sales 
but service is the business of the watch-repair department, 
Mr. Carter long ago adopted a practice of keeping a cigar 
box underneath the counter in which links from re-sized 
watch bands, buckles, snaps, or complete watch bands 
discarded by customers are kept. Over the space of sev- 
eral years, this accumulated to thousands of small parts 
which may be re-used to put back in first-class condition 
a customer’s watch band where the latter does not wish 
to buy a new one. Often an old link, slipped into a new 
bracelet and polished up, will give as sturdy results as a 
brand-new one—and few customers fail to appreciate this 
extra service. 

The watch band display window needs very little 
change, inasmuch as Mr. Carter has determined that 
watch band styles average only one or two innovations 
per year. As a “silent salesman” seen by passing thou- 
sands daily, it has gained the Grand Avenue main store 
something of a reputation as a “watch band head- 
quarters.” 





BUSY LOCATION ASSURES STORE TRAFFIC 
(From page 364) 


stallation of the permanent front was held up by a glass 
strike. Since then the front has been completed. 

The front is of maroon Carrara with stainless steel 
‘trim. Above the upper trim is flutex glass, across which 
is superimposed a sign, “Rogers Jewelry.” The sign is 
made of stainless steel block letters. The word “Rogers” 
is in script while the word “Jewelry” is in square block 
type. 

In addition to the unique construction described above, 
the front is also unique in the fact that the front below 
the flutex glass is not in a straight line parallel with the 
other building fronts on the street, but is inclined, or 
angled, toward the street intersection. 

“There are psychological reasons for this angled front,” 
says Fred Moskovitz. “One of these is that it points to- 
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ward Peoria’s heaviest traffic corner. Another is that wip. 
dow shoppers starting at the far end are led as they go 
along the window right to the door, a silent invitation to 
enter. A third reason is because it attracts attention by 
being pleasingly different, setting out the store from olla 
stores on the street.” 

The interior ceiling is also unique. Formerly the store 
had a high ceiling. This was dropped over most of the 
store but toward the window is curved upward from the 
drop to the top of the flutex glass in front. This gives the 
advantage of both a dropped ceiling and the admission 
of light from the front. . 

All fixtures in the store are°of walnut. These consist 
of the usual deep wall cases along two sides, a small re. 
cessed wall case on a third side, a straight floor case in 
front of the recessed wall case, and an L-shaped floor 
case in front of the other two wall cases. There is a safe 
and service desk in an alcove on one side of the room 
and the entrance to the basement stairway is at one end 
of this alcove. A clock ornaments the top of the main 
wall case and the floor cases are lighted with fluorescent 
tubes concealed in aluminum reflectors. 

The display window is provided with stepped shelves 
and the attractive displays are frequently changed so the 
window shoppers always see something new. 

Newspaper advertising is used extensively for promo- 
tion. A large display ad was used to announce the open- 
ing and this was followed consistently with smaller dis. 
play ads, week in and week out, to the full extent allowed 
by the newspapers. 

In addition, the concern has the exclusive contract for 
jewelry store advertising in street cars and buses, with 
100 per cent coverage. Direct mail is going out con- 
stantly to the customer list and these various promotional 
methods have resulted in much larger business than 
was anticipated. 

This new store is the third one in Peoria operated by 
Moskovitz & Son. They came to the city six years ago 
from Ohio, where the older Moskovitz had been in the 
jewelry business for many years, and opened a store at 
2133 South Adams St. at the intersection of Garden St. 
under the name of Marcus Jewelery. They bought their 
second store, at Franklin and South Adams Sts., from 
Ben Miller in 1943. 

The new store gives the firm coverage at the three 
heaviest traffic corners in the city. “Peoria is not large 
enough,” says Fred Moskovitz, “to allow operation of 
three big jewelry stores under one ownership. However, 
it is big enough to operate three small stores if good 
locations are selected. We are fortunate in that we now 
cover what we believe to be the three best locations in 
the city. The front in our new store is one of the few 
fronts installed in the city in the last four years. 

“We have made a success of our two other stores and 
results so far point to a repetition in our new store. Oné 
of the reasons for our success is that we lean over back- 
wards in our relations with customers. We are very 
careful in our selection of sales personnel. We do not 
have an employe in any of our stores who has had any 
high-pressure training because we do not believe in this 
kind of salesmanship. We have built up our business on 
good will and we propose to keep it so. Good will is 
our most important business asset.” 
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Mexican Government Bans 
Import of Jewelry Items 


Reflecting the worldwide shortage of dol- 
lars, the Mexican Government has banned, 
for an indefinite period, imports of such 
jewelry trade commodities as diamonds, 
jewelry, watches, glass and crystal ware, 
fountain pens and pencils, leather wallets 
and purses, cértain cosmetics, radio re- 
ceivers and phonogranvhs. The action was 
taken under Article X of the U. S.-Mexican 
trade agreement of Dec. 23, 1942. 

Merchandise on Order prior to July 11, 
1947, may be imported by Mexico under 
certain conditions, the Commerce Depart- 
ment’s Office of International Trade said 
in an official interpretation of the ban. 
These conditions are: 

1—Merchandise shipped prior to July 11 
may enter Mexico, paying corresponding 
duties, upon prior presentation of bill-of- 

(Please turn to page 382) 
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EXCISE TAX CUT MAY COME IN ‘48 


Reduction of Excise Tax to Pre-War Levels Favored 


By Both Knutson and Taft; Sharp Senate-House Split 
In Ranks of GOP Is Result of Taft's Call for Tax Cut 


Congressional adjournment late in July 
stuck the jewelry trade with the 20 per cent 
excise tax rate until at least early next 
year, when Congress reconvenes and sets 
about to overhaul the entire tax structure. 

Various Congressional groups will con- 
tinue to study the problem during the re- 
cess months so that comprehensive legisla- 
tion will be ready for introduction next 
January. 

While there has been some talk of in- 
creasing excise rates, Chairman Knutson of 
the powerful tax-originating House Ways 
and Means Committee has let it be known 
privately that he favors cutting most excise 
rates back to pre-war levels, which in the 
case of jewelry would be 10 per cent. Cer- 
tain emergency excises might be eliminated 
entirely. 





A PRINCESS’ ENGAGEMENT RING IS DISPLAYED 





Displaying her engagement ring is one of a girl's greatest pleasures, even when the girl is 
heiress-apparent to the British throne. Here, Princess Elizabeth proudly displays hers at the 


garden party at which her engagement was announced. The ring 
platinum, the center diamond being a three carat Old English brilliant cut, surrounded by 
five small diamonds. The stones are heirlooms of the Mountbattens, the groom-to-be's family. 
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However, the Minnesota legislator also 
favors broadening the excise tax structure 
to include more items. This view is gain- 
ing strength in Washington both in and out 
of Congress. Industry groups have also ex- 
pressed their approval of such a move on 
the grounds that purchasing power is not 
cut as badly by such a tax as it is by exces- 
sively high personal income levies. It is 
held that consumers need not buy the 
articles in question if they believe the tax 
is too high. 





A last-minute effort to exempt 
jewelry items selling for $25 or less 
from the 20 per cent retailer’s excise 
tax was passed by the House on July 
22nd. 

However, in view of imminent 
Congressional adjournment, plus an- 
nounced Republican policy of eon- 
sidering tax reductions only as a 
whole, the bill’s chances of passing 
the Senate appeared even worse than 
slim. 

Tied on to a measure exempting 
the purchase of musical: instruments 
by institutions, etc., from tax, the 
move, in the form of an amendment, 
was introduced by Rep. Forand (D., 
R.I.) and paralleled closely the brief 
submitted by NEMJ&SA executive 
secretary Edward O. Otis-in April. 





Senator Robert A. Taft, Republican 
steering committee chairman, at a recent 
hearing before the Congressional Economic 
Committee said excise taxes, imposed in 
1944 to prevent undue war _ spending, 
should be repealed as soon as possible. 


REPEAL WAR-TIME INCREASES 


In announcing that the Federal excise 
levies, and particularly the war-time rate 
increases, should be repealed, Senator Taft 
said: “That certainly is the next step after 
a reduction in the war-time rates of indi- 
vidual income taxes now imposed on the 
American people.” 


(Please turn to page 382) 
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Thirteen Recommendations and Suggestions 


Presented to Commerce Dept. by Committee 


Continuing their efforts to make the ser- 
vices of the Department of Commerce more 
useful to the retailing fraternity, the Retail 
Advisory Committee, made up of repre- 
sentatives of 33 national retail trade as- 
sociations, recently presented to the Depart- 
ment a list of 13 recommendations and 
suggestions as to the needs of the trade 
insofar as Commerce activities are con- 
cerned. The jewelry trade was represented 
by officials of the American National Re- 
tail Jewelers Association. 

Of the 13 recommendations, the Depart- 
ment of Commerce has approved on three 
to date. These are: that the Retail Advisory 
Committee be made directly advisory to the 





Secretary and to the Department in all 
matters affecting retail distribution; that 
subcommittees be appointed to represent 
the various branches of the retail trade: 
and, that before any Census of Distribution 
is taken, the Department of Commerce 
confer with the Retail Advisory Committee 
for its recommendations. 

However, the most important recommen- 
dation from the standpoint of providing 
practical service to the retailer was turned 
down by the Department. This recommen- 
dation called for the creation of an Office 
of Retail Distribution within the Depart- 
ment to assist and serve retail merchants 
as distinguished from producers and manu- 
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Arthur Bauer Company, Inc. 


Featuring “Era Dynomatic” 


the watch without a regulator. 
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facturers. Such an office would have 
big step forward, but appropriatio 
make it impossible of achievement 
time. In fact, retailers may find themselye 
with less and less service from the various 
branches of the government as a result of 
budget slashes. 

The remaining recommendations, which 
called for the following steps to be taken 
have been taken under advisement by the 
Department and decision is expected jn the 
near future: full information on al] ac: 
tivities affecting retailing; a list of mate. 
rial relating to retailing—from all goverp. 
ment bureaus—-be maintained and kept up 
to date; basic statistical data be made 
available to retail trade associations and 
the trade press as soon as possible; the 
Retail Advisory Committee to be kept ip. 
formed of planned projects and the ap- 
propriate subcommittees be invited to cop. 
tribute to the preparation of such projects: 
that publications for retailers be written 
in the economic language of the “Main 
Street” merchant; a Census of Distribution 
he taken as soon as possible; the Depart. 
ment should confer with the committee on 
problems of classifications in the several 
retail trades for all statistical purposes: 
and that the Department clarify the func. 
tions and services to the retail trade of 
the various Field Offices. 

Several of these recommendations, par- 
ticularly those relating to the gathering and 
dissemination of material will be adversely 
affected by the appropriations cuts. 
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JSA Members Given Rate Reduction 


On Block Insurance Policies 


In recognition of the fact that the work 
of the Jewelers’ Security Alliance has ma- 
terially reduced losses from theft, hold-up 
and burglary against members of the Alli- 
ance, the insurance underwriters, effective 
July 1, 1947, have granted a special reduc- 
tion in the rate of premiums on jewelers 
block insurance policies to members of the 
JSA. 

This action was officially announced in a 
letter to the Jewelers’ Security Alliance on 
June 9, signed by William F. Boylan, of 
the St. Paul Fire & Marine Insurance Co., 
and chairman of the Jewelers’ Block Policy 
Committee. 

Simultaneous with this reduction in 
premium comes a broadening of the policy 
in that it will include mail travel via air 
as well as sea and land. Previously, an 
extra charge had been made to cover the 
hazard of air transportation but this has 
now been discontinued and pro rata credits 
are being given policy holders in all cases 
where present policies cover air travel. 

To express apreciation of the foregoing 
concessions and to help foster closer rela- 
tions and continued cooperation, the Execu- 
tive Committee of the Jewelers’ Security 
Alliance tendered a luncheon to the Block 
Policy Committee of the Insurance Under- 


writers at the Waldorf Astoria in New 
York City, on Tuesday, July 15. 
Various common problems were dis 


cussed and a spirit of mutual cooperation 
and helpfulness was evident, which will in- 
evitably redound to the benefit of the 
jewelry trade. 
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FTC Liberalizes Ruling 
On Use of “Sheffield” 
To Describe Silver Plate 


Back in 1923 the Federal Trade Commis- 
sion issued a cease and desist order for- 
bidding the use of the term “Sheffield” to 
describe silverplated ware unless the article 
was made in Sheffield, England, and manu- 
factured by the original Sheffield process of 
rolling a sheet of silver on a copper base. 

This regulation has now been liberalized 
by Modification Order No. 1068 issued Sat- 
urday, July 19. Silverplated goods, even 
when electroplated, and regardless of 
place of manufacture, may now be de- 
ccribed as being of “Sheffield Design” or 
of “Sheffield Pattern” so as to indicate 
clearly that the article described is a 
modern copy or reproduction of the design 
or pattern of a piece of silverplate manu- 
factured in Sheffield, England, in the 18th 
century. 

A further proviso calls for these descrip- 
tive words to be qualified by the phrase 
“Made in U.S.A.” or other words revealing 
the country where the article has been 
manufactured. These qualifying terms must 
be “of equal size and conspicuousness” 
with the term “Sheffield.” 

The revision of the order was issued on 
a petition of the National Silver Co. 
avainst whom the original cease and desist 
order was placed, but will of course have 
the effect of permitting all manufacturers, 
wholesalers and retailers to use the same 
practice—a point which should be helpful 
in the advertising and merchandising of 
modern reproductions of the famous 
Shefheld ware. 


Current Business Has Been O.K. 
Rhode Island Jewelers Report 


Rhode Island retail jewelers report that 
business has been exceptionally good dur- 
ing the past four or five weeks. 

William G. Thurber, secretary-treasurer 
of Tilden Thurber Co., describes business 
volume as beyond expectations, consider- 
ably ahead of 1945 but not as good as last 
vear. 

He says the stepup in activity is en- 
couraging and is traceable in large measure 
to the fact that better merchandise is com- 
ing back and that the retailer is once again 
able to get what he wants when he wants it. 

Unfilled orders are considerably down 
what they were following the ending of the 
war, a survey of the stores in the area re- 
vealed, 

Retailers in general belive that activity 
in jewelry would be raised phenominally 
with the elimination of the 20 per cent ex- 
cise tax and the necessity to saddle down 
jewelry with a price factor that scares pros- 
pective buyers away to other gift items on 
which no excise tax is levied. 

Stores are paying particular attention to 
window displays and to showcase displays 
in an effort to encourage gift buying of 
jewelry. The upturn in business in recent 
weeks is believed to reflect te some extent 
this added merchandising consciousness. 
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On the spot for supplies ? 









Get’em fast 
by Air Express 


You get supplies and equipment the fastest possible way when 
you specify Air Express. This speedy service makes hay out of 
shipping time—delivers you what’s needed in hours instead of days. 
Your shipment travels at speeds up to five miles a minute by Air 
Express. Because Air Express goes on all flights of all Scheduled 
Airlines, no time is lost waiting for loads to accumulate. Regular 
use of Air Express keeps your business running in high gear — 
helps give customers better service. Frequent flights to and from 
points overseas make foreign shipping problems simple, too. 


Specity Air Express-its Good Business 


@ Low rates — special pick-up and delivery in principal U.S. towns and 

Cities at no extra cost. @ Moves on all flights of all Scheduled Airlines. 
@ Air-rail between 22,000 off-airline offices. 

@ Direct air service to and from scores of foreign countries. 

Just phone your local Air Express Division, Railway Express Agency, 
for fast shipping action . .. Write today for Schedule of Domestic and 
International Rates. Address Air Express, 230 Park Ave., New York 17. 
Or ask for it at any Airline or Railway Express Office. Air Express 
Division, Railway Express Agency, representing the Airlines of the U.S. 









GETS THERE -1RS5T 


Fastest delivery —at low rates 


Engine parts (36 lbs.) picked up at Portland, 
Ore., factory late on 10th. Delivered to Los 
Angeles consignee 821 miles away, 9 AM on 
lith in time. Air Express charge — $8.84! 
Other weights, any distance, similarly inex- 


pensive and fasal 


1927— 20TH YEAR OF GETTING THERE First! —1947 
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Watch Material Jobbers 
Elect W. Kilb President 


The Watch Material Distributors Asso- 
ciation of America held ¢ three day con- 
ference at the Palmer House in Chicago 
on June 7, 8 and 9. 

This comparatively new organization in 
the jewelry trade held their first organizing 
meeting last January in Cleveland with 15 
supply houses participating. 

The recent Chicago conference was at- 
tended by nearly 50 supply houses repre- 
senting all sections of the country from 
coast-to-coast and from the Canadian bor- 
der to New Orleans. 

William Kilb, Kilb-Beck Co., Milwaukee, 





Wis., who was re-elected president, said 
that the Chicago conference probably 
brought together the largest number of 
watch material distributors ever assembled 
in a meeting. Mr. Kilb pointed out that 
this indicated the tremendous interest of 
the industry in planning for improved ser- 
vice to the watchmakers of the country. 

In addition to the election of Mr. Kilb 
as president, the following officers and di- 
rectors were elected: Fred Reid, Burton M. 
Reid Sons, Springfield, Ill., vice-president; 
Tobias Garon, Michigan Jewelers Supply 
Co., Detroit, Mich., secretary and Ben 
Glasser, The Merit Co., Cleveland, Ohio, 


treasurer. 


Elected to the board of directors were: 
M. A. Callaway, Ewing Bros., Atlanta, Ga.; 





An Entirely New Watch Band 
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Jack Fargotstein, Southland Jewelry Supply 
Co., New Orleane, La.; Orville Fuller, E, & 
J. Swigart Co., Cincinnati, Ohio; Fred 
Gluck, Martin Gluck & Sons, Ine., Pitts. 
burgh, Pa.; Louis Hayman, E. W. Reynold 
Co., Los Angeles, Calif.; William R. Kate 
William R. Katz Co., Dallas, Texas. ad 
Bert Nordman, Nordman & Aurich, San 
Francisco, Calif. 


ASSOCIATION'S OBJECTIVES 


When asked the objectives of the associa. 
tion, Mr. Kilb advised that like every othe; 
trade association, it is devoted to the inter. 
ests of the industry and its customers. 
Quoting from the constitution of the Watch 
Material Distributors Asociation of Amer. 
ica, President Kilb pointed to the folloy. 
ing objectives: 

1. To establish a more friendly business 
relationship among members of the indus. 
try so that by their cooperation the stand. 
ards of service to the “trade” might be 
raised to the highest possible level. 

2. To establish a code of ethics for the 
industry that will discourage unethical 
trade practices but will foster fair and 
honest standards of business practice. 

3. To promote a more friendly business 
relationship between distributors of watch 
materials and the watch repair industry. 

One of the immediate programs of the 
association is the standardization of watch 
material cabinets. Standardized dimensions 
will permit “stacking” of cabinets so that 
the watchmaker can more easily maintain 
his inventory of parts and materials in a 
more compact and smaller space, adding 
efficiency and reducing waste. 

Mr. Kilb was generous in his praise of 
his co-directors who helped execute the 
plans of the very successful recent confer. 
ence in Chicago. 


Heads Travelers Aid Drive 


Henry I. Jacobson, president of Jacob- 
son Brothers Diamond Corporation, will 
serve as chairman of the Jewelry Division 
in the 42nd annual maintenance appeal 
for the Travelers Aid Society of New York. 
Thomas W. Balfe, vice-president and a 
director of National Distillers Products 
Corporation, is general chairman of the 
drive, which has a goal of $400,000 and 
which began July 21. 

Mr. Jacobson will direct a committee of 
men in the jewelry field, who will. solicit 
contributions for the Travelers Aid So 
ciety. His committee forms a part of the 
Commerce and Industry Division, compris 
ing more than 150 prominent New York 
businessmen working for the drive. 

Last year the Travelers Aid Society gave 
assistance to 171,973 persons in need of 
transportation, shelter, food, housing 
other tangible help. 

Among this number were 8,000 persons 
arriving in New York from abroad, who 
were assisted by the Port Department. A 
second group included 799 runaways who 
were returned home or otherwise assisted 
by Society workers. The remainder of 
those helped were travelers who came 10 
the agency’s offices in the terminals and 
bus stations with various problems. 
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Employers, Student's Relatives and Friends 
Attend Open House at Watchmaking School 


The Joint Apprenticeship Committee of 

the San Francisco Bay Area held open 
house for the watchmakers classes that are 
being conducted at the Samuel Gompers 
Trade School in San Francisco on Tuesday 
evening, June 17. This was the first of a 
planned annual school affair. 
The purpose of the open house was to 
demonstrate the facilities made available 
for the training of watchmakers. Employers 
in the area, along with relatives and friends 
of the students, were invited. 

The large turnout was gratifying to the 
Committee who prepared the demonstra- 
tion, inasmuch as the class has only been 
functioning one semester. Excellent watch 
escapement drawings and hand-made small 
parts of watches and tools made by the 
students were on display. The class and 
each bench is fully equipped with all mod- 
ern instruments and tools. The instructor 
of the class is Claude Gilbert West, for- 
merly employed by Granat Bros. 

The class consists of 15 day-time students 
who will have to complete two full years 
of bench work at the school. During the 
third year it is the plan of the committee 
to place each of these students in jewelry 
stores or watch repair shops in the area 
four hours a day for practical bench experi- 
ence. The other half of the day will be 
spent at school for further instruction. 
Upon graduation, students will be eligible 
for the final year apprenticeship or journey- 
man positions, depending upon the indi- 
vidual’s ability. 


NIGHT CLASSES 

Thirty-five students are attending night 
classes for additional, instruction while 
working under the “On-the-Job Apprentice- 
ship Training Program.” These students 
will continue to attend school two nights 
a week until their apprenticeship courses 
are completed. Ninety per cent of the stu- 
dents in both the day and night classes 
are veteran trainees. 

Inasmuch as the Union was the prime 
mover in the establishment of this school, 
George F. Allen, business manager of the 
Watchmakers Union, was asked to intro- 
duce the representatives of the San Fran- 
cisco Board of Education, employers, and 
the Union officials present during the eve- 
ning. 

The San Francisco Board of Education, 
who is financing the school, was repre- 





q Formal opening of Thad B. Reese, Inc., 
Jewelers and silversmiths, was recently 
held in Albany, Ga. Organized by Thad 
B. Reese, Inc., the firm has 165. stock- 
nolders. Officers and directors in addition 
to Mr. Reese, president and general man- 
ager, include W. L. Jones, vice-president; 
Jerry Butt, secretary-treasurer; directors 


- D. W. Brosnan. C. S. W. Joiner, C. J. 


Knight. John Duke, W. L. Jones, Jerry 
Butt and Thad B. Reese. 

The stock of merchandise of the new 
store which measures 24 by 65 feet and 
is modern throughout, includes _ silver, 
china, glassware, jewelry, and a variety of 
art pieces and lamps. 


FOR AUGUST. 1947 





sented by Robert J. Stoffer, Coordinator, 
Trade and Industrial Education, who deliy- 
ered a brief address and congratulated 
both the Union and employers for their 
excellent cooperation in making this school 
possible. 

The establishments officially represented 
during the evening were: Granat Bros.; 
Albert S. Samuels Co.; Milens Jewelers of 
Oakland; Lewis Wuele Co. of San Fran- 
cisco; Mission Time Service of San Fran- 
cisco; Henry Stiavelli Co. and King Bros., 
both of San Francisco. 

The Union was represented by James 
Glasser, vice-president; William Thomson, 





Secretary; Alvin Christian, executive board 
member, and Oscar Hansen, member of 
the school committee. | 

Arthur Forsgren of the Albert S. Sam- 
uels Co., who was chairman of the open 
house committee, spoke on the benefits and 
advantages to be gained from the school, 
stating that with the same continued co- 
operation of labor and management in sup- 
porting the school, the industry will bene- 
fit for years to come. 

In closing George F. Allen stated that it 
was the intention of the Joint Apprentice- 
ship Committee to make the watchmakers 
school at Samuel Gompers one of the out- 
standing schools in the country. 

The sound motion picture’ entitled 
“Time”, furnished by the Elgin National 
Watch Co., was shown and enjoyed by all 
present. 
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The Future Looks Bright 
For New England Mfrs. 


Things are looking up for the jewelry 
manufacturer of New England. This is 
particularly true of the producers of quality 
merchandise. 

Factories are taking back some of the 
help that had to be laid cff when the bot- 
tom seemingly fell out of the jewelry manu- 
facturing business about the first of the 
year. 

Demand has started to return for costume 
jewelry—especially for the new designs. ‘ 

Department of Labor figures for June 
show that the decline in total jewelry pro- 
duction workers in the Rhode Island area 
reached bottom in June. 















There are no figures available to show 
what has happened since that time but many 
manufacturers report hiring activities on a 
moderate scale. 

Employment figures for June are signifi- 
cant, however. They show that the total of 
15.251 persons employed that month in 
Rhode Island represented an advance over 
all the months of 1945 with the exception 
of December. 

The June total was only 323 under the 
May aggregate, indicating that bottom had 
heen reached.’ ‘The drop in the preceding 
month—from April to May—was 1454. The 
industry lost 1281 hands in the period from 
March to April. 

Manufacturers who have been able to 
come out with new items have seen a 
definite stepup in business activity in the 
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Of course you can...immediately...with the 


NEW HERMES “0272alle 


The World’s Finest Engraving Machine 


Now the time has come when you 
too need additional sales and 
additional income through imme- 
diate engraving service. 


New Hermes Portable engraves on 
jewelry, silver, flatware, fountain 
pens, watches, compacts, etc....in 
a matter of seconds...equal to 
hand engraving. 


It eliminates merchandise returns 
and refunds. 

More than 2000 stores, among 
them the leading jewelers, are using 
the New Hermes Portable. Why? 


It is so simple to operate! 
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month of July. One of these—located in 
Providence—laid off only 50 persons at the 
height of the slump. Many of them have 
heen reinstated, and the prospects are tha 
the employment level there will exceed the 
previous peak by 100 or more workers be. 
fore the end of the year. 


TAKE ADVANTAGE OF SLUMP 


A number of the New England manu. 
facturers have taken advantage of the bus. 
ness slump to rearrange their factories and 
the result has been a more efficient setup jp 
a number of cases. Production flow has 
been aided and needless handling and over. 
lapping have been eased and in some jp. 
stances eliminated. 

There is a general feeling that suryiya] 
hinges on being able to make a good shoy. 
ing from a competitive standpoint. ff. 
ciency lessons learned on war jobs during 
the past few years are being put into Oper: 
ation. Designers are working overtime jp 
an effort to produce products that will 
bring business in a _ highly competitive 
crusade for the consumer’s dollar. 


C. Purdom Receives Honor 


Charles Purdom, veteran watchmaker, 
was honored on June 20 by having a class. 
room dedicated to him at the Western 
Pennsylvania Horological Institute by Wil- 
liam O. Smith, president and _ technical 
director of the school. Mr. Purdom is 
associated with American Time Products 
as special representative. He travels free 
lance over the country showing and in- 
structing watchmakers in the advantages 
of the electronic testing machine known as 
“Watch Masters.” 

The Purdom Room is the final testing 
laboratory at WPHI. Twenty-three Watch- 
Masters are so arranged that each two 
students may have the use of a machine 
as needed. The classroom is provided with 
watchmaker benches equipped with Dazor 
flourescent lights for each student. Motion 
picture equipment is included among the 
school’s visual aids. 

Mr. Smith hopes that the plaque which 
was unveiled when the room was dedicated 
will be an inspiration to the students 
pursuing the course in watchmaking. 





Charles Purdom (above right) was recently 
honored by the Western Pennsylvania Horo- 
logical Institute by having a classroom dedi- 
cated to him. William O. Smith, president 
and technical director of the school, 's 
shown above presenting a plaque to Mr. 
Purdom for his achievements and contribu: 
tions to the science of horology. 
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Watchmaker Licensing 
ls Urged for Illinois 


The need for watchmaker licensing was 
the main theme of the sixth annual confer- 
ence of the Illinois Watchmakers Associ- 
ation held in the Embassy Room of the 
Morrison Hotel on June 20, 1947. The 
affair was one of the most important meet- 
ings in the organization’s history. 

Edward Falkenhayn, Sears, Roebuck & 
Co. gave a brief talk on the progress of 
House Bill 596, the bill that would require 
persons who purport to be watchmakers to 
prove their qualifications in order to obtain 
a state license. Mr. Falkenhayn told those 
wn attendance the difficulties the board of 
directors had encountered in regard to the 
watchmaker licensing bill. He made a plea 
for the uniting of the Chicago Horological 
Guild and the Illinois W atchmakers Asso- 
ciation and after a lively discussion the 
merger was completed. 

J. F. Macke, who acted as master of 
ceremonies. conducted the election of the 
new oficers. The following members were 
chosen to serve for the coming year: Gerald 


Armbrust Chain Company 
Erecting Modern Factory 


Displaying faith in business prospects in 
seneral and in the future of the jewelry 
manufacturing business in particular, Arm- 
brust Chain Co. of Providence is erecting a 
new, modern factory building that will 
double its production area. ‘ 

Gottlob Armbrust, president and _ trea- 
surer, says that business was never better 
and that he would be able to hire a num- 
ber of additional workers if his factory 
space permitted it. 

The reason for this is that during the 
past five years it has not been possible to 
make brass chain and as a result handbag 
makers and other users of brass chain have 
turned to other materials. They also bought 
chain made of a cheaper material. 


BRASS CHAIN AGAIN AVAILABLE 


Now that the brass chain is again avail- 
able the dress trimming trade and the hand- 
bag manufacturers are becoming big con- 
sumers of it. Chain for handbags is again 
stylish. 

With no possibility of expanding at its 
present location where two floors of a 
seven story manufacturing building are 
occupied, Armbrust has decided to con- 
struct its own building notwithstanding 
high costs. 

It will be located at 735 Allen’s Ave., 
Providence, and will have 55.000 square 
feet of floor space, or about double the 
present factory size. 

This company has not felt the decline in 
Jewelry business activity. It employs 125 
Persons now and expects that when the new 
building js completed early next year the 
employment level will be boosted to 200 or 
more, 

: In making the move, Armbrust is also 
Improving the efficiency of his plant and 
making room for future erowth. 
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C. Kimes, Watson & Co., president; Wil- 
liam Pillath, Jr., American Time Products, 
vice-president; Harris Kijak, Arvin Watch 
Co., treasurer; Alfred Schierer, executive 
secretary, and Herb Johnson, recording 
secretary. Elected to serve on the board 
of directors were: Edward Falkenhayn, 
Sears, Roebuck & Co.; Harry A. Fackler. 
Tell Bros.; William Wilkie, Montgomery 
Ward & Co.; John Peterson; A. H. Will- 
now, and Sam Strankay. 

Jack Lund, while reporting on the results 
ef the nominating committee and acting as 
monitor of the eleetion, gave a brief his- 
torical sketch of the Chicago Horological 
Guild since its inception in 1935 and listed 
the advantages of merging the two watch- 
maker organizations. 











NEW NO. 250 ZIPPO. HIGH POL- 

SSH. Mirror-bright Chrome Cases— 

at a real low price. Superb gift 
$3.50 Superb gift item. 


All prices shown on this page 


are retail, Write for discounts. 





Not illustrated, Sterling Silver 
and Gold Cases, $15 to $175 
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NO. 280 ZIPPO. Embossed 
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Gerald C. Kimes made an acceptance 
speech and complimented the outgoing of- 
ficers on their work and outlined an inten- 
sive program for the coming year. 

The Chicago Horological Guild com- 
pleted its summer* program with two well 
attended events. The first event was a pic- 
nic at Lake Herrick highlighted by sundry 
sports events and good food and weather. 
The second outing was a tour through the 
Elgin National Watch Factory, attended by 
80 members and guests, with transportation, 
movies and a full course dinner furnished 
through the courtesy of that firm. 

The Guild completed its schedule on 
July 1, 1947, when it combined all its 
activities with, and will be known as the 
IHinois Watechmakers Association. 





















NO. 200 ZIPPO. Brush Fin- 
ish Silver-like Case. Known 
and demanded the world 
over as the best valve re- 
gardiess of price. $2.50 
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NO. 175 ZIPPO. SPORTS 
LIGHTER. All leading sports 
designs (just a few shown); a 4 
ideal for contest and tourna- age | 
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Z#PPO Sure-Sparking FLINTS. 
Package of four 10¢. Card 
holding 36 packs $3.60. 

ZIPPO quick-lighting, long-burn- 
ing FLUID in new, easy to pour 
container. $.25. 

The complete line of ZIPPO Lighters are nation- 
ally advertised to quicken your turnover. Order 
early — take advantage of tremendous fall na- 
tional advertising campaign now starting. Re- 
member ZIPPO Lighters are fair traded. Origina- 
tors of fast FREE REPAIR SERVICE that doesn’t 
cost you or your customer a cenf. 





Montreal! Jewelers Hear 
Program of CJI Outlined 


More than 150 Montreal jewelers to- 
gether with some out-of-town members, 
gathered in the Mt. Royal Hotel in 
Montreal under the chairmanship of Hu- 
bert Gaucher, president of the Province 
of Quebec Jewellers Association to hear the 
story of the Canadian Jewellers Institute. 

The chief speaker for the evening was 
Fred E. Belsham, chairman of the Institute 
Publicity Committee, who outlined the In- 
stitute’s program of trade training and 
certification. 

Mr. Belsham, who has spoken in many 





parts of eastern Canada on this subject, 
pointed out the needs of the Institute and 
the part every jeweler can play in it. There 
is a pronounced lack of adequate training 
facilities in Canada, he said, and the Ca- 
nadian Institute is the organization that can 
overcome this lack. The Institute needs 
strong financial support, he added, since no 
educational body can ever be completely 
self-supporting 

Over 1300 watchmakers have already 
joined the Watchmakers’ Division, Mr. 
Belsham stated, and the Gem-Setters Divi- 
sion has already begun. He told those as- 
sembled of the Institute’s plans for the 
formation of a retail sales course—a course 
that will not only provide sales training, 
but also impart information on merchandis- 
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NOW WITH NEW TAIL STOCK... 
SPINDLE HOLDS REGULAR WIRE CHUCKS 


Shecialy designed 


for Modern Watchmakers 


he 
A: lathes. with plain push tail stocks will now have this type of 
spindle. Delicate sensitivity for drilling the smallest holes. Powerful 
: Clamp on spindle locks it securely when doing work between centers. 
- Convenient INTERCHANGEABILITY of draw-in bars in tail 
and head stocks. Unlimited possibilities in this New Design as com- 
pared with old style tail stock with only tiny taper hole in spindle. 
Serves as roller remover by holding balance staff in head, grasping 
roller table in tail stock and twisting slightly......the roller is 


removed with perfect ease. Beautifully Nickle Plated Throughout. 


TO BE SURE OF THE FINEST.....ASK FOR LEVIN TOOLS 


Model H— New push-type 

ES tail stock .. only $153.25 

Lut O72 || Model B—New push-type 
tail stock... only $139.10 


MANUFACTURERS OF WATCHMAKERS 
TOOLS SINCE 1972 


782 EAST P!ICO BOULEVARD 
LOS ANGELES 21, CALIFORNIA 












ing aspects of gemstones, precious Metals 
watches, clocks and silverware. There i 
a great need in Canada for this type of 
training, he said, and many jewelers had 
indicated that they would like to see such 
a course sponsored by the Institute. 

G. “Dinny” Dinsmore, president of the 
Canadian Jewellers Association, also ad. 
dressed the meeting, inviting Support for 
Institute and Association activities, Stating 
that there was a great need for such 
united trade activity. 

Mr. Gaucher then conducted a ques- 
tion-and-answer period during which ques. 
tions were answered by Robert E. Day. 
chairman of the Endowment Fund Can. 
paign, and Norman J. Leach, Bursar fo; 
the Institute. 
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Pen and Pencil Makers 
Elect Pearce President 


An interesting program was responsible 
for the excellent attendance at the annual 
meeting of the Fountain Pen and Mechap. 
ical Pencil Manufacturers’ Association 


+] 


‘Inc., held at the Hotel New Yorker, New 


York, on June 26, 1947. Speakers and the 
subjects they discussed are as follows: 
Joseph P. Templeton, Joseph Dixon Cr- 
cible Co., “Credit Outlook”; Theodore 
Hirsch, Stratford Pen Corp., “Salesmen 
and Selling”; and A. H. Berwald, retiring 
president of the association, “Looking 
Ahead.” H. L. Moody reported on the 
past, present, and contemplated association 
activities. 

Commenting on various estimates that 
have beeg made of the volume of fountain 
pens and mechanical pencils now being 
manufactured, the organization stated that 
perhaps a fair estimate of current produc- 
tion would be at the rate of $150,000,000 
annually at retail prices. 

An election of officers and executive com- 
mitte of the association for the year be- 
ginning July 1, 1947, was held and the 
following were chosen to serve: President, 
Norman L. Pearce, Eberhard Faber Pencil 
Co.; Vice-President, Ivan D. Tefft, The 
Parker Pen Co.; Treasurer, Clinton E. 
Marshall, Marshall & Meier; Secretary, 
Vincent F. Haggerty, Paramount Pen (Co., 
and Chairman of the executive committee, 
A. H. Berwald, Eagle Pencil Co. 

Members of the executive committee i0- 
clude: George E. Bartol. C. Howard Hunt 
Pen Co.; J. R. Frank. American Improved 
Products, Inc.; Stephen H. Harrington, 
Brown & Bigelow: Theodore Hirsch, Strat- 
ford Pen Corp.; Julius M. Kahn, David 
Kahn, Inc.; C. K. Lovejoy, Moore Pen 
Co.; Sylvester G. Lipic, Ritepoint Co.; 
Bert M. Morris, Bert M. Morris Co.; Hy 
Morris, Universal Fountain Pen & Pencil 
Co.; Horace B. Van Dorn, Rite-Rite Mfg. 
Co.; W. Frank Wallace. Aladdin Fountain 
Pen Mfg. Co., and Frank D. Waterman, 
Jr., L. E. Waterman Co. 





Celebrates Anniversary with Stunt 

Anger’s jewelry store. Talbot St., St. 
Thomas, Ont., celebrated its tenth birth- 
day by giving a free airplane ride with the 
purchase of each diamond ring during the 
month of June. 
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New Brunswick Jewelers — 
Discuss CJA at Meeting 


Two subjects were given special attention 
at the annual dinner meeting of the New 
Brunswick Jewelers Association, held re- 
cently at a local hotel. 

The birth of the Canadian Jewellers In- 
stitute was one subject. It was given 
major attention, from the introduction by 
the retiring president of the NBJA, Alex 
Elliott, in his report of the past year. He 
pointed out that the Dominion organization 
is protecting ihe trade and industry by 
training and certifying young jewelers and 
watchmakers so that the public could be 
assured that possessors of a CJI certificate 
are skilled craftsmen. It was agreed at 
the meeting that the CJI is the biggest 
thing attempted by the trade in many 
years. 


PROPOSAL SUBMITTED 


The second topic discussed specifically 
was that of a proposal to organize a mari- 
time provinces zone of subsidiary assogia- 
tion of the Canadian Jewellers Association. 
It was cited that the individual provinces of 
New Brunswick, Nova Scotia and Prince 
Edward Island would have far more 
strength and importance if they concen- 
trated in one group for affiliation with the 
Dominion body. rather than be separately 
represented. However, this would not in- 
volve the elimination of the provincial 
units, which would undoubtedly continue to 
function on their own. It was decided to 
delegate this subject to the new executives 
for special attention in the near future as 
it is likely to involve conferences with the 
executives of Nova Scotia and P.ELI. 
groups. 


ANNUAL REPORTS 


In their annual reports, Alex. Elliott, re- 
tiring president, and E. A. Bradley, retiring 
secretary-treasurer, stated that indications 
point to a general business recession, al- 
though the outlook for the jewelry trade 
this year appeared to be favorable. Mr. 
Bradley reported the most important action 
of the past fiscal year of the provincial 


Partners Open Modern Store 


After traveling to the west coast and 
picking up ideas on modern design, Hal 
Trifon and his partner opened Coronet 
Jewelers in the Albany Hotel, Denver, Colo. 
A unique feature of their new store is the 
window layout which allows complete and 
unrestricted visibility of the interior. A 
display case for diamonds and rings per- 
mits customers to sit down, thus achieving 
ease and privacy. 

The lighting is a pleasant combination of 
spotlights and diffused fuorescent. The 
walls and ceiling are a light delicate blue 
which tones up the color of the limed oak 
cases. The floor is made of oak parquet, 
which adds a note of richness to the in- 
terior. Among the other features of the 
new store is a lobby with a twelve foot 
display window within plus a street door 
entrance as well. 
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organization was support of the CJI. He 
gave the financial condition of the NBJA 
as good. Mr. Elliott said that since the 
NBJA was organized seven years ago, the 
presidency had become, annually, more 
linked with travel througn the province as 
a liaison between the provincial executive 
and association and the district units which 
have made their appearances as subsidiaries 
of the provincial association. 

Named for the new slate were: Frank F. 
Shute, of Fredericton and Saint John, in 
the presidency; Arthur Clogg, of Moncton, 
first vice-president; H. Williston, of New- 
castle, second vice-president; Charles E. 
Anderson. of Saint John, secreary-treasurer. 
Mr. Shute succeeded his father, the late 
Arthur A. Shute, as head of Shute & Co., 
operating an old established jewelry store 
in the center of Fredericton. Several years 





ago, he also bought out the Gard Jewelry 
store in the center of Saint John, and is 
continuing this old established business, 
under the Gard title. His father had 
founded the Shute jewelry store about 55 
years ago, and died about two years ago. 
The Gard store had been established about 
80 years ago by the late W. Tremaine Gard, 
and the business was steadily owned by the 
Gard family until the sale to Mr. Shute. 
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Partners Open Another Store 


Samuel S. Smalley and Joseph Margolin, 
owners of Small’s Jewelers, Norway, Me., 
recently celebrated their first anniversary 
in business, and to make the celebration 
a gala one, have opened another store 
known as King Jewelers at Mechanic 
Falls, Maine. 
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Mexico Bans Import of Jewelry 
(From page 373) 


lading to the National Committee for the 
Control of Importations. 


2—Merchandise shipped after July 11 
may be imported only if the following con- 
ditions are fulfilled: That contracts exist 
entered into prior to May 18, 1947; that 
the contract be bona-fide; that delivery of 
the merchandise included in the contract 
had been fixed for any date before Oct. 15, 
1947; that payment had been made, or an 
advance on account of same, or the form 
of payment for the merchandise had been 
fixed, or, that the entry of the merchandise 
is necessary in order to avoid serious in- 
jury to the importer or to the foreign 
exporter. 


OIT pointed out that if the National 
Committee, at a later date, establishes 
import quotas in place of the absolute pro- 
hibitions, imports effected during the 
transitory period shall be deducted from 
the total quota which may be determined. 
This provision is made in Article VI of 
the trade agreement. 


Restrictions of this nature are of a 
transitory character, OIT said, and may be 
modified “as the equilibrium of the Mex- 
ican balance of payments may be 
achieved.” Emphasizing the temporary 
character of the ban, the State Department 
said in an announcement that the decree 
“envisages that quotas will later be estab- 
lished to replace the suspensions.” 
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Excise Tax Cut May Come in ‘48 
(From page 373) 


With this kind of backing, it is reason- 
ably certain to expect a reduction in war- 
time excise rates next year, but at the same 
time the levying of excise taxes on a wider 
range of items and the elimination of some 
of the hidden manufacturers’ excises will 
also probably be written into law. Recog- 
nizing that such a move would in effect be 
a selective sales tax, Congress will shy away 
from applying excises to anything that 
might be construed as a non-luxury com- 
modity. 


TAFT'S COMMENTS DRAW FIRE 


The Senator’s demand for priority of 
excise tax reductions, after individual in- 
come taxes are cut, raises new issues in 
the tax outlook. Ranking member of the 
Finance Committee majority, Senator Taft 
is a strong force in the domestic legislative 
setup. 


His view on excises collides sharply with 
considerable sentiment in the House Ways 
and Means Committee, where bigger and 
better excises, instead of reductions, are 
favored. The committee has _ advisory 
groups working with it which advocate 
major reliance on excises as a revenue 
raiser. The idea is reflected in proposals 
of Representative Gearhart that the excise 
tax structure be greatly strengthened. 
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Limited Quantity 


available immediately 


INGRAHAM 


WATCHES 





¢ Ingraham Trojan Chrome 


*with expansion bracelet 


5.35 net 


¢ Ingraham Treasure Yellow 
with expansion bracelet 
6.25 net 


¢ Ingraham Cameo (illustrated) 
with expansion bracelet 
7.75 net 


The Ingraham Sentinal FAIR 
TRADE line of watches & 
clocks are worthy of your 
store. 


LOUIS SICKLES 


1015 CHESTNUT STREET 
PHILADELPHIA, PA. 


Distributor for Ingraham Products 
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Jewelry Crafts Assn 
Presents Student Awards 


At the graduation exercises held on 
June 24, 1947, at the George Westinghouse 
Vocational High School, located at Flat- 
bush Ave. Extension Brooklyn, New York, 
the Jewelry Crafts Association presented 
the Lt. Albert A. Verber Memorial Award 
to Manfred Meyer, for his general excel- 
lence in classes and outstanding work in 
the Jewelry Department. I. David Cohen 
is the principal of this school. 

It may be remembered that approxi- 
mately 20 years ago, the Jewelry Crafts 
Association, in an endeavor to train boys 
of high school age to become jewelry crafts- 
men, sponsored a jewelry class under the 
auspices of the Board of Education. After 
searching at length for an instructor to 
meet the vocational and educational re- 
quirements of the Board of Education, it 
was discovered that Mr. Verber possessed 
the necessary qualifications to teach jewelry 
classes. 

Jacob H. Schaffer, Shinan Bros. & Co., 
Inc.. gave Mr. Verber a rigid technical test 
which he passed with credit, and on March 
17. 1930, he was appointed as the firs! 
regular jewelry instructor in the Central 
High School, located on East 42nd St. in 
New York City. Mr. Verber taught at this 
school until October 1, 1937, when he was 
transferred to the School of Industrial Arts, 
now located at 211 East 79th St., New 
York City. 

Lt. Verber continued to instruct in the 
School of Industrial Arts until September, 
1942, when he enlisted in the U. S. Naval 
Reserve. He received his wings at Corpus 
Christi in February, 1943. Lt. Verber was 
killed in a crash take-off at Lynchfield. 
Va., in the month of November, 1943, while 
piloting a “Wildcat” F. M. (1). 

The association also made another award 
at the tenth commencement excercises held 
on June 25, 1947, at the Forest Hills High 
School, located at 67-09 110th St., Forest 
Hills, New York, to Stuart Levin, for ex- 
cellence in art metal work. Leo R. Ryan 
is principal of this school. 
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May Retail Sales Down 9% 


The Bureau of the Census, Department 
of Commerce, recently instituted a new 
system of compiling monthly retail jewelry 
store sales. Under the new system an esti- 
mate of retail jewelry store sales based 
upon fairly intensive field work is con- 
ducted in the 60 or 70 more important 
trading centers of the country. The re- 
vised monthly tabulation consists of a table 
of jewelry store sales showing the percent- 
age change in sales comparing the most 
recent month with the preceding month 
as well as with the same month of the 
preceding year. The table also gives the 
percentage changes in sales for the year 
to date from the same period of the pre- 
ceding year for each city of 100,000 popu- 
lation and over in which the Bureau con- 
ducts the survey. 

Sales of independent jewelry stores were 
nine per cent lower in May, 1947, than 
during the same month of 1946, according 
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to this data. May, 1947, jewelry store sales, nearly 30 years of successful store opera 
compared with those for April, 1947, tion. Richard F. Case, now sole ownet 
showed an increase of 20 per cent. will continue to operate the business under 

The following cities are the only ones the name of Wolmer & Case. The firm 
showing an increase in sales for May, 1947, stated that there will be no change in 
as compared with May, 1946: Birming- capital nor operation. 


ham, Ala., gained one per cent; Los An- am 
: > >. ; ° 
geles, Calif., six per cent; Baltimore, Md.. Wholesale Sales Decrease 24 A 
Jewelry wholesalers sales were 24 per 


11 per cent; Columbus, Ohio, nine per 
cent; Toledo, Ohio, seven per cent; : : 
Veunqetewn, Gbide, claht- ner cont, and Pert cent lower in May, 1947, than during the 
. ‘ Se th of 1946, according to data 
Worth, Texas, three per cent. a . 5 
, P from 38 firms throughout the Middle At- 
lantic, East North Central and Pacific coast 
states compiled by the Census Bureau. 
Sales were only three per cent lower in 
May than during the preceding month of 
April. 











Partner Retires From Business 


On July 1, 1947, Ralph U. Wolmer re- 
tired from the firm of Wolmer & Case, 
Willimantic, Conn., after 
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Lovely Puchkoff boxes add just te Ee 
the right touch to fine costume Ase 
jewelry ... they are a proved sales 
stimulant. 
Puchkoff costume jewelry boxes 
are immediately available from stock 
or can be made to your particular 
specifications, in — 
white, embossed ... transparent 
satin lined... brilliant foil 


Send for the new Puchkoff 
Jewelry Packaging Catalog 
giving complete details and 
prices of costume jewelry 
boxes and other Puchkoff 
Packaging specialties. 






BP. PUCHROFFE & SONS Inc. 
220 KOSCIUSKO ST. BROOKLYN 16,N. Y. 
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SPRING WOUND 
ALARM CLOCKS 


LUX CHILTON 





Retail $3.00 


PLACE YOUR ORDER NOW 
TO INSURE FALL DELIVERY 
OF THESE POPULAR CLOCKS 


Louis SICKLES 
1015 CHESTNUT STREET 
PHILADELPHIA, PA. 











Award Champions Rings 
To St. Louis Cardinals 


Once again the Hess & Culbertsan Jew- 
elry Co. of St. Louis received the award 
from the Baseball Commissioner to supply 
the championship rings for the St. Louis 
Cardinals. Hess & Culbertson were the 
recipients of this honor the last time the 
Cardinals won the World Series in 1944. 
Clarence D. Henry of that firm handled the 
transaction. Rings were priced at $100.00 
each. 

Ford Frick, president of the National 
League, presented the team with their 
championship rings. Each ring, in a va- 
riety of white and yellow gold mountings, 
was, as pictured, a one-quarter carat dia- 
mond set in a synthetic ruby mounted in a 
fourteen-karat gold ring with the Cardinal 
insignia on each side in hard red enamel. 

Mr. Frick, pinch-hitting for Baseball 
Commissioner “Happy” Chandler, who be- 
cause of a previous engagement could not 





The ring pictured above is the champion- 
ship ring presented to members of the St. 
Louis Cardinal's 1946 team. 


be in St. Louis, said he was particularly 
happy the Cardinals won the 1946 Series 
because the Boston Red Sox were such 
overwhelming favorites that nobody gave 
the Cardinals a chance before the Series. 

The Cardinals who received the rings on 
Friday, June 27, 1947, before a crowd of 
better than 15,000 fans were: Manager 
Eddie Dyer: Coach Clyde (Buzzy) Wares: 
Alpha Brazle; Harry Brecheen: Ken Burk- 
hart; Joffre Cross: Murry Dickson; Ervin 
Dusak; Joe Garagiola; John Grodzicki, 
George Kurowski; Marty Marion: Terry 
Moore: George Munger: Stan Musial: 
Howard Pollet; Del Rice; Al Schoendienst; 
Dick Sisler; Enos Slaughter and Ted 
Wilks. 

Rings belonging to members who were 
associated with the Cardinals in 1946 but 
who are no longer with the team will be 
mailed to them, according to Public Rela- 
tions Director Jim Bassford. 


Wholesaler Moves to New Location 


After more than 25 years in one location 
at 203 N. 7th St., St. Louis, Mo., the Rosen 
Jewelry Manufacturing Co. recently an- 
nounced the removal of their offices and 
salesroom to the third floor of the Paul 
Brown Building, 818 Olive St., St. Louis. 
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insurance 


National 
Jewelers 
Mutual 


can save 
you this 


YEs. jewelers who insure with 
the ‘“Jewelers Own Company” 
are currently receiving a divi- 
dend of 40% on fire insurance 
and 25% on extended coverage. 
They are sharing in the savings 
of a strong mutual company 
writing preferred risks. Write 
tor complete details. 


National Jewelers Mutual 
Fire Insurance Company 


104 E. Wisconsin Ave. Neenah, Wis. 
Offices in Milwaukee, Chicago, New York 


RARER REELS NIRA 
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The West Coast 


q Bert Block has opened a fine new jewel- 
ry store at 1311 Fourth Ave., in the heart 
of the metropolitan district of Seattle, 
Wash. 

q A new silverware, jewelry and gift de- 
partment has been opened near the Pike 
St. entrance of the J. C. Penney & Co. 
store in downtown Seattle, Wash. This 
new department replaces the watch-repair 
shop which was maintained in that loca- 
tion by Penney’s for some time and fea- 
tures a host of jewelry and silver articles 
for the main floor shoppers. 

q Louis Orsie staged a grand re-opening 
celebration for his completely remodeled 
jewelry store one-half block east of How- 
ard St. on Main Ave., Spokane, Wash. 
There since 1907, Orsie’s has been serving 
the people of Spokane for 40 years. His 
store has been completely revamped and 
renovated, brightening the site within and 
without. Completion of the remodeling 
program has permitted widening of stocks 
and greater diversity of jewelry merchan- 
dising with complete new departments. 
q Even though July 5th was proclaimed a 
legal holiday by Governor Mon Wallgren, 
of Washington state, long established jew- 
eler of Everett, Wash., the jewelry stores 
and other merchants got together and de- 
cided against the three-day holiday this 
year. They took action through the Seat- 
tle chamber of commerce to re-open for 
business after July 4th, and keep open 
on the 5th during the usual Saturday 
hours, indicating perhaps a change in the 
trend of too much leisure time for em- 
ployees and the long holiday periods which 
have been prevailing when holidays fall on 
a Friday. 

q Friedlander & Sons, jewelers of Seattle’s 
Fifth Ave., have provided for a public ser- 
vice and big radio thrill by staging a radio 
program, “America’s Town Meeting of the 
Air,” presented at the Civic Auditorium 
on July 24. The Town Hall and the 
American Broadcasting Co. combined to 
present this treat over station KJR to a 
large audience. Tickets for the broadcast 
were obtained at the jewelry store. 


Grant Additional Export Quotas 
To the Swiss Watch Trade 


Additional export quotas totaling 13/,- 
000.000 francs were granted the 
watch trade, according to the foreign press, 
as a result of negotiations between repre- 
sentatives of the Swiss watch trade, the 
Federal Government, and the Swiss Na- 
tional Bank. The forecast has been made 
that 1947 watch exports will not be less 
than the 1946 level. 

Although the Swiss watch industry is 
thus relieved of anxiety for the immediate 
future, further quotas of approximately 


. 160,000,000 francs are necessary, in the 


opinion of the industry, in order to keep 
employment at its present level until the 
end of the year. The abandonment of the 
entire quota system for exports is urged by 
the organizations of Switzerland’s watch 
industry. 
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STERLING SILVER 
$9.00 Keystone 


Also made in 14K Gold and 
14K Gold Front on Sterling 


JOHN A. PRYOR 
~ SONS, INC. 


50 COLUMBIA STREET 
NEWARK 5, N. J. 
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cradled in the 
EARTH... 
fashioned by 
MAN... 
imported by 
STERN! 


Gems, of course! Dia- 7 
monds and colored 
stones in all shapes 
and sizes to answer 
the needs of every 
working jeweler. Max 
Stern & Co. Inc. im- 
ports them for you 
and keeps a large 
stock at your service! 


Bias Ine 


IMPORTERS 
17-23 John Street W.Y. 7, W.Y. 
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A. E. Alie Succeeds Addie Fiske Goodel] 
As New President of New Hampshire RJA 





Head table guests at the 32nd annual banquet of the New Hampshire RJA held at th 
Hotel Wentworth-by-the-Sea, Portsmouth, N. H., on June 29 and 30 were, left to right: 
Louis Lemay, Lemay Brothers, Manchester, N. H.; Hans Bagge of the American Gemological 
Society, Los Angeles, Calif.; Albert E. Alie, Dover, N. H., newly elected president of the 
association; Mrs. Alie; Vincent Chapman of the Jewelers Board of Trade, Providence, R, |. 
Mrs. Chapman; Mrs. Abbott, Robert Abbott, Wood-Abbott Co., Lowell, president of the 
Massachusetts and Rhode Island RJA; Kenneth |. Van Cott, vice-president, northeastern 
region, ANRJA; Mrs. Addie Fiske Goodell, retiring president of the New Hampshire associa. 
tion; Leonard H. Vancore of Colebrook, N. H.; Mrs. Vancore; Fred V. Cole, editor of THE 
JEWELERS' CIRCULAR-KEYSTONE, New York; Mrs. Cole; Raymond Wells, Mrs. Wells: Mrs. 


Eitelbach and Walter Eitelbach, president 


Pleading that after 22 consecutive years 
of service as an officer of the New 
Hampshire Retail Jewelers Association, the 
last four of which she had been president, 
Addie Fiske Goodell was regretfully per- 
mitted to retire from office at the 32nd 
annual convention of the New Hampshire 
Retail Jewelers Association held at Went- 
worth-by-the-Sea, Portsmouth, N. H., on 
June 29 and 30. She was succeeded by 
A. E. Alie, Dover, N. H., who has been 
a member of the Executive Committee for 
the past several years and had been presi- 
dent before Mrs. Goodell. Louis Lemay, 
Manchester, was re-elected as vice-presi- 
dent, and M. A. Noury, Manchester was 
chosen as_ secretary-treasurer, succeeding 


Robert L. Fickett. 
PRESIDENT'S ADDRESS 


In her president’s address, which opened 
the business session of the convention, 
Mrs. Goodell dwelt upon the value of 
association affiliation and the fact that in- 
variably those members who put the most 
into association work are the ones who 
get the greatest benefit from it. 

She urged rigid adherence to a high 
standard of ethics, stressing the fact that 
jewelers must deserve the high esteem in 
which they are generally held by their 
communities. She also advised constant 
and alert attention to such problems as 
the excise tax, trade diversion and the 
inequitable distribution of merchandise 
on the part of some suppliers, and recom- 
mended that jewelers ciosely scrutinize 
their stocks to avoid excessive inventory 
mark-downs, when, if and as prices are 
reduced. 

First guest speaker on the program was 
Walter Eitelbach, president of the Jewel- 
ers Security Alliance, who told of the work 
of that organization, pointing out that it 
performs three essential functions—first, 
the prevention of crime against jewelers; 
second, its detection when it does occur, 
and third, a better understanding of the 
crime problem as it applies to the jewelry 
trade. Most crime is avoidable, Mr. Eitel- 





of the Jewelers Security Alliance, New York 


bach said, if jewelers will observe the pre- 
cautions recommended by the Alliance and 
particularly of they will avail themselves 
of the protection which membership in it 
affords. 

Fred V. Cole, Editor of THe Jeweters’ 
CIRCULAR-KEYSTONE, who. discussed the 
outlook for the jewelry business, disputed 
recent gloomy predictions of various self- 
appointed experts, citing an array of statis- 
tics to demonstrate that the business situ- 
ation is basically sound and that the 
jeweler who is alert and enterprising can 
and should look forward with confidence 
to at least a comfortable degree of pros- 
perity. Jewelry and the jeweler must be 
actively merchandised, though, he said, 
and urged support of the Jewelry Industry 
Council as an effective means to that end. 

Hans J. Bagge explained the value of 
statistics to the jeweler in charting the 
course of his business—especially statistics 


(Please turn to page 388) 





Retiring president of the New Hampshire 

RJA, Mrs. Addie Fiske Goodell of Epping, 

N. H., is presented with a portable radio. 

Leonard H. Vancore of Colebrook, N. H. 

master of ceremonies, hands her the micro: 
phone for a few words. 
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q Roy C. Linthicum, manager of the New 
York office of Elgin Watch Co., was re- 
cently elected trustee of the village of 
Belle-Terre, Long Island. Mr. Linthicum 
‘; also trustee of the Port Jefferson Yacht 


Club. 

¢ Leonard Polk, formerly with R. Pearl- 
man, is now directing sales for Frank 
Levine & Co., 48 West 48th St., manufac- 
turers of fine platinum watch cases. Mr. 
Polk will leave on an _ extensive trip 
throughout the country sometime _ this 
month when he will call on his host of 
friends and customers in the trade. 

4 Samuel Koshers, president of Queen-O- 
Love Diamond Rings, manufacturing jewel- 
ers, recently opened a new shop at 64 Ful- 
ton St.. New York. Mr. Koshers moved 
from his old location, “K” Diamond Ex- 
change, 21 Maiden Lane on July 8 

q Wallace Newman of Sam Newman, Inc., 
importer of diamonds, 580 Fifth Ave., 
New York, was married on July 4 at Louis 
Sherry’s. Mr. Newman will leave shortly 
on a business trip accompanied by his 
wife. 

q Wilson’s Leading Jewelers, Syracuse, 
N. ¥., designated June 22 as “Father-in- 
Law Day” and promoted the event by 
offering thousands of gift items suitable 
as father-in-law presents. John D. Wilson 
hailed the occasion as “an event combining 
clean fun and humor with the business of 
selling the best at lower prices.” 

q Frank Davis has leased a building at 
2156 Seneca St., Buffalo, for a jewelry 
store. 

q A business name has been filed for Mur- 
ray Credit Jewelers, 485 Main St., Buffalo, 
hy Morris Garber. 

q The toll of time and the ravages of the 
elements are bringing to a close the glori- 
ous career of the famed 33.500 County Hall 
tower clock in Buffalo which for 75 years 
has faithfully chimed the hour. The clock 
was made by the now defunct Howard 
Clock & Watch Co. of Boston. Mechanism 
now is worn and no new parts can be 
secured from any manufacturer. 

q The Grana Watch Corporation of Amer- 
ica, formerly located at 521 Fifth Ave., 
moved on July 1 to more spacious quarters 
in the Empire State Building, 350 Fifth 
Ave., New York. 

4 The Certina Watch Corporation re- 
cently announced their removal on July 1, 
to the Empire State Building, 350 Fifth 
Ave., New York. The firm was formerly 
located at 521 Fifth Ave. 

4 The partnership of Samuel Horowitz and 
Irving Eagle; conducting business under 
the name of Eagle Jewelers at 1791 Broad- 
way, New York, has been dissolved as of 
June 30, 1947. Samuel Horowitz has taken 
over the obligations of the partnership and 
will continue doing business under the 
name of Eagle Jewelers. 

¢ George E. Sands, of Hammel. Riglander 
& Co., 395 Fourth Ave., New York. has 
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returned home after spending seven weeks 
in England. 

q E. Devay and wife, of Devay & Co., 580 
Fifth Ave.. New York, distributors of Mar- 
vin watches, left for Europe on July 10 
to visit the Marvin factory at La Chaux- 
de-Fonds, Switzerland. Their trip will be 
of four weeks’ duration. 

q H. Hirsch, Octo Watcines, Inc., 22 West 
48th St., New York, recently returned by 
plane from a three-week visit to the Octo 
watch factory in Bienne, Switzerland. 

q Max Schechner & Co., 48 West 48th St., 
New York, announced the opening of their 
San Francisco office at 690 Market St., 
with Alvin J. Koenig in charge. 

qThe Doxa Watch Agency, Inc., formerly 
located on the 25th floor of 580 Fifth Ave., 
have doubled their former floor space by 
moving to new and commodious quarters 
on the 16th floor of the same _ building. 
They are now comfortably fixed in their 
new surroundings and heve installed all 
new fixtures and equipment, including an 
air conditioning system. Their establish- 
ment presents a most pleasing and attrac- 
tive appearance. 

q Kenneth I. Van Cott, proprietor of Van 
Cott Jeweler, Binghamton, and also vice- 
president, northeastern region ANRJA, has 
heen elected president of the newly or- 
eanized Credit Bureau of that community. 
The bureau, which supersedes one for- 
merly connected with the Chamber of 
Commerce, will operate a collection de- 
partment besides providing credit informa- 
tion for about 250 firms. 

q Warner Jewelry Case Co., Buffalo, N.Y. 
has been granted a permit by the division 
of buildings to alter its plant at 646 Mich- 
igan Ave. 

q A business name has been filed in the 
county clerk’s 
East Delavan Ave., Buffalo, by John J. Cali- 
eluri. 

q A business name has been filed in the 
county clerk’s office for the Alarm Clock 
Service, 83 Royal, Buffalo. N.Y., by Ardyth 
Lysitt. 


—_ ——_— --. 


Retailers Announce Fall Meeting 

\ meeting of the Executive Board of 
Retail Jewelers’ Associations of Greater 
New York will be held on Sunday, Septem- 
ber 28 at 2:30 p. m. at the Hotel Commo- 
dore. 

In addition to the regular business of 
this meeting, a cocktail party will be held 
and a motion picture, sponsored by the ElI- 
vin National Watch Co., will be shown. All 
retail jewelers are invited to attend. 


- 


Announce Opening of New Store 

S. Jacobs and Joseph J. Hartman, for- 
merly associated with Abelson’s in Hacken- 
sack, N. J., recently announced that they 
have opened their own store, Manson’s 
Jewelers and Opticians, 226 Main St.., 
Hackensack, N. J. 























DIAMONDS 
All sizes — All shapes 


Single cut diamonds, from % to 
7 points, for emblems, wedding rings, 
side stules, etc. 

Swiss cut diamunds, from 3 te 15 
pointers fur all kinds of jewelry. 

Full cut diamond3;, in small stones 
from 3 to 15 pointers and in larger 
sizes, trom 16 points to 2 carats eaeb 
for tine jewelry 

Finest polishing from Palestine 
and Belgium, straight sizes, classi- 
fled qualities. Please ask for our 
new price list, 


576 5th Ave. 


New York 19, N. Y. 
Longacre 5-3672 
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TURED PEARLS 


ANE LOO SE 


JACK J. FELSENFELD 
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ETERNA 


Makers of Fine Watches Since 1856 


U. S. Agency 
ETERNA WATCH COMPANY 
OF AMERICA, INC. 


580 Fifth Ave., N.Y. _—_ Bryant 9-8660-8689 











SIMONSBROS.CO. 
THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 








“ORIENTA” 
CULTURED PEARLS 


of QUALITY 


Vis ‘Prise | fo 


65 NASSAL J STREET SEW YORK 





BEAD SPECIALIST 
All kinds of Genuine Stone Bead Necklaces 
Earrings — Semi Precious Stones 


Selections en request te respoasible Jewelers 
Necklaces leagthened and restrung 


DOUBRAVA CO. 
12 Joha St., New York City 














OPALS 
ALL RING SIZES IN STOCK 
SPECIAL SIZES CUT ON ORDER 


ACE LAPIDARY CO. 
HENRY SCHULER 


92-32 Union Hall St., Jamaica 5, N. Y. 
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Match Diamonds 


| match Stones 
to any size and 
in any quantity. 
V 
Speedy On-Approval Service 
Wire Collect 


VVeinvers 


DIAMOND COMPANY, Inc. 
580 Fifth Ave., New York 19, N. Y. 
































ENCRUSTERS 


Stone En gravers 


Ruby & Onyx @AS 
Drilling 





Special Orders 


Braunfeld & Mehiman 
108 Fulton St., New York 7, N. Y. 




















eContracts @ Receipt Books, etc. 
Samples Sent FREE 


5. J. SURNAMER CO.—370-7th Ave., N.Y. 











WATCH MATERIALS — 


Parts for all makes 
Swiss & American nabs. 


Prompt mail servic:s 
Write for Price Lis# C 


DEAN WATCH COMPANY 


116 Nassau S?#. New York 7, N. ¥ 
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New Hampshire Convention 


(From page 386) 


relating to production and prices of 
diamonds and diamond goods. 

He pointed out that the development of 
recent months have closely followed those 
following World War I except that the 
process of re-adjustment has been com- 
pleted more quickly and that on the basis 
of his analysis the adjustment period is 
now over and the diamond market is again 
stabilized. 

Louis Haiman, president of the New 
Jersey Retail Jewelers Association, took 
up various problems currently facing the 
retail jeweler, such as the question of 
avoiding excessive inventory in some lines 
while maintaining inadequate stocks in 
others; the tendency toward the elimina- 
tion of the cash discount on the part of 
some suppliers, especially in the silver 
field; and the matter of equitable dis- 
tribution of those items in which demand 
still exceeds supply, such as clocks, silver- 
ware and cigarette lighters. 

He condemned the recent practice on 
the part of some suppliers of distributing 
unordered merchandise on memorandum, 
and recommended that retailers refuse to 
accept responsibility for unordered goods, 
and also suggested that retailers voice 
their objections to the open quoting of 
net prices. 

Kenneth I. Van Cott, ANRJA Vice- 
President for the Northeastern Region, 
pictured the jeweler as a merchant of 
happiness and expressed the view that 
as the quest for happiness goes on for- 
ever, the jeweler is dealing in merchandise 
which will always be in demand. 

The convention was featured by numer- 
ous social activities, including a concert 
and entertainment on Sunday evening, a 
golf tournment on Monday afternoon with 
a bridge party for the non-golfers, and a 
banquet, entertainment and dancing to 
conclude the convention on Monday eve- 
ning. Attendance at the banquet set a 
high-water mark with 314 members and 
guests on hand. 





A jolly group of mermaids who are ready 
for a swim in the fresh sea-water tank at 
the Hotel Wentworth-by-the-Sea during the 
32nd annual meeting and outing of the 
New Hampshire RJA. Left to right: Mrs. 
Russell Harris, daughter of Carl Lawton of 
E. H. Saxton Co., Boston; Miss Millicent 
Cotter, of the Cotters of Prince-Cotter Co., 
Lowell, Mass.; Mrs. Jack Sawyer from La- 


conia, N. H.; Miss Evelyn M. Denno, from 
Denno's Jewelry firm, Pittsfield, Mass.; and 
Mrs. Frank Noury, new English bride of the 
son of M. A. Noury of Manchester, N. H. 
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CELLULOID 
PARCHMENT, ETC. 





Send for Catalog 







277 HALSEY ST. 






NEWARK 2, N. J. 











SPECIAL PACKAGES RHINESTONES 


4 #|i—Small White Mixture............ $1.50 
g. #2—Large White Mixture............ $2.00 
Phe #3—Small Colored Mixture.......... $1.50 
Pkg. #4—Large Colored Mixture.......... $2.50 
OVALS & OCTAGONS—Mixed Colors | 
SE een Mee $1.50 @ dozen 
eer $2.00 @ dozen 
Dt ccpenehamuenawnekiaimadiel $2.50 @ dozen 
iktiitthisiimaewiacnennde $3.25 @ dozen 
MARQUISE SHAPES—Mixed Colors 
ice4 sheetienbabsaibe vaca $1.00 @ doren 
TMs ink uhivetniesciah eemnulas iieitieditane $1.50 @ dozen 
- LARGE ROUNDS 
WIO BEIND  cccceccccssccusise $1.50 @ dozen 
Colored Mixture ................ $2.00 @ dozen 


Please send check with orders and include 
15¢ for postage 


TOMKINS BROTHERS 
106 Fulton St. New York 7, N. Y. 








ALL YOUR NEEDS UNDER ONE ROOF 
We Carry a COMPLETE LINE of. 


Jewelry findings 
Jewelers and Watchmakers tools 

Our Watch cases and dials i 

Spring rings & sister 5 
Catalog Ring guard swivels 
Ear Wires, Sterling or Gold 
~ Sterling charms—chains 
A full tine of jewelry 

A full line of Polishing materials 
Watchmakers Leather & Metal watch attch’ts. 
and Jewelers 


tools Write M. HARRIS, Wholesale Jeweler 
us your needs 124 Hester St., N. Y. 
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WINDOW DISPLAYS 





CREATED BY MEN WHO 
SPECIALIZE IN JEWELRY 
ADVERTISING AND JEWELRY 
ADVERTISING ONLY. 














1233 SIXTH AVE., NEW YORK 19,N. Y. 

















LOWER PRICES 
BETTER WORKMANSHIP 

QUICKER SERVICE 

| have REVISED WAYS AND MEANS enabling me 

to do your JEWELRY REPAIRING AND SPECIAL 

ORDER WORK at a REDUCTION of 25% to 50%. 

With Quicker Service and Better Workmanship: 

‘Send Me Your Next Package.’’ 


M. J. STERN 
Repairing ef Jewelry & Special Order Work 
61 Beekman Street New York 7, N. Y. 
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William A. Barber Dies; 
Chilton Co. Treasurer 


William A. Barber, treasurer of the Chil- 
ton Company, publishers of THE J EWELERS 
CincULAR-KEYSTONE, died at his home in 
Bala-Cynwyd, Pa., on July 20 at the age 


f 63. 
: Born in Onarga, Ill., Mr. Barber was 


WILLIAM A. BARBER 


sraduated from New York University, 
where he later served as Professor of Eco- 
nomics. He was an executive of Lee, Hig- 
ginson & Co., New York brokers, before 
joining the Chilton organization in 1932. 


He leaves a widow, Eula T., and two 
daughters, Mrs. Huntington B. Crouse of 
Syracuse, N. Y., and Mrs. Isabelle Githler 


of Bala-Cynwyd. 


Diamond Manufacturers 
Seek Wage Reductions 


Early in July diamond workers associ- 
ated with the Diamond Workers Protective 
Union of America, A.F.L., walked off their 
jobs in protest against a nine per cent re- 
duction in wages, a five day reduction in 
paid holidays and a cut in vacation period 
from two weeks to one week. Only 11 dia- 
mond firms were affected by the strike. 
Production was not affected to any great 
extent by the stoppage. 


The manufacturers having contracts with 
this Union, contending that they pay higher 
than average wages both here and abroad, 
state they are only trying to bring wages 
down to levels given members of other 
unions. Another reason for the requested 
reduction was to help alleviate some compe- 
tition in other markets. 


UNION REJECTS FIRST DEMANDS 


The Union rejected the manufacturers’ 
demands and on July 11 held a conference, 
agreeing to consider a five per cent reduc- 
tion in wages if paid holidays and vacation 
periods remained at their former levels. 


On July 23 the members of the board of 
directors of the Union held a meeting to 
decide whether or not to accept the five per 
cent wage reduction. As this issue of THE 
JEWELERS’ CircULAR-KEYsTONE went to 
press their decision had not yet been an- 
nounced, A meeting of the heads of the 
diamond firms concerned was scheduled to 


be held on July 24. 
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Antique - Reproduction 


DIAMOND CROSS || Jewelry Boxe: 


and 
Dis bi 5 
se 


Distinctive Designs 





by 
MAHAN 
From 
* 

14-Karat Yellow Gold, with Black Paper 
Enamel Inlay. Size: 134 inches * Plasti 
high; 138 inches wide. Contains — 
eleven diamonds of good, brilliant * Velvet 


quality, approx. 71/4 points each 


—a total of about 8214 points. * Leatherette 


Our special price to the trade 


$135 
2%o—30 Days 


14-K cross mountings furnished and vour 
own diamonds set. Complete $45.00. 


WALSAM DISTRIBUTORS 


114 Baronne St., New Orleans 12, La. 


Harry B. Mahan Co. 


Jewelry Box Division 


320 W. South St. 
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Meet our little man HUGO 
who ‘says it with music 


But YOU call the tune 


Manufacturing Jewelers 
Custom Casters 
Assayers and Refiners 
Our large and varied stock 


of equipment and supplies 
is at YOUR service 





We have prepared separate NEW lists cov- 
ering equipment and supplies needed for: 


Gold Casting 
Silver Casting 


White Metal Casting 
Platinum Casting 


Send for your copy NOW! 


ALEXANDER SAUNDERS & CO. 


Successor to J. Goebel & Co. Est. 1865 
PRECISION CASTING EQUIPMENT and SUPPLIES 


New York City 14 


95 Bedford Street 
BEekman 3-6050 
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K. NYGAARD 


Formerly 


‘y¢@ NORWAY 
GENEVA 
PARIS 


Any handmade Jewelry & Watchcase 
Platinum—Gold—Palladium. 


NEW BNGLAND 


4 Miss Anna Wrona, well-known in New | 4 Oscar Zaff of the firm of Smith & Zaft 





Modelmaker** England jewelry circles as coming from 309 Jewelers Building, broke his little 

** Manufacturer McCarthy’s Jewelry Store, Woonsocket, finger on the left hand recently while play. 

N York City 17 All Mail to: R. I., was married on June 21 to W. J. ing ball—“a foul tip,” he characterized it. 
ow. TOs Sey Waterbury 85, Conn. Durkin. She will continue with McCarthy’s. Bernie Smith of the same firm was accom. 
Gr. Ct. St. Box 847 Box 136 4 Eudine Shuman of I. Alberts’ Sons, Inc., panied on a New Hampshire business trip 











Boston, was married on July 19, and pre- recently by Irving Green of Buxbaum & 

3 —_——— | cented with a set of Bobby Jones golf clubs Green, Hartford, Conn. 

eye ae q Jacob H. Hirshon, watchmaker, of the 

Jewelers Building, Washington, has given 

- up business entirely, moving out following 
a recent shock. 
q Plans are under way for the elaborate 
remodeling of the Chester W. Cook jewelry 
store in Lynn, and as soon as materials are 
available there will be a wider frontage, 
all-glass doors, closed-in vestibule with dis. 
play cases, and modern floodlighting of 
the whole place. 


q Miss June Gray, niece of Roy L. Spring, 
706 Jewelers Building, is working for her 
uncle this summer, and may continue per- 
manently. 

q Mike Mahar of Mahar & Engstrom, 
Jewelers Building, was laid up for several 
weeks with a severe attack of bursitis, 
which put his usually ever-ready right arm 
out of commission. 


























q Wholesale jewelers of New England were | q Irving O. Maxwell of Salem, who has 
represented by delegates at the first Re- heen with the Almy, Bigelow, and Wash. 
scional Meeting of the National Association | burn store, has now gone into the jewelry 
of Wholesalers which met at the Copley- business for himself upstairs over Liggett’s 
Plaza Hotel, Boston, on June 24. Plans Drug Store, corner of Washington and 

were outlined for the forming of a Re- Deeex Ste Solem 
: gional division of the National Association, 4 Work ce Rates sealed foe tht dell open 
a + bd = 5 ; 
Seid only direst te Retailers the purpose of which is tc further the in- ing of the new Smith-Patterson store on 
WELLS MFG. CO., ATTLEBORO, MASS. terests of all wholesalers, no matter what Wechiawen Mi. 2a climpse through the 
their line. boarded-up front showing considerable 
sae q Miss Katherine A. Murphy, for the past structural changes being made in the en- 

| 27 years associated with the firm of C. W. larged interior. 

NICKEL SILVER Sweetland & Sons, Inc., in the Jewelers q Arthur F. Blechstein, president of the 
. a sia saeis Building, announced the taking over of Boston Jewelers’ Bowling League, is busy 
PHOSPHOR BRONZE that firm and its operation under the name during these summer non-rolling months 


working out the complicated schedules for 
next winter’s session of the League teams. 
He promises another hard-rolling season 
with plenty of keen competition. 

q Day’s, Inc., with a string of jewelry 
stores in many of Maine’s larger cities— 
Portland, Waterville, Bangor, Lewiston, and 
Biddeford—have opened two more stores 
recently, one in Houlton and one in 
Presque Isle. 

4 Hy Hirsh, of Paul’s Jewelry Store, Bid- 
deford, Maine, will open a new store in 
Dover, N. H., shortly. 

q Mr. and Mrs. Majoric A. Noury of Man- 
chester, N. H., are on a trip to the Pacific 
Coast, where “Maj” is a delegate to the 
Lion’s Club convention. 

4 Francis Noury, son of Mr. and Mrs. M. 
A. Noury of Manchester, arrived back in 
the United States recently from England 


THE SEYMOUR MFG. CO. 


SFEYWOUR, CONN. 











GEMOLOGY — DIAMONDS 


The only complete course in gemology, 
the science of all gemstones. Courses in 
all jewelers’ merchandise except watches. 
Available under G. |. Bill of Rights. 

GEMOLOGICAL INSTITUTE OF AMERICA, Inc. 
Dept. J-8 541 S. Alexandria, Los Angeles 5, Calif. 
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Sold direct to retailers ee with his war bride. He had been out of 

W. E. RICHARDS CO. On Tuesday, July 8th, Miss Katherine A. service some time, and went back to 

QM oii slneg es Bhat Murphy, for 27 years connected with the England to get his bride. She was among 

firm of C. W. Sweetland & Sons, Jewelers those attending the New Hampshire Jewel: 

Building, took over ownership of the place. ers’ outing at the Wentworth-by-the-Sea. 

Surrounded by flowers from well-wishers q Lemay Brothers of 1104 Elm St., Man- 

| — Fine STERLING who joined in a party on” the occasion, chester, plan to move into their new and 

YY \/ Zs HOLLOWWARE Kay" smiles her greeting. larger store about Sept. 1, at a location 

one le. and of K. A. Murphy Co., on July 8. A formal on the other side of the street and farther 
| ¥ MV AUTHENTIC ANTIQUE opening was staged on that day and many along toward the Concord road. 

eo floral tributes were presented Miss Murphy 4 Joseph Desjardins of Manchester, N. H. 

CY DIMES 72 K STREET and her sister, Lauretta Gradeski who is back from a Bermuda trip. 
RICHARD CO. poston, MASS shared honors at the opening party. 4 Lionel Dumont, watchmaker with Lemay 
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Brothers, Manchester, N. H., was married 
recently and went to Niagara Falls on his 
honeymoon. 

q Miss Fay Kirby, daughter of the late 
Edmund W. Kirby of the Jewelers Build- 
ing, Boston, is going to Turkey shortly to 
teach. 

q While attending a dude ranch in Sun 
Canyon, New York, with his mother and 
dad, 1l-year-old Bobby Stranger, son of 
Mr. and Mrs. Herbert Stranger of the 
Washington Building, Boston, won first 
prize in an amateur singing contest. Sing- 
ing “I Can’t Begin to Tell You,” “The 
Old Lamplighter,” and the “Anniversary 
Song,” Bobby was awarded a certificate 
which he prized more than a real pony, 
he said. 

q Vacations are the topic of conversation 
in most jewelry circles these days, with 
the stay-at-homes reporting, for the most 
part, on the wanderings of their co-workers. 
Paul C. Lifset of the Nathaniel I. Good- 
man firm, Jewelers Building, combined 
business and a vacation in New Hamp- 
shire; Mr. and Mrs. William Murray, 901 
Jewelers Building, were off for a bit of 
salmon fishing in New Brunswick, while 
Billy, Jr., held the fort; John K. S. Mills, 
who shares the same room, also took fish- 
ing gear along with him to Center Harbor, 
N. H.; Oresto Delafano of the Travis- 
Farber Co., 909 Jewelers Building,- was 
summering at Third Cliff, Scituate, Mass.; 
Roy L. Spring, 706 Jewelers Building, 
combined vacation and a wedding anni- 
versary on a trip to Halifax, Nova Scotia; 
Roy Brooks of the Mauran Watch Co., 
spent his vacation on a boat off the Atlantic 
Coast; Louis F. Guiness, 711 Jewelers 
Building, vacationed in Bethlehem, N. H.:; 
with son Herbert’s vacation destination un- 
disclosed; Charles Russeault of the mat®- 


rials department, Swartchild & Co., Wash- 


ington Bldg., was vacationing in Berlin, 
N. H.: Philip Webber of the Mahar & 
Engstrom firm, took his vacation trip to 
Maine and Canada; Elliot Engstrom of 
the same firm was off on vacation, and 
Mike Mahar and family were to spend the 
month of August at Lake Sunapee; Bernie 
Smith and wife, of Smith & Zaff, went to 
Canada for their vacation; and Mr. and 
Mrs. Robert Abbott of the Wood-Abbott 
Co., Lowell, spent their vacation at Rye 


Beach, N. H. 


—_———_____« 


American Diamond Guild Formed 


Formation of the American Diamond 
Guild to promote and assist in increasing 
influence and prestige of the local jeweler 
in his own community was announced dur- 
ing July. 

Phil G. Ruvelson, head of the Phil G. 
Ruvelson Co. of St. Paul, Minn., will serve 
as the guild’s first director. 

The American Diamond Guild will select 
outstanding jewelers in various communi- 
ties as cooperating members, Mr. Ruvelson 
said. Basis of selection will be experience, 
knowledge and community reputation as 
judged by the governing body of the guild. 

Jewelers selected will be provided with 
window display material, newspaper pub- 
licity, identifying insignia and certificates 
of membership, plus cooperative newspaper 
advertising mats by the guild. 











Now Available! 


FOR ATTRACTIVE 
CHRISTMAS 
WINDOW DISPLAYS 
| Sparkle Fabrics 
Transparent 
Velvets — Satins 





in a full range 
of colors 
Write for Samples. 


ASSOCIATED FABRICS CO. 


(A Diwision of the Associated Fahtex Corp. ) 


1600 Broadway New York 19, N. Y. 
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A Cimely Suggestion 
for 
Che Season's Greetings 


Size 13”x13” 


“SELVYT™ 


POLISHING CLOTHS 
imprinted with 


*YOUR ADVERTISEMENT 


in the upper left or lower right corner 


A practical, inexpensive, valuable gift, 
that will be appreciated 


QUOTATIONS ON REQUEST 


(Please specify quantity) 


*Fast color ink is used to insure 
permanency of the printing. 


SUPERFINE LENS CLEANER CO. 


37-45 W. 20th St., New York 11, N. Y. 





A BULLS EYE 


for STORE FIXTURES, 
WINDOW DISPLAYS, MAT 
ADVERTISING SERVICE it's.. 






Inc. 
1233 SIXTH AVE. AT 49th ST. N.Y. 








“i THE CAPITAL 
INITIAL RING 


Fully protected by 
U.S. Patent D 108,628 


Write for illustrated price list 


CAPITAL MFG CO. 35, oa 
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always 
SOMETHING NEW 


in old, dependable lines 


° WATCH BOXES 

* RING BOXES 

° GIFT BOXES 

* DISPLAYS of all types 


* JEWELERS’ FINDINGS, SUPPLIES 


* CLEANING MACHINES 
* JEWELER’S TOOLS 

* WATCH MATERIALS 

* WATCH ATTACHMENTS 


BRETTON BANDS: stock always on hand 
Leather Watch Straps 


* JEWELRY ITEMS 
WRITE FOR CATALOG 


TOLCHIN COMPANY 


W holesale Jewelers 


5 N. Wabash Ave., Chicago 2, Illinois 
725 S. Spring St., Los Angeles 14, Calif. 














Mercantile Establishments 


LIQUIDATED 


Auction or Regular Sale 
Commission or Salary Basis 


Bank ref- 
erence, 30 
years’ ex- 
perience. 


Regardless 
of what you 
wish sold 
and sold 
quickly, 
without risk 
or loss, write 
directly to: 


FLOYD I. EDWARDS 


And Associates 
GOWANDA, NEW YORK 
Phone 507M or 607J 

















SE 


NEW YORK? 


1233 Avenue of the Americas, at 49 St.. N.Y. 19 








COMING EVENTS 


August 

3-7—Western Gift & Housewares Show, 
Civic Auditorium, Western Merchandise 
Mart, San Francisco Hotel, San Francisco, 
Calif. 

4-15—Chicago Gift Show, Palmer House, 
Chicago, II. 

4-16—Merchandise Mart China, Glass 
and Pottery Market, Merchandise Mart. 
Chicago, Ill. 

11-14—American National Retail Jewel- 
ers’ Association, Annual Convention and 
Trade Show, Waldorf-Astoria Hotel, New 
York City. 

17-20—New Orleans Gift & Jewelry 
Show, Jung Hotel, New Orleans, La. 

17-21—Pacific Northwest Gift & House- 
wares Show, Terminal Sales Building, 
Olympic and New Washington Hotels, 
Seattle, Wash. 

24-27—St. Louis Jewelry & Silverware 
Show, Statler Hotel, St. Louis, Mo. 

24-28—Ohio State Gift Show, Deshler 
and Wallick Hotels, Columbus, Ohio. 

94-28—New York Gift Show, Hotels 
Pennsylvania and New Yorker, New York 
City. 

25-28—Memphis Gift Show, Peabody 
Hotel, Memphis, Tenn. 

31-September 4—Detroit Gift Show, Ho- 
tel Statler, Detroit, Mich. 

31-September 5—Allied Gift & Jewelry 
Show, Adolphus Hotel, Dallas, Texas. 

31-September 5—Dallas Gift Show, 
Baker Hotel, Dallas, Texas. 


September 

1-5—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

8-11—-Mid-South Gift and Housewares 
Show, Ellis Auditorium, Memphis, Tenn. 

12-15—Fourteenth Anniversary Conven- 
tion of the United Horological Association 
of America, Hotel Charlotte, Charlotte, 
N. C, 

16-20—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 

27-October 2—Northwestern Gift, Art 
and Housewares Show, Radisson Hotel, 
Minneapolis, Minn. 

28-29—Iowa Retail Jewelers Association, 
Annual Convention, Hotel Roosevelt, Cedar 
Rapids, Iowa. 


October 
5-8—Denver Gift & Jewelry Show, Hotel 
Albany, Denver, Colo. 





Announces Sale of Jewelry Store 


Lloyd L. Staub announced the sale of his 
Madison, Wisc., jewelry and gift shop as 
of June 24, to L. R. Talbert of Ames, Iowa. 
Due to illness in the family, Mr. Staub 
plans to operate only his Mt. Horeb, Wisc.., 
store. 

Prior to the last war, Mr. Staub’s wife, 
Mrs. Helen Staub, wrote several articles for 
the trade on merchandising of jewelry and 
gift departments. Until 1946, Mrs. Staub 
assisted with the sale and merchandising of 
Jewelry for China Overseas at the Chicago 
Jewelry Show held at the Palmer House 
twice yearly. 











CLIFFORD A. MILLER & CO., Ins. 







































a3 
SET POPPA 


Barrings in various patterns in 14 KT 
Green and Red Gold 

St. Christopher Key—14 Kt in three 
sizes; also Bill Clips, Charms and 
Links to match 


i Knot Ring—14 Kt Red and Green 
ld Combination in four sizes; Bar- 
rings, Cuff Links and Studs to matoh 


Our comprehensive line of 
Gold, Platinum and Enaem- 
el Novwelties, including 
Vanity, Cigaraette and Card 
Cases are distinctive and 
have sales appeal. 





Manafacturers 
64 West 48th Street 
New York 


























© PEARL 
= RESTRINGING 
For The Trade 


IO¢ 


PER STRAND 
Plus 15¢ For The In- 


sured Parcel Post 
Package 


EVERY JOB IS CLEANED 


A Fine-Quality Job 
At A Low Cost 


Mail Orders 
Carefully Handled 


WE COMPLETE YOUR WORK 
THE SAME DAY IT IS 
RECEIVED 


| ’ 
ANTIN S 
Pearl Restringers 
Dept. K 
114 Baronne Street 
NEW ORLEANS 12, LA. 
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— ° d LATHES-STAKING TOOLS 
| Jewelers Are Cautionea: = ~ 
: f This Swind! 
The Beware of This Swindler 
| Jewelers are warned to be on the look- k - 
. out for the swindler pictured below who = 
| Gi seems to specialize in jewelry stores and is i 4 ' | i I i 2 
| at large and working at the moment, | w gies ees oy A Q 
: of the though wanted by the police. 7 WAT 1 / DID > 
| His name is Vincent Serra, but he uses S CO. 2 
| various aliases, since his method of oper- | 4 7) 
' own ation includes representing himself as a ‘- 730 SANSOM STREET = 
Greek or Syrian produce merchant of the rs PHILADELPHIA 6, PA. a) 
; ; jeweler’s city and explains that he desires o DEPT. 2 i 5 
: The whole towns buzzing to buy one or two rings for his wife. He} | m 
| about the current values at in some manner learns the first name of cx 5 Pp e C i A L 
: The Gouse of Cobert. shipment the jeweler and some facts concerning his | = G e 
| after ‘shipment from England place of business and also something about Fd enuine 
and the Continent have been the produce company, the owner of which | > EBAUCHE SWISS STAFFS 
: arriving at the lowest prices he assumes the name of. _ . : 
nme years. The entire Hnuse uf Serra’s talk is 50 nongnaenier that in ua 
~ buildin is bristling many cases the jeweler permits him to —— 
Cobert g f om take out $3,000 to $6,000 worth of jewelry ee ek N 
with select picces Vict “— on memorandum on the pretext that he z 
and modern silver, ictorian wishes to show it to his wife for her selec- | 4% z 
| plate, Sheffield reproductions, tion on the promise to come in later in : re) 
: bric-a-brac and other objects the day or the following day to pay for! ¢ m 
. of art at prices slashed from that portion that she selects. Sometimes ¢ z 
} 25% to 50%. he pays with a bogus check and other “ S 
< £ 
6) > 
2 
3 z 
: ‘ 
> a 
One gross assorted BULOVA— Refills $2.00 
GRUEN — BENRUS — A. per dozen. 
SCHILD — ETA — FONT — 
PESEUX and FLEURIER models. 72 most popular 
numbers, packed 2 te a bottle, in sturdy wood case. 
Case includes chart with metric gauge for each 
BS number staff. Originally $30.00. 














Old English plated tea and coffee 


service with Queen Ann flute — 
Made in England — Circa 1870. 


We are importers for the trade. 
¢ Antique English Silver 
* Old Sheffield Plate 
* Victorian Plate 


* Sheffield Reproductions 


Produced in our English 
Factories 


¢ Bric-a-Brac 
* China + Glassware 
* Objects d'Art 


x) (7) (oo) 


Symbol of authentic Sheffield 
reproductions made irom 
our original antique dies. 


L. TOBERT CO., Inc. 
22 West 55 St., N.Y. C. 












































| immediately so that they may take the 
| necessary action. 





times he never returns with the jewelry 
or the money. 

He was released from .the Texas State 
Penitentiary in November, 1946, on parole 
to a Captain of the Salvation Army at 
Knoxville, Tenn. Serra started operating 
against jewelry stores in February, 1947. 
Warrants for his arrest have been issued 
in the following cities: Collinsville, IIl.; 
Terre Haute, Ind.; Lexington, Ky.; Ashe- 
ville, N. C.; Lake Charles, La.; Fort Smith, 
Ark.; Nashville, Tenn., and Little Rock, 
Ark. He was last heard of in the vicinity 
of Chicago, Ill., June 30, 1947, and evi- 
dently is working northwest. 

As an additional aid in recognizing him, 
the following is his description taken from 
the prison records: 

Age: 49, 

Height: 5 feet 5% inches. 
Weight: 180 pounds. 
Complexion: Dark. 

Hair: Black wavy. 

Eyes: Dark brown. 

‘Small black mustache. 

lt this man visits your store, detain him 
in conversation and have the police called 

















WATCHMAKER'S BENCHES Suu. 








CRAFTSMEN 


in the art of 
RESTORING 


SILVERWARE 


ANTIQUE 
and 


MODERN 


@ REPAIRING 

@ REPLATING 

@ REFINISHING 
@ LACQUERING 
@ SPECIAL ORDER 





TUTE TTTTT ASAE 





PEELE 


Write for Price List 


Serving the Trade 
since 1892 


The House of Mastercraftsmen 


SE TTT TLE LULL LLL LLL LUELLA 


PLLC GLESL ELT OA EGH UATE OT ET ETT ET 


Hiiititinnl 


Elected Director of Merchants Ass'n. 


Albert L. Zoller, vice-president and 
secretary of Charles Mayer & Co., Indian- 
apolis, Ind., has been elected a director 
of the Merchants Association there, for a 
three-year term. 





LOUIS J. MEYER, Inc. 


SILVERSMITHS 
205 S. 9th St. 


PHILADELPHIA 7, PA. 
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Correspondence Invited 
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Prompt Mail Service 


GOLDBERG & POSSOFF 


124 South 8th Street Philadelphia 7, Pa. 


WHOLESALE JEWELERS 
WATCHMAKER'S TOOLS & MATERIALS 
JEWELER'S FINDINGS & SUPPLIES 
* 


DISTRIBUTORS 
K & D - LEVIN - G & F TOOLS 
B-B AND FULTON CRYSTALS - F-S FLEXO 
KESTENMAN - BANDS - WRISTOCRAT 


Comelete Line Dennison Goods Boxes & Tags 

































BELMAR CREATIONS 
apa & a 


— 


Bee 
rs las 


Qe 


+ Louis Sicktes ¢ 
1lO1I5 Chestnut St. Philadelphia 
22 West 48th St. New York 

























READY TO SERVE YOU 
In All Your Needs For... 


@ Watch cases, @ Staking tools 
dials to match. @ Cleaning 


‘ machines 
@ Watch materials @ Other precision 
@ Lathes tools 





IMMEDIATE DELIVERY 
WRITE FOR PRICE LIST 


CENTRAL WATCH MATERIALS 
& SUPPLY CO., Inc. 





Wholesole Jewelers 


134 So. 8th St. ull: ae ae a 














Z | 
BYARD F. BROGAN 


Manufacturer of Distinctive Diamond 
Mountings and Wedding Rings 


&OS Sansom Street Philadel phia 

















wens College of Horology 


SCHOOL FOR WATCH MAKERS, 
JEWELERS AND ENGRAVERS 


‘Broad and Somerset Sireets 
PHILADELPHIA, PA 




















BOWMAN 


Technical School 
Courses for Success for 
Watchmakers 


Engravers, Jewelers 

Write for free booklet, 

“*Help Yourself to a Better 
Future’’ 

JOHN J. BOWMAN, Director 

Bowman Blidg., Lancaster, Pa. 





57 Years’ Service 











‘ganization, and T. Kind. Off 
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q Samuel T. Tomlin, Jewelry Buyer at 
John Wanamaker, Philadelphia Store, will 
have been associated with the company for 
fifty (50) years August 28, 1947. Exec- 
utives and personnel of the store have 
planned a dinner in his honor and at that 
dinner a pleasant surprise which we will 
disclose in this column next month. Mr. 
Tomlin started as a stock boy at the age 
of 13 and worked his way up to his pres- 
ent position. 

q The Retail Jewelers Association of this 
city held a party at the Hi-Top Country 
Club Tuesday, July 8, in place of a busi- 
ness meeting as their final gathering for 
the season. The affair featured a Gold 
Tournament won by B. Toll. who was 
presented with a loving cup. Runner-ups 
were Edward Malmed, secretary of the or- 
the record 
a spokesman for the organization informed 
us that the winner of the poker game was 
none other than President L. Sauter, who 
“Made up for the fact that his position 
in the organization carries no pay” on this 
day. The party also included a delicious 
dinner and other refreshments. The next 
regular meeting will be held in September. 
the exact date to be announced lJater. 

q Peter’s Stores are having success with 
Community projects in the smaller towns 
and cities. In Dover, Delaware, prizes, 
including a $100 watch, were awarded to 
winners of a boxing contest held by the 
Young Men’s Christian Association. At 
Bound Brook, New Jersey. a town with 
larger cities offermg challenging competi- 
tion nearby, prizes were awarded by the 
Peter’s Store to winners of a soap box 
derby. 

¢ A number of stores in Philadelphia, in- 
cluding S. Kind & Sons, are displaying the 
sign awarded by the American Gem So- 
ciety as a distinctive honor. It reads “Certi- 
fied Gemologist.” 

q William P. Collison, who left recently 
to consider a position with the American 
Gem Society, has accepted the position and 
is now living in California. He is connected 
with the Gemological Institute for which 
he teaches gem identification both at the 


institute and travelling to groups of 
jewelers for their Educational Research 
Laboratory. 


¢ The Sansom Street Business Men’s Asso- 
ciation held a “board meeting” at the 
State House on June 20. Twenty-two board 
members were present, including Samuel 
Lashoff, Chairman of the Board, and the 
following committees were appointed: 
Membership, Herman Dubrow, chairman, 
and Harry Paul assistant chairman; En- 
tertainment, Robert Shifren, chairman, and 
Herbert Dubrow assistant; Education, Jo- 
seph Milner, chairman, and Samuel Korf 
assistant; Welfare, E. Tinkleman, chair- 
man, and S. Cohan assistant; Finance, 


Harry Gordan, chairman, and William Pit- 
Publicity, William Packman, 


kin assistant: 








activity 
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chairman, and Jerry Cooper assistant: 
Civic, John Costello, chairman, and Albert 
Hoffman assistant; Legislative. Samuel 
Lashoff, chairman, and William Bernstein 
assistant. 

q The Philadelphia Club of Advertising 
Women at their June meeting at the Poor 
Richard Club presented as their speakers 
for the evening Mrs. Mary E. Lewis and 
Miss Dorothy Dignam, co-authors of the 
book, “The Marriage of Diamonds And 
Dolls.” Mrs. Lewis has a collection of over 
1600 bridal dolls valued at $25,000, which 
have been exhibited in jewelry stores 
throughout the country in connection with 
bridal rings. Some of these dolls were 


\ised to illustrate the talk at the PCAW. 


Miss Dignam is a student of fashion his. 
tory specializing in diamond jewelry and 
has carried on five year of research specif. 
ically on bridal rings. 

q July lst the newly formed Sansom Street 
Business Men’s Association held another 
meeting of the Board of Directors, at the 
Benjamin Franklin Hotel. Twenty members 
of the board were present. The following 
reports were made: Membership 
Committee reported there were close to 
100 “paid-up” members; Civic Committee, 
they are preparing a resolution and petition 
on the parking problem of Sansom Street 
between 7th and 8th Sts. The Legislative 
Committee will appoint a sub-committee to 
raise funds for the Jewelry Industry Coun- 
cil after they have made a complete report 
on its value. The Entertainment Commit- 
tee decided against holding the planned 
picnic this summer but instead is working 
on an unusual meeting for September 23. 
4 Fred J. Cooper. Inc., of 109 S. 13th St. 
is now advertising in the suburban news- 
papers with mostly institutional copy de- 
signed to build confidence in his store, such 
as “Look to your Registered Jeweler for 
help in buying diamonds”; and “When you 
buy a diamond or gem stone, you want 
more than merely a stock from which to 
choose. You want to know that you can rely 
upon the knowledge and integrity of your 
jeweler.” 

q Mickey Orloff and many other jewelers 
are displaying a new sign emphasizing that 
they will not cash checks unless identifica- 
tion is complete and without question. 
4 Another sign. “We close all day Saturday 
during July & August. endorsed by the 
Sansom Street Business Men’s Association.” 
conspicuously displayed by many of those 


“Tewelers’ Row” is one of the first 
visib'e signs of this organizations am: 


bitious beginning. 

q The Orloff Co is sponsoring a new 
advertisement conceived just a little too 
late for this month’s issue of JEWELERS 
CircuLaR-KEYstonE. Mickey Orloff &: 
pressed regret that it couldn’t make this 
issue, but plans to make up some part of 
the loss by mailing ten thousand pieces 10 
jewelers within the next few days. The eye 
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~ A FAMILY 
AFFAIR 
for 
EVERY FAMILY 
in AMERICA 











ELLANAR 
Jewelry Cleaner 


Cleans a million dollars’ worth 
of jewelry. Ellanar is the jewelry 
cleaner more and more women 
are asking for. Complete with 
brush in generous 8 ounce jar. 


Retail price 53 Oe 


ELLANAR 
Silver Gleam 


The cream of silver 
polishes. A worthy 
companion product 
to Ellanar Jewelry 
Cleaner that is find- 
ing immediate con- 
sumer acceptance be- 
cause of its amazing 
cleaning properties. 
Generous 8 ounce 


bottle, 50¢. 








The above Ellanar products are 
available with counter displays, 
mats and folders for your own 
merchandising. By tying in with 
the national advertising on these 
two quality products, you will 
earn a worth while profit and 
build desirable store traffic. 


JOS. B. BECHTEL & CO. 


Incorporated 
Established 1894 
729 Sansom Street 
Philadelphia 6, Pa. 








Py 


catching illustration is of an Indian snake 
charmer playing to a cobra who is rising 
with the music. The folder will bear the 
heading, “The Orloff Company Charms the 
Cobra,” advertising snake-like coiled watch 
bands of gold complete with case and 
rhinestone replicas of dia:1ond watches. He 
is now in the midst of plans for an unusual 
ad in the September JCK. 


q M. Simon & Co., 1222 Market St., have 
followed up the recent penny guessing con- 
test which brought over ten thousand peo- 
ple into the store, with a picture in the 
window of M. Simon presenting the ring 
for first prize to John McHenry on July 2, 
1047. The picture is dated and includes 
the address of the winner for completeness 
and to assure public confidence. 


The container with pennies has been 
replaced in the M. Simon & Co. display 
window with the unique action displays 
they have been featuring for the past five 
vears. A trolley with moving wheels to give 
the illusion of motion and a fire engine 
with moving parts have recently attracted 
attention of passersby to this window and 
the merchandise surrounding the eye-catch- 
ing display. 

q The Everglades Night Club, in the Base- 
ment beneath Kurtz Jewelers, burned out 
completely late in June, sending smoke 
through the jewelry store and causing dam- 
age to the paints and the new display case 





pencils which had just been acquired. New 
painting and decorating necessitated by 
this accident will be done as soon as 
possible. 

q Alterations have been completed enlarg- 
ing and modernizing the merchandising of- 
fices of the Fashion Basement of Straw- 
bridge & Clothier’s Philadelphia Store, in 
preparation for Mr. White and Mr. Dillon. 
Both Mr. White and Mr. Dillon became 
Divisional Merchandise Managers recently, 
succeeding Mr. Taylor, who left May 1 to 
become Vice President of Associated Mer- 
chandising Corp. in New York City. 

q Harry A. Cohen of Cooper Brothers, 711 
Sansom St., returned to work July 14 after 
an absence of four weeks, necessitated by 
an operation. | 

q Strawbridge & Clothier, Fashion Base- 
ment, has opened a branch office of the 
Credit Department right in the Basement. 
This is a new inducement for customers 
who want economy jewelry with the con- | 
venience of time payments. 





q Vacationers at this writing include: Wil- 
liam Packman of Sansom Street, who is 
staying in the Poconos; C. Kramer of 
Upper Darby, who is keeping his summer 
residence a secret. Mickey Orloff is plan- 
ning to spend two weeks at a seashore 
resort beginning about the middle of Au- 
gust; M. Simon will leave about July 26 
for Atlantic City, where he will remain on 
vacation until after Labor Day. 

q Peter’s Jewelry Store in Germantown 
held another one of their sparkling pro- 
motional stunts June 30 to July 13, in con- 
nection with the Orpheum Theater on Chel- 
ten Ave. A girl was dressed as a “Farm- 
erette” and stationed in the lobby of the 
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for a well known brand of pens and — 








Finst Showing 


Belmar 


Cover Girl 


WATCHES 


IT’S CLOSED 


IT'S OPEN 


For the first time at 
a popular retail price, .%& 
‘cover girl’ will give your 
watch sales real summer- 
time stimulation. 


See this and other sparkling 

new styles at the ANRJA 

Convention or write for 
samples. 


Louis Sickles 


22 W. 48th Street 
New York 














ENGEL LINE 
is the Shortest 


Distance be- 


YOUR 
CUSTOMER 


tween these 


points. 
* 


Our 
FALL Line has 


been developed 


new 


with special 
emphasis on its 


your Value Appeal. 


STORE 


PL WELPY 28 JEWALER. 








BALTIMORE 1, MD. 








EXPERT REPLATING 
AND REPAIRING 


By Sterling Silversmiths Since 1885 


QUICK SERVICE FAIR RATES 
SPLENDID WORKMANSHIP 


Estimates Gladly Given 


THE A. G. SCHULTZ CO. 
423 E. Lombard St., Baltimore 2, Md. 











SILVERWARE Repaired ands Replated 


ey) ‘ 





aT. / 


Gold - Silver - Chromium 
Largest and Oldest in the South 


SIMMONS PLATING WORKS 


213-223 Pryor St., S$. W. Atlanta 3, Ga. 





ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS -WATCHES 


© JEWELRY ® 
5 HOPKINS PLACE, BALTIMORE, MD. 
















q Ward N. Hauger, 52 years of age, of 
Cumberland, Md., died in the Memorial 
Hospital, Cumberland, on July 11, 1947, 
having undergone an abdominal operation 
the first part of July. He was employed for 
about 20 years by a local jewelry firm as 
a salesman and later in a managerial ca- 
pacity. In December, 1942, he opened his 
own store at 11 S. Centre St. Mr. Hauger 
was a watch repairer and also a watch 
inspector for the Baltimore & Ohio Rail- 
road and the Western Maryland Railroad. 
q The Baltimore Bowling League is plan- 
ning to hold an outing at Wildwood Beach, 
Middle River, on August 10. 

q J. Engel & Co., Inc., of Baltimore, held 
its annual dinner and business meeting on 


| July 8 at the Suburban Club. William Alex- 


| ander, of International Silver Co., spoke to 
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the group on better methods of selling 
silver. 

q Bernard L. Siegel, operating as Colonial 
Jewelers, has leased a store, 20 feet by 
80 feet, four doors from his former place 
of business in Elkton, Md. All new fix- 
tures and lighting have been installed and 
there are two large show windows for the 
display of his complete line of nationally 
advertised merchandise, which includes 
jewelry, appliances, radios, silverware. The 


_ store will have a new and modern Optical 


Department with Dr. David S. Furman as 
optometrist. The formal opening of the 
store was July 12 and there were free gifts 
and drawings for silverware, watches, dia- 
monds, etc. 

q Sheldon German, trading as Whitting- 
ton’s, of Baltimore, opened a branch store 
on July 8 in Edmondson Village, a new 
and very beautiful shopping center in 
the suburbs of Baltimore. The entire in- 
terior and exterior of the store is of Wil- 
liamsburg design in keeping with the other 
stores in the group. The new store will 
carry a complete line of nationally adver- 
tised merchandise, as well as exclusive de- 
signs of jewelry of their own creation and 
manufacture. 

q Hawn’s Jewelers, of Takoma Park, Mary- 
land, have opened a branch store in Silver 
Springs, Md., where they will specialize 
in the sale of watches and clocks and in 
watch repairing. 

q J. Weinstein & Co., formerly of 406 E. 
Broad St., Richmond, Va., have opened a 
new modern store at 420 E. Broad St., 
Richmond, on June 30. 

q The Jewel Box, Inc., has opened a new 
store at 151 Loudoun St., Winchester, Va., 
on June 26. Jack C. Sporkin, who is sec- 
retary-treasurer of the corporation, is man- 
ager of this store. 

q Kingoff’s, Inc., opened a new store at 
310 E. Broad St., Richmond, Va., on June 
25. Stanley Kahn is manager of the store. 
q The Baltimore Jewelers’ Association ac- 
cepted two new members into their group 
at their monthly meeting on July 8. They 
are Park Jewelers and John Maiberg. 

q Sol Lazarow, of Laurel Jewelry Shop, 


= THE SOUTH | 


Laurel, Md., is spending two weeks jn At. 
lantic City with his family. 

q Thad B. Reese, Inc., opened their ney 
store in Albany, Ga., on June 28. Thad 
B. Reese, president of the corporation and 
former manager of the Mayfair Jewelry 
Co., in Albany, will manage the store while 
the other officers and directors will be 
inactive. The place of business is located 
on the second fleor of an office building op 
a main business street of Albany. 


q Max Gorin, of Washington, D. C., rr. 
cently passed away after a three-year jj]. 
ness. Mr. Gorin had managed his wife's 
store at 4929 Georgia Ave., N. W., since 
1937. 


q U.S. Jewelry & Luggage Co., of Charles. 
ton, W. Va., has filed articles of incor. 
poration with the Secretary of State, list. 
ing authorized capital stock at $25,000, 
E. B. Cahapman, Joe Catzeff and Max 
Kobb, all of Charleston, were listed as the 
incorporators. 


q Retail jewelry store sales in Texas 
during May showed an increase of 18 per 
cent over April figures, according to the 
Bureau of Business Research of the Uni- 
versity of Texas—the best sales gain 
showed by any type of retail stores in the 
state. 


q “The Profession That Knows No De. 
pression” is the clever slogan being used 
by the Houston School of Horology to 
induce returned veterans and _ others to 
enroll in its courses, now offered both in 
Houston and Beaumont, Texas. 


q A new carrara glass store front and 
display window have been installed by the 
Chicago Jewelry Co., 102 West Houston 
St., San Antonio, Texas. 
q Zale’s new downtown store at 1606 Main 
St., Dallas, Texas, was recently opened. 
The new store has a modernistic marble 
front with interior furnishings and fixtures 
of walnut, and is equipped with direct and 
indirect lighting, air conditioning and 
every other modern retail stere convenience. 
Officials of the Zale company are M. B. 
Zale, president; William Zale, vice-presi- 
dent: W. E. McBroom, secretary, and M. 
E. Gimp, treasurer. Charles Gartner is man- 
ager of the new store. 
q An organization meeting of the Shreve 
port-Bossier Watchmakers Association was 
held on June 30 in Shreveport, La. Elected 
as temporary officers were Joe Byron, chait- 
man; E. R. Clarke, Jr., vice-chairman; 
A. Givens, Jr., secretary and J. W. McCoy, 
treasurer. 


(Please turn to page 399) 
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Detroit store reports direc 
mail outpulled other ads ten 

| times! You 
f can use this 
G LZ vrotitable 
SEA medium. 
Write for 
. free report- 
Ve in & Associa, 
a yrs New Orleess 
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. Another watchmaker association was 

: formed, this one in Texas, on June 22, 

; 1947, when the watchmakers of Texas at- 

: tended their first state convention. C. E. 

: Mulholland of Austin was elected presi- 

: dent of the new association. 

: Interest in the convention was so. great 

7 that watchmakers from Brownsville to 

d Amarillo attended, travelling a distance of 

: approximately 1000 miles. Many of these 

° watchmakers started arriving in Austin as 

n early as Saturday morning, June 21. In- 
formal gatherings were held in various 

d places all day Saturday and part of 

: Sunday morning. A registration booth was 

installed in the hotel lobby early Saturday 
morning and by the end of the day over 

1 200 watchmakers had registered. 

| Mayor Pro-tem Homer’ Thornberry 

: opened the business meeting on Sunday 

$ afternoon with a short humorous talk. Prin- 

; eS 

1 

le 
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WITH THIS BIRTHSTONE AND 

WEDDING ANNIVERSARY 

POCKET ADDRESS BOOK 
Make your store Opening more successful. Bring in 
the crowds for a free gift and distribute this Address 
Book made especially for you. Your advertising mes- 
| sage in gold on the leatherette cover. Charts of birth- 





stones and wedding anniversaries on the inside covers 
Ample supply of pages for names, addresses, tele- 
Phone numbers and memoranda. Prices for large dis- 






tribution, naturally. Send today for samples and prices 
Complete line of advertising gift items. 





VICTOR E. LEDERER CO. 


125 WEST 33rd STREET, NEW YORK 1, NEW YORK 





FOR AUGUST, 1947 














Form Watchmakers Assn. At First State Meeting 





Seen at the first annual convention of the Texas Watchmakers Association held on June 22, 

1947, at the Stephen F. Austin Hotel in Austin were, left to right: Ernest L. Brown, president 

of the Houston watchmakers guild; Charles G. Riggins, San Antonio, elected treasurer of the 

newly formed organization; Orville R. Hagans, executive secretary of the United Horological 

Association of America; C. E. Mulholland, Austin, elected president; R. J. Crutchfield, Dallas, 

elected secretary; Joe R. Brown, president of the Galveston County watchmakers guild, 
and Boyd Sargent, Fort Worth, elected vice-president. 


cipal speaker, Orville R. Hagans, executive 
secretary United Horological Association 
of America, was introduced by C. E. Mul- 
holland. Mr. Hagans addressed the gather- 
ing on the purpose of organization and the 
benefits of affiliating with the national asso- 
ciation. Later, the newly formed associa- 
tion voted to join the UHAA. In conclud- 
ing, Mr. Hagans suggested that watch- 
makers who are not affiliated with guilds 
join the state association as members-at- 
large. Two educational films were shown 
to the assembly, one furnished by Orville 
R. Hagans and the other by Gruen Watch 
Co. 

Other officers elected to the state asso- 
ciation were: Boyd Sargent, Fort Worth, 
vice-president; R. J. Crutchfield, Dallas, 
secretary and Charles G. Riggins, San 
Antonio, treasurer. 

The six organized Texas watchmaker 
guilds were represented by presidents: C. 
E. Mullholland, Austin; Charles G. Rig- 
gins, San Antonio; R. J. Crutchfield, Dal- 
las; Joe R. Brown, Galveston County; 
Boyd Sargent, Fort Worth, and Ernest L. 
Brown, Houston. 

The meeting was given ample coverage 
by local newspapers who published short 
articles on the activities of the convention. 





Watchmakers Ass'n of Indiana 
Elects Officers at Convention 


Over 300 watchmakers and their wives 
attended the 14th annual convention of 
the Watchmakers’ Association of Indiana, 
June 29, 1947, at the Hotel Antlers, In- 
dianapolis. 

Officers elected were: Curtis Haskins, 
Indianapolis, president; T. S. Banta, Wave- 
land, vice-president, and Harold K. Calvert, 
Indianapolis, secretary-treasurer. Elected 
to the board of directors were Alfred W. 
Long, Connersville and Richard Osborne, 
Bloomington. 
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AN OUTSTANDING “GRAN” emblem 
ring, carrying the same mark of 
distinctive design and workmanship 
evidenced throughout our line. 

In this ring we offer another 
Special Order Ring without “Special 
Order Expense”, adaptable to any 
combination of emblems to suit the 
individual need. 

When youoffer yourtrade “GRAN” 
Combination Emblem Rings, you 
give them fine quality, individually 
designed merchandise at no greater 
cost. We invite your inquiry. 


GRAN ana CO. 


Creators and Manufacturers 
of Fine Emblem Jewelry 


546 So. Meridian St. > Indianapolis 4, Ind. 


























Mode! No. 222-A 
@ 17 Jewels 
@ 14K Gold Case 
@ & Genuine Rubies 
@ Rhinestone Dial 
@ Gold Filled Bracelet 
7@ Dome Glass 


$29.95 


Mail Orders Filled Promptly Send 
Check, Money Order or C.O.D. 


Lugerner’s 
The house of fine watches since 1895 


ONE PARK ROW, NEW YORK, N.Y. 





























HANDMADE 
STERLING JEWELRY 
DOGWOOD DESIGNS 
Send for Catalogue 
PISGAH SILVERCRAFTS 


ASHEVILLE, N. C. 











FOR STORE FIXTURES AND DISPLAYS 


















DIAMONDS 


_. . All Sizes and Qualities 


We a! ca a complete stock of 
diamord jewelry 














OlP Raalelale Mar Raelal t Meet Bae Toleteal teh’ Mam-ir 
mond solitares - tai gets, wedding 


rings, diamora gets rings, broaches, 
ola la SE Ae We hale Moh aan Seton: PackohaloMm -)1 142-5 
bdeme Selections te Rooted Jewelers 


AMERICAN 
DIAMOND SYNDICATE 


37 So. Wabash Ave. Chicago 3, Plinois 
















Goid=Silver 
DPDLATING 


“ASK ABOUT” 


HODANIZE 


TRACE MARK REG. VU. 6 PAT. OFF 


Silverware 


Sit) & PLATED LIKE NEW 


Swartz & Co. 


EST. 1917 





























10 S. Wabash Ave., Chicago 3 CENtral 6089 





















ALWAYS USE 
THE NEWALL 
B Finger Print’ System 
WHEN SELECTING 


SWISS WATCH 2 


MATERIAL 77 


Order From 
Your Jobber ~4, 


THE NEWALL MFG. CO. 

















CHICAGO 2, ILLINOIS 























WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 
Complete Line Watch Cases and Dials 
MICHIGAN DIAL 
REFINISHING COMPANY 














603 Metropolitan Bidg., Detroit 26, Mich. 

















HAVE YOUR GEMS RECUT OR POLISHED 
BY A CERTIFIED GEM CUTTER 


N\A EIEIE7 7 7 


» * PROMPT SERVICE 
R E | S REASONABLE PRICES 










ROBERT REIS 3805 WEST 66TH PL. 
LAPIDARY © CHICAGO 29, ILL. 
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q The Becker-Heckman Co., watch case 
importers located for many years at 29 E. 
Madison St., recently incorporated under 
the laws of Illinois and at the first meeting 
of stock holders elected the following 
officers: J. W. (Walt) Heckman, president; 
O. V. (Otto) Heckman, vice-president; 
Albert Johnson, treasurer, and Walter H. 
Moeller, secretary. They also announce ad- 
ditional craftsmen and improved facilities. 
q Charles Brown, Stein & Ellbogen Co., 
president of the Chicago Jewelers Associa- 
tion, made good on his promise to members 
that if they re-elected him president he 
would hold the annual golf outing at Idle- 
wild Country Club, of which he is also 
president, and guarantee perfect golf 
weather. Friday, June 20, was such a day 
and the Idlewild course was in ideal con- 
dition. Ed Cain, chairman of the golf com- 
mittee, and his assistants, Irving Jensen 
and Al Long, selected attractive and useful 
prizes and arranged a day’s program enjoy- 
able to all. Excellent Innch and dinner 
were served. President Brown expressed 
his pleasure in being able to welcome so 
many members and guests. He introduced 
several of the notables present and asked 
Ed Cain to announce results of the day’s 
plan and distribute prizes. Top winners of 
low gross were Al Long, member, 85: Ben 
Thurman, guest, 75. Low net, Jack Kee- 
nan, member, 65: Dave Greenwold, cuest, 


29. 





Chicago Golden Roosters 
Scramble Six Fresh Eggs 


None of the traditions associated with 
the annual all day outings of the Golden 
Roosters of Chicago was violated on June 
26th when the 26th event of this kind was 
held at Sportsmans’ Golf Club. Not even 
the “Buyers” ball team under the leader- 
ship of Herman Kraemer was able to con- 
quer the “Peddlers” under Ed Imhoff, the 
score being 23 to 18, and Al Long shot par 
in golf, 72, three less than last year. The 
weather man sandwiched an ideal day, with 
the sun shining brightly, between two 
cloudy rainy ones. 

Six “eggs,” who started their incubation 
period in the “loop” district Wednesday 
afternoon, under the direction of Al Laus- 
chke and members of the wrecking crew, 
and resumed at the Club at 6 A. M., 
Thursday, became full fledged Roosters 
that night after Chanticleer, John E. Fried- 
land administered the final obligation. The 
successful candidates were: Hugo H. Ad- 
rian, Wadsworth Watch Co.; Arthur Broe- 
nen, J. Milhening, Inc.; Dewey J. Conover, 
F. H. Noble & Co.; Archie H. Dankert, 
Newal Mfg. Co.: Melvin Goldman, Gold- 
man, Allshouse & Healy, and Lenard L. 
Simon, Drach & Weinfeld Co. 

The flag-raising and memorial service 
was conducted by Herman Kraemer in a 
very impressive manner, and tribute was 
paid to the memory of members who passed 


CHICAGO 





away during the year, Louis Goldman, fq 
Craft and Max Cohn. 

In addition to golf there was a diversi. 
fied program of events in which luck and 
skill both played a part. These consisted 
of horse shoes, golf putting, marble rolling, 
bean bags, darts and others, all under the 
supervision of Dick Maske, Division Streg 
Y.M.C.A., who. has supervised . these fe. 
tures for more than 20 years in appregia. 
tion of the liberal donations made by the 
Golden Roosters to sponsor vacations for 
under-privileged boys. 

More than 100 prizes were awarded ip 
the evening and among the winners of firsts 





Note the grotesque costumes (longjohns 
and baby bonnets) and the sheepish grins 
on the faces of five of the six "eggs who 
were scrambled at the 26th annual outing 
of the Golden Roosters of Chicago. They 
are, left to right: Al Lauschke, Chairman of 
the Wrecking Crew; Lenard L. Simon; 
Hugo H. Adrian; Arthur Broenen; Dewey J. 
Conover; Archie H. Dankert, and Herman 
Kraemer, Wrecking Crew. Melvin Goldman 
was the sixth "egg," but was absent when 
this picture was taken. Perhaps he was too 
shy to be snapped in such a get-up. 


were Al Long, low gross; Charles 6. 
Brown, low net 65; Clifford McLane and 
Robert Gottlieb, horseshoes; W. E. Patrick, 
golf putt; Gene Whitehead, bowling; Jake 
Levin, ring toss; Jerry Schwartz, rope toss; 
Bob Lieberman, darts, and so on through 
the list. 

Out of town Roosters in attendance were: 
Samson L. Hiller, New Orleans; Alex Me- 
Kay, Detroit; Jake Levin, Kansas City; 
Bert Miller, Los Angeles; W. E. Patrick, 
St. Louis; Art C. Sisson, Providence; Bill 
Hill, Denver, and Charles Mednikow and 
Dave Paul, both of Memphis. 
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by VOGEL 


THE “Divine” *CROSS 






The most unusual 
cross ever made. 
Beautifully hand 
wrought frame of 
14k yellow gold, set 
with synthetic rubies 


Actual size 
13/16" or white ere 
‘ ; $10.00 net. Sent for 
Pidentical \ inspection to rated 


*T.M. Reg. Ye jewelers. 


LOUIS VOGEL, 39 S. STATE ST., CHICAGO 3 
Stylists and Makers of Fine Wedding Rings Since 1907 
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‘A SUPERIOR 
SILVER POLISH 








SELLS FOR \. 
50c 
A BOTTLE 
You pay less 
me, \ than half 
\\ that! 





























CLEANS 
with little 
effort... 
Safe too. 
Nothing to 























y iT PLEASES! 
And a 
customer 
always | 
comes back 
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CAMPBELLS 


SILVER | 











SHINE 
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7 Only $3.00 

© per dozen. 
Order No. 
181265. 
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¢. & E. MARSHALL CO. 


BOX 7737, CHICAGO 80, ILLINOIS 





























"COINCIDENCE" 
WATCH 
OBSERVATION 
AND RATING 
UNIT 


Results are indicated automati- 
cally — directly in minutes and 
seconds per day. Observation 
time: 15 or 30 seconds. Watch 
noises audible in loud-speaker. 
An instrument of utmost simplic- 
ity and low cost. Swiss made. 


' DESIGNED BY 


JEAN L’EPLATTENIER 
LA CHAUX-DE-FONDS 
(SWITZERLAND) 


U.S. A. agent or license-holding 
manufacturer wanted. 








FOR AUGUST, 1947 





| Wallace, N. C., 


THE SOUTH 
(From page 396) 


q Pratt Jewelry Co., Inc., Tyler, Texas, has 
been incorporated with $99,000 authorized 
capital by W. A. Pounds, S. G. Fry, and 
Arthur Leverett. 

q Gordon’s Jewelry Co. of Harrisburg, Inc., 
Houston, Texas, has been incorporated with 
$20,000 authorized capital by M. M. Gor- 
don, Harry S. Gordon, and Aron S.-Gordon. 
q Shaw’s Jewelry Co. has opened a new 
phonograph department in its new store 
at 1615 Main St., Dallas, Texas, Arnold 
G. Blair, store manager, recently an- 
nounced. The new department, located in 
the basement of the store, offers seven 
soundproof and air-conditioned booths for 
the use of patrons. Mrs. Betty Welch is 
manager of the new department. 

q Milton Baer, Inc., dealing in jewelry, 
filed articles of incorporation at Dover, 
Del., listing capital at 500 shares, no par 
value. 

q Franc-Alexandria Co., Inc., dealing in 
retail jewelry, filed a charter with the cor- 
poration department of the secretary of 
state at Dover, Del., listing capital at 500 
shares of no par value stock. 

q Mr. and Mrs. Howard Bock opened a 
jewelry and watch repair business in Mon- 
roe City, Mo., the third week in June. 

q Cledith Freeman has purchased the C. 
L. Adamson Jewelry Store at Augusta, Ark. 
q The Smith Jewelry Store at Danville, 
Ark., has moved into a new location in 
that city. The building was newly dec- 
orated and provided with new showcases 
and fixtures. 

q Paul C. Perry, who recently opened a 
jewelry and watch repair store in De Soto, 
Mo., has purchased the Adolph Jewelry 
Store in that city and opened for business 
June 30. 

q U. W. DeMyer has opened a watch and 
jewelry repair shop in the Hotel Newbern 
building at Newbern, Tenn. 

q Paul M. Hutcherson, a former lieutenant 
colonel in the Army, is now associated with 
the S. L. Orr Jewelry Co. in Macon, Ga. 

q Appointment of Jack Landau as general 
manager of Bass Jewelry Co., 26 N. E. 
First Ave., Miami, Fla., was recently an- 
nounced. Mr. Landau recently resigned as 
president and general manager of Rose 
Jewelers, Baltimore, Md., to accept the new 
post. A veteran in the jewelry field, he 
entered the business at an early age in his 
father’s store in Pennsylvania and has since 
been associated with jewelry firms in seve- 
ral cities having headed 14 chain stores at 
one time. 

q Rey’s Jewelers of Greenville, S. C., filed 
articles of incorporation at Columbia, S. C., 
listing capital stock at $50,000. W. S. 
Reyner is president. 

q Walter M. Jaccard of Kansas City, Mo., 
chairman of the board of the Jaccard Jew- 
elry Co., is recovering @t his home from a 
major operation undergone in May. 

q Globe Variety & Jewelry Store, Inc., of 
has obtained a charter to 
engage in the jewelry business under au- 
thorized capital of $25,000. The incor- 
porators include Alex Reid, of Brooklyn, 
N. Y.; Norris Golden, of Wilmington, and 
C. T. Grotgen, of Wallace. 





STOP 
SILVER TARNISH 


One simple application of Pro-Tex-Sil 
will protect beautiful silver from tarnish 
for many weeks. 


TEST IT YOURSELF 


and be convinced. Your customers 
need it too. Pry-Tex-Sil will bring 
repeat business into your store. 


FREE SAMPLE 


on request if you use your letter- 
head. 


WELMAID MANUFACTURING CORP’N 
1737 No. Campbell, Dept. 82, 
Chicago 47 




















REPAIRING 
WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
Prices from 50¢ 


Finest Watch Crystal Fitting 
Jewelry Repairing and Ring Sizing 
ALL WORK GUARANTEED 
Send for Our Price List 


M. MARTIN 
5 S. Wabash Ave. 
CHICAGO 3. ILL. 


Rm. 604 











“THE PATHWAY TO SUCCESS” 





WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 


BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, Ill. 








oe 


Our work costs no more 
than ordinary work 


BECKER-HECKMAN ~ a, 
29 East Madison Street, Chicago 3, Illinois 











cme WATCH CO. 





5S S.WABASH AVE. CHICAGOILL. 


USED WATCH 








THE PRICE OF 
NEW MATERIALS 
Wheels, pinions, 


pallet forks, etc. 
for all watches. 


7J, $3.00—15J, $4.00 
18 Size Hunting, 
Elgin, Waltham 
7J, 2.00—15J, $3.00 
18 Size O.F. 
Elgin, Waltham 
7J, $2.50—15J, $3.50 


MATERIALS = 
“ = 1 2 : 


& Size Elgin, Wal- 
. tom Hunting Send sample of 


73, $2.00—15J, $2.50 
6% L. Rect 
6), $2.50-180. | $3.50 


what you wanti All 
Guaranteed! Remit 
only if satisfactory. 

















KLEIN BROTHERS 
COMPANY 


WHOLESALE JEWELERS 





ENQUIRER BLDG. CINCINNATI, O. 











Harry Greenwold Co. 


The House of Quality and Service 
18 WEST 7th STREET, CINCINNATI, OHIO 


VIRGIN Diamonds 
CELLINICRAFT Jewelry 


HAMILTON WATCHES and 8) 


Lires of quality and style that give you pro- 
tected profit. You can recommend these lines 
ode Loli ama Stolen! Je Me Abi Mi doletilel 1.la B 





{ Zones 





PROMPT SERVICE ALWAYS 


GERWE-BROWN CO. 


Wholesale Jewelers 


CINCINNATI 
NEW ORLEANS 














MWe sreciatizé... 
in special order work. Sand us your 
specifications. W. Ld sabenit a design 


with oul obligation. 





SCHUMER BROTHERS CO. 
Whe nua ar ring Jeu stows 


S EAST THIRD STREET + CINCINNATI, OHIO 


DIAMOND-CUTTING 


EXPERT WORK 
FAST SERVICE 


LITWIN & SONS 
114 West 6th Street. Cincinnals. Ohio 


400 















ee CINCINNATI 


q Property at 113-115 East Fifth St., Gov- 
ernment Square, Cincinnati, was sold July 
2 in a deal involving $300,000. The hold- 
ing, a four-story stone and brick building, 
was purchased from the Lasco Corp. by 
Bertram Properties, Inc., which is a corpo- 
ration formed by George N. Roth, operator 
of a jewelry and allied line store in Muncie. 
q The Northern Ohio Guild of the Ameri- 
can Gem Society held a meeting on June 
24 at the Hatch Building, Western Reserve 
University. Mrs. George Beattie exhibited 
the H. Paul Juergens collection of familiar 
and unusual gem-stones. 

q Standt’s Jewelry, Inc., with $50,000 cap- 
ital, filed articles of incorporation at Cin- 
cinnati, listing incorporators as Elsa Juer- 
gens, Joseph C. Bullock and C. E. Hath- 
away. 

q Adolph Wiebell, jeweler, 1730 Vine St., 
and family recently vacationed in Florida. 
q Maury Gerwe and John Gerwe accom- 
panied R. T. Willing on vacation at Lake 
of the Woods, Canada. 

q Percy Lucas, Rosfelder Bros., was in 
town recently and had lunch with the boys. 
He has fully recovered from his recent 
illness. 

q Bental & Faller, jewelers, 617 Vine St., 
are closed for a two week vacation period. 
q The Town Criers are making plans for 
a picnic on September 6th. 

q Melvin Hesse and Cherry Fisher, Harry 
Greenwold Co., are assembling merchan- 
dise for their Fall trips. 

q Walter Bleska, Gerwe-Brown Co., at- 
tended the Veterans of Foreign Wars con- 
vention at Columbus, Ohio. 


q Herbert Kromholtz recently opened a 
new store in Deer Park, Ohio. 

q Harold D. Stanton, who is with the 
Cleveland office of Telechron Co., recently 
was made a member of the Town Criers. 

q Ed Karg, Gerwe-Brown Co., and wife va- 
cationed in Vermont and New Hampshire. 
While in New England, they visited the 
jewelry factories in Attleboro and Provi- 
dence. 

q The Distinguished Service Cross, second 
only to the Congressional Medal of Honor 
among American military decorations, was 
awarded to Richard A. Stenger, 6835 
Plainfield Rd., Silverton, at ceremonies cli- 
maxing Pleasant Ridge’s Fourth of July 
celebration. Brig. General Douglas L. Weart, 
Ohio River Division engineer, bestowed 
the decoration. 

Mr. Stenger, 27, is the son of Mr. and 
Mrs. W. H. Stenger, 3633 Mayfield Ave., 
Price Hill: His father is employed as a 
watchmaker by the Herschede Co., jew- 
elers. 

q Thomas Hummel, Gerwe-Brown Co., and 
family spent their vacation at Lake An- 
gola, Ind. 

q Miss Ann Erpenbeck flew to San Diego, 
Calif., and back. 

q Robert T. Herzog and wife spent a week 
at Dillsboro, Ind. He is with E. T. Herzog, 


Covington, Ky., jeweler. 








q Jack Pywen, proprietor of Mason’s jewel. 
ry store in Madisonville, was married 
June 21. 

q Martha Dannhauer, Gerwe-Brown (Co. 
vacationed at Atlanta, Ga., where she yis. 
ited Mr. and Mrs. James Dunn. Mr. Dunp 
formerly traveled for Gerwe-Brown Co, but 
is now associated with Ewing Bros, jp 
Atlanta. 

q Mr. and Mrs. Harold Armacost motored 
to Kansas City where they visited hjs 
brother. 

q Harold Hare, who travels for Gruen 
Watch Co., is planning the yearly party 
he gives for the employees at his home in 
Loveland. 

q All Gerwe-Brown Company’s salesmen 
are in for the semi-annual sales meeting. 
q Joseph Koester, formerly with E. T. Her. 
zog, Covington jeweler, for 18 years, 
opened a new and modern store of his 
own at 706 Main St., Covington, Ky., on 
July 12. 

q Clem Bockenstette, Arcade jeweler, and 
his family are vacationing in Florida. 

q Carl Leser, Northside jeweler, spent his 
vacation with his family at Cape Cod. 
q E. Wagner & Sons, jewelers, closed their 
Peebles Corner store for vacation the last 
two weeks in July and will close their 
Hamilton Ave. store the first two weeks of 
this month. | 
q Maury Gerwe and George E. Brow, 
Gerwe-Brown Co., and Julian Hesse, Wal- 
lenstein Mayer Co., attended a sales meet- 
ing of the International Silver Co. at a 
resort in Pennsylvania. On returning from 
the meeting, Mr. Hesse spent a few days 


in New York. 





CJI Will Train Sales Clerks 


If present plans are approved, the train- 
ing of retail sales clerks will be one of the 
objectives of the recently organized Ca 
nadian Jewellers Institute. Certificates 
attesting to sales clerks’ ability will be 
issued, and this qualification will lift sales 
clerks to the status of a real profession. 
Immediate training of watchmakers will be 
undertaken, and plans include a similar 
service for silversmiths, designers, engrav- 
ers, and gem-setters. 

















DISTINCTIVE 
JEWELRY 
WATCHES 


DIAMONDS 
THE D. JACOBS SONS CO. 


Wholesale Jewelers 


811-13 RACE STREET 
CINCINNATI 2, OHIO 
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A NEW SERVICE 
FROM AN OLD FIRM 


@ Peerless Platers wants to serve 
you from its modern shop. 


@ We are now ready to accept your gold and 
silver replating and rebuilding. 

We are fully equipped to rebuild and re- 
finish hollowware, candelabra and silver ser- 
vice. 

We offer you maximum quality at minimum 


We are the oldest silversmiths and platers in 
the west. 

We employ only the 
craftsmen. 

e@ Write or phone today for a price list. 

FREE PICK-UP AND DELIVERY SERVICE 
WITHIN LOS ANGELES METROPOLITAN 
AREA. 


PEERLESS PLATERS 


associated with JEWELER'S SERVICE 
specialists In repairing expansion bands ead 


finest, most skilled 


bracelets. 
743 Ceres Avenue, Los Angeles 2! 
Phone Vandyke 5417 

















... THIS 
RACINE- 


UNIVERSAL MOTOR 
FOR JEWELERS’ LATHES 


For long, trouble-free, wholly dependable lathe 
power service, specify this newest model RACINE- 
Universal Fractional Horsepower Reversible Mo- 
tor. Designed with a dynamically balanced ar- 
mature, it develops 1/12 H.P. Housing has a 
sturdy, attractive crackle finish, and the base 
Pedestal is substantially wide. Equipped with 
Allen-Bradley Foot Rheostat that provides speeds 
from zero, gradually increasing to maximum. 
Turns up 13,000 R.P.M. without load — 6000 
R.P.M. with full load. 


Canadian Representative Chas. A. Branston, Ltd. 
2508 Youge St. Toronto, Ontario, Canada 





RACINE UNIVERSAL MOTOR CO. 


1637 Goold St., Dept. JCK-1, Racine, Wisconsin 

















PHILADELPHIA 
(From page 395) 


theater the week preceding and the week 
during the performance of the picture, 
“The Farmer’s Daughter.” She was _ar- 
ranged against a background making it 
appear that she was driving a tractor, but 
her real function was to distribute pamph- 
lets to those entering and leaving the 
movie house announcing that certain lucky 
people would be awarded two tickets to 
the picture, “A Farmer’s Daughter.” The 
hand bills contained registration blanks 
and were numbered. Duplicate numbers 
were posted on a bulletin board in the rear 
of the store after being selected at ran- 
dom. Those who wished to see if they were 
lucky had to pass through the store. The 
numbers were posted for one week but 
those whose numbers were posted, who 
came in later, were still given the free 
tickets. 

q Executives of the Peters Chain of Stores 
are now planning a larger contest than 
they have ever held before in co-oper- 
ation with a local radio station and all 
the theaters in the Philadelphia area. 
It will be for high school children, with 
prizes for each school winning the primary 
elimination contests at each of the local 
theaters. Finals in the contest will be 
broadcast. This promotion will occur early 
in the fall. 

q Grays Jewelers, of 6 S. 15th St., had a 
small neon sign rebuilt and enlarged from 
three inch to six inch letters. The sign 
advertises watches on one side, repairs on 
the other. A spokesman for the store in- 
formed us that business picked up immedi- 
ately after the placing of the new sign. 

q Flinchbaugh Jewelry store, of Norwood, 
Pa., has added a new neon sign which, 
when lighted a night, attracts considerable 
attention in this residential community with 
a small shopping center. 

@ McCutcheons announce the opening of 
their new jewelry shop at 611 West Ave., 
Jenkintown, on Thursday, July 10th. They 
plan to handle jewelry, silverware, and 
gifts. 

@ Robin Gift Co., of 315 York Road. Jen- 
kintown,. has added a new lay-away-plan al- 
lowing customers to “select any article” 
and have it layed away, paying “weekly. 
or whenever it is convenient.” 

q Brooks Jewelers on Woodland Ave. now 
cash pay checks for workers in several 
plants nearby, and advertise this service by 
signs in the window. 

q Morton Brownstein, son of Nathan 
Brownstein, Brown, Gold Co., 110.S. 8th St., 
Philadelphia, graduated from the Philadel- 
phia College of Osteopathy on July 19, 
with a Doctor of Osteopathy degree. 





Re-appointed to Watchmaking Board 


Three members of the state board of 
examiners in watchmaking were re-ap- 
pointed June 24 by Governor Luther 
Youngdahl of Minnesota. Re-appointed 
for their second four-year terms were 
Harry H. Johnson of Spring Valley: 
John G. Crooker, Fairmont, and Chester 
W. Gaskell, St. Paul. 
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INTRODUCING — 
GEM STONE DRILLERS 


71 Nassau $?.—CO 7-3374 
93 Nassou S?.—BE 3-2044 
New York 7, N. Y. 


Encrusting for drilling acc’ts only. 




















LAPIDISTS 


Specializing in Synthetic Rubies 
and Blue Spinels 
BUFF TOPS — CABACHONS 
PEAR SHAPES — FACETS 
Sizes Cut to Your Specifications 


MUKAI & CO. 


217 East 97th St. New York 29, N. Y. 
SAcramento 2-3477 
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NEW RETAIL ENTERPRISES 














————— 


JUSTIN THARAUD & SON 


INC. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 
MYOTT’S 
English Staffordshire Ware 





EDWARD BOOTE, INC. 
35 & 37 W. 23rd St.. New York, N. Y. 
Tel. Gramercy 5-1605 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 























English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 

COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 
WELLINGTON Bone China Teaware 


MADDOCK & MILLER, INC. 





129 Fifth Avenue, New York 3, N. Y. 











——--- 





TEDMAN IMPORTING CO. 


225 Fifth Ave., Room 829 #£Tele.: CA §-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Breakfast Sets, Teaware, Smoking Articles, 
Toby Jugs and Lustreware 

















~ importers eof 
7 ENGLISH CHINA 
and 


EARTHENWARE 


Bteck and Import 
* 4d Aglaia & CoO., INC. 


149 Fifth Ave. New York 106, WN. Y. 
AL. 4-0104 




















ROYAL DOULTON 


English Bone China and Barthenware 


-DOULTON and CO.. Ine. 
Successers To ° 
wm. 8. PITCAIRN CORPORATION 

2i2 Fifth Ave. 


New Yer, N. Y 











PAUL A. STRAUB & CO., Inc. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Murray Hill 38-5460 




















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 
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Rogers Jewelers, 718 Penn St., Reading, Pa. 


Remar Jewelers, 1207 Foster Ave., Brooklyn, N. Y. 

Wikel’s Jewelry Store, 1131 Mercer St., Princeton, W. Va. 

Palestine Beane Jewelry Co., 112 West Main St., Palestine, Texas. 
Appell’s Jewelry Store, 115 East Branch St., Arroyo Grande, Calif. 
Bright's Jewelry Store, 60 College St., Asheville, N. C. 

Hunt’s Jewelry Store, 617 Bland St., Bluefield, W. Va. 

Matthew’s Jewelry Store, 122 North Main St., Zelienople. Pa. 

T. and C. Jewelry Store, 120 South Meridian St., Portland, Ind. 
Bostrom and Kern Jewelers, 1298 Burlingame Ave., Burlingame, Calif. 
Bazinet’s Jewelry Store, 62 Main St., Saranac Lake, N. Y. 

Swiss American Watch Repair Co., 214 Montgomery St.. Svracuse. N. Y. 
Runyan Jewelers, 513 Commercial, Atchison, Kansas. 


Zale Jewelry Co., 1606 Main St., Dallas, Texas. 


Tucker’s Jewelry Store, 102 East Choctaw Ave., McAlester, Okla. 
Newton’s Jewelry Store, East Fourth & Sycamore Sts., Waterloo. Iowa. 
The Jewel Box, 151 N. Loudoun St., Winchester, Va. 

Kingoff’s Jewelers, 310 East Broad St., Richmond, Va. 

Helzberg’s Jewelry Store, 23 South Federal, Mason City, lowa. 
Deem-Shonkwiler, Jewelers. 13 South Indiana St., Greencastle, Ind. 
Barnes Jewelry, 116 North Main St., Victoria, Texas. 

Yonaka Jewelry Store, 112 North Main St., Edwardsville, 11. 








Pearls Are Predominant 
At N. Y. Fashion Fair 


Preponderance of pearls exhibited by 
jewelry manufacturers at the Fashion Fair 
in Madison Square Garden June 12-2] in- 
dicates that they are being pushed for a 
good season. 

Rather than a preview of new designs 
for fall, the Fashion Fair in jewelry was 
a gathering of the more popular pieces 
produced last spring. 

The largest display case of Coro, 47 
West 34th St., N. Y.. was devoted to pearls. 
Smaller cases were used for rhinestones in 
prong settings, antique types of jewelry, 
modern novelties, tailored jewelry, and 
rhinestones on rhodium. Each type was 
displayed in a separate case. The effect 
was to impress the public with the range 
of jewelry Coro sells. 

Others who had displays of pearls were 
Imperial Pearl Syndicate, 607 Fifth Ave., 
Victoria Pearl Co., Ltd., 610 Fifth Ave., 
and Heller-Deltah Co., Inc., 411 Fifth Ave., 
all of New York. 

Ernest Steiner, 389 Fifth Ave., N. Y., 


showed fobs of enamel and mesh ribbon. 


—_—_—_- -— 


Ruling on Watch Movement 
Assembly Announced by Board 


A series of decisions by the Foreign- 
Trade Zones Board, announced recently by 
Secretary of Commerce W. Averell Harri- 
man as chairman, may result in “widening 
the range of operations permitted in a for- 
eign-trade zone. 

The Foreign-Trade Zones Board is the 
Federal Government agency responsible for 
administration of the Celler Act. This law 
provides for the establishment of zones at 
American ports into which imported goods 
may be brought and stored and manipu- 
lated, without payment of customs duty, 
prior to entry into the United States or re- 
export. Other members of the Board are 








Secretary of the Treasury John W. Snyder 
and Secretary of War Robert P. Patterson. 

Operators of the New York foreign-trade 
zone requested the Board to review a series 
of preliminary rulings by the Commissioner 
of Customs. The Commissioner had held 
that the operations involved in these rulings 
amounted to manufacturing and were pro- 
hibited by the Celler Act. 

In reversing the Commissioner of Cus: 
toms, the Board held that the operations 
covered by the rulings fell short of manu- 
facture and could be allowed under the 
provisions of the Celler Act permitting 
merchandise to be “assembled, mixed, or 
otherwise manipulated” in foreign-trade 
zones. 

The operations declared permissible by 
the Board included among other things the 
assembling of watch movements into cases 
(including certain incidental processing), 
and attaching of wrist bands to watches. 


———o | 








ENRIGHT-LeCARBOULEC, INC. 


CRYSTAL from Sweden 
STEMWARE, BOWLS, VASES, PERFUME 
BOTTLES and SMOKING ACCESSORIES. 


160 Fifth Avenue New York 10, N. Y. 
Telephone: CHelesa 2-8708 and CHelsen 2-2568 




















SUOMI 
—— FINLANDIA 
Crystal China-Falence 
225 FIFTH AVENUE 





Art Pottery 
NEW YORK 




















SWEDISH CRYSTAL 


Kosta Alsterfors 
Maleras Bohlmarks 
DANISH CERAMICS (Bing and Grondahl) 


D. Stanley Corcoran, Inc. 


7 West 30th Street New York 10, N. Y. 
PEnnsylvania 6-0577 
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po B. BLOOM, active in the manu- 
for 50 years, died of a 
| hemorrhage at his home, 10 Olive 
was 
he Joseph Bloom Pearl Co. of 
d Attleboro and the D. & D. 
He is survived by 


JOSE ; 
facturing business 
nage ncn Mass., June 18. He 
owner of t 
Providence an 
Chain Co. of Attleboro. 
his wife and a brother. es 

CHARLES W. BricHam, 17 lappan Ave., 
Attleboro, Mass., prominent as an engraver 
‘a that city for more than a quarter of a 
century, died of a heart attack at his home 
on July 5. He was stricken the previous 
day at his summer home in Touisset Point, 
R. I. Mr. Brigham operated an engraving 
business in the Sanford Building under his 
own name. Surviving are his widow and 
daughter. 

CHarLEs BRUMMER, 99, retail jeweler, 


New York, died June 15. In May 1946, Mr. 
Brummer, who was formerly associated 
with Lebolt, Inc., of New York and Chi- 


cago, went into business for himself at 18 


CHARLES BRUMMER 





West 56 St. Surviving are his widow and 
two sons. Another survivor is his sister-in- 
law, Miss Ruthe V. Fischel, who will con- 
tinue to operate the business under Mr. 
Brummer’s name. 

Lovis Epstein, 69, associated with the 
wholesale jewelry trade in Chicago for 
many years and for the past few years 
operating as a trunk jobber, died at his 
home on July 6. He is survived by his 
widow and son. 

Ase Gorpon, 59, who had been asso- 
ciated with the jewelry business in Wilm- 
ington, Del., since 1916, died June 11. In 
the late 1920s he started his own jewelry 
store, the Gordon Jewel Shop. Mr. Gordon 
had been associated with the Rogers 
Jewelry Co. for the past nine years. Sur- 
viving are his wife and two daughters. 

Joun LEIKHEIM, 63, watchmaker and 
jeweler for 50 years, die:! recently at his 
home in Wilkes-Barre, Pa. For a number 
of years he conducted a jewelry business at 
his home. For the last 20 years he was 
employed at Berman’s jewelry store. He is 
survived by his widow, a son and three 
daughters. 

Morris Levy, 48, founder and president 
of the Hart Jewelry Co. at Warren, Ohio, 
died June 11. He headed jewelry stores 
also in Youngstown and Lorain, Ohio. and 


‘In Long Beach, Calif. Surviving are his 


wife, son and daughter. 

Max Nassau, 78, who had been in busi- 
hess at East Chicago, Ind., for 57 years. 
died at his home on April 15, after a long 


illness, Surviving are his wife and daugh- 
ter, 


OBITUARY 





JAMES H. Parks, 83, of 55 Magazine St., 
Cambridge, Mass., vice-president of Ken- 
nard & Co., Boston, died on June 22 at 
Mount Auburn Hospital, Cambridge, after 
a long illness. He was a former president 
of the Boston Jewelers Club. The firm 
was closed on Monday afternoon, June 23, 
out of respect to Mr. Park’s memory. 

CHARLES Retz, 83 with Juergens & An- 
dersen Co., Chicago, for nearly 30 years, 





Ainck 


died while vacationing at his summer home 


on July 14. He is survived by his son Paul, 
an executive of the company for several 
years. 

WALTER J. RINN, associated with Juer- 
gens & Andersen Co., Chicago, for many 
years, and president of the company for 


ee EE 


the past 15 years, died suddenly at his | 


home on July 10. 


BENJAMIN F. SALOMONSKY, 64, manufac- | 


turing jeweler of Norfolk, Va., died re- 
cently. Mr. Salomonsky had been in busi- 
ness in Norfolk since 1907 having had but 
two office locations in forty years. He was 
a member of the Norfolk and Portsmouth 
Retail Jewelers Association. Surviving are 
his wife and two sons. 

Guipo H. Santer, 67, Dayton, 
jeweler, died June 14 following a short ill- 
ness. Mr. Santel was formerly associated 
with the Newsalt Co. until the firm dis- 
banded and since that time operated his 
own jewelry company in the Third Na- 
tional Building. He is survived by his wife 
and son. 

James P. Stovati, 51, Memphis, Tenn., 
jeweler for 27 years, died in that city June 
9 after a short illness. A lifelong resident 
of Memphis he had operated his own busi- 
ness the past five years. He is survived 
by his wife, son and daughter. 

Ervin W. Sweet, 77, a jewelry manufac- 
turer in Attleboro, Mass., for more than 30 
years, died at a rest home July 4. He had 
been in failing health for several years. 
Mr. Sweet began his manufacturing career 
as an associate of his father, Charles O. 
Sweet, in the C. O. Sweet Co. and operated 
it himself in later years. He had been re- 
tired about 15 years. 

Morris Woronock, 85, founder and 
head of A. Woronock & Son, wholesale 
dealers in diamonds and watches, 630 Fifth 
Ave., New York, died June 22 after a 
brief illness. Mr. Woronock established in 
1855 the firm of Aisenstein-Woronock & 


MORRIS WORONOCK 





Sons, which continued in business until 
the formation of A. Woronock & Son in 
1942. He was also president of the Jules 
Jurgensen Corp. which markets the Jules 
Jurgensen watch. 


Ohio | 
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BONE CHINA 


U.S.A. Representatives 


FISHER, BRUCE & CO. 


Phila.: 221 Market St. e New York: 1107 Broadway 
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Giftwares of Distinction 


KENSINGTON METAL — GLASS | 
KENSINGTON, INC. NEW KENSINGTON, PA.| 























GIFTS 


for MEN 


comprehensive selection of 


Accessories with Sporting Motifs. 
LYNN BOGUE HUNT 
Sterling Game Bird Sets—Folder Availabie 


SUN GLO STUDIOS 7, Tork 10 N.Y. 








LEVY BROS. CHINA (0. inc. 


EST. 1868 
Gifts ... Dinnerware ... Service Plates 


NEW YORK 


ALL-OVER DESIGNS IN 22K GOLD 


Office and Showroom Showroem 
79 Fifth Avenue 225 Fifth Avenue 








DECORATIVE 
ACCESSORIES 
FURNITURE 


MARY RYAN 


New York 
Chicago 


GIFT/AND ART 
NOWELTIES 


225 Fifth Avenue, 


Merchandise Mart, 








ASTLETON CHINA 


INCORPORATED L. E. HELLMANN, President 
DE LUXE TABLEWARE 
for the 


FINE CHINA TRADE 
MADE 1M AMERICA- MADE OF AMERICA 
212 Fifth Ave., New York, N. Y. 











THEODORE HAVILAND 


FINE CHINA DINNERWARE 
MADE IN AMERICA 


All Decorations Are Exclasive 


THEODORE HAVILAND CO., INC. 
26 W. 23rd ST. 1550 MERONANDIGE MART 
NEW YORK CITY CHICAGO, ILL. 
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Replacing a Roller Jewel 





First of a series of two articles which are devoted to 


the detection, removal and replacement of a broken roller 


jewel. The second part will be published next month. 


by HENRY B. FRIED 


Executive Secretary 


The Horological Society of N. Y. 


(Drawings by the author.) 


ROLLER jewel or jewel pin as it is sometimes 

called must be replaced when it is chipped, broken 
or missing. (Fig. 1). A roller jewel should be replaced 
if there is too much play within the fork. (Fig. 2). 

The symptoms of a broken or missing roller jewel are 
simply that the watch will not run. Upon examination, 
the balance wheel will turn and vibrate when the watch 
is shaken without any movement of the pallet fork. 

A chipped roller jewel pin should be replaced because 
the jagged edges of the chipped part will cut into the 


Fig. |. A roller 
jewel that is 
chipped or 
broken must be 
replaced before 
it causes more 
damage to watch. 





fork slot of the pallet, damage the fork and seriously 
impair the performance of the watch. 

A jewel that is too thin permits excessive shake in the 
fork slot. Excessive side shake dissipates the power of 
the pallet and the escapement. This prevents a good 
balance motion and makes position adjusting or good 
timing impossible. 

To remove a roller jewel for a replacement, the hair- 
spring is removed from the balance although the roller 


table may remain upon the balance. Removing the 


rollers from the balance sometimes results in damage 
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to the staff and endangers the balance truth and poise, | 
To remove the chipped or broken jewel in preparation | 

for a replacement, a pair of strong tipped tweezers js 

used. One point of the tweezer is braced against the 


Fig. 2. When there 
is too .much play 
in fork, roller jewel 
needs replacing. 





/ 


underside edge of the roller disc and the other tweezet 
point is pressed down upon the jewel pin. This forces 
the broken jewel out in the direction of the pressure 
applied. The jewel should be ejected from the bottom 
side up towards the safety roller. (Fig. 3). 

After the jewel is out, the hole is cleaned of all chips 


of jewel or shellac. 


SELECTING A NEW JEWEL 


There are generally three shapes or roller jewels used 
in modern watches:—“D” shaped, triangular, and ellip- 
tical. The “D” shape is by far the most commonly used. 
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WatchMaster users can “get them in- 
side” by offering to test their watches 
electronically — in 30 seconds — and 
without charge. 


These people become immediate pros- 
pects for profitable watch repairs. Be- 
sides, they are potentiak purchasers 
of everything that you sell. 


WATCHMASTER USERS 


Write for our “Get them inside” campaign 


IF YOU°’RE NOT A’ USER 
Write for our “2-way Profit Plan” book. 
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Distributors of Western-Llectric Woatch-rate Recorders 








Fig. 3. Roller jewel ee 
should be removed 
by ejecting from 
bottom side up to- 
ward safety roller. 


The shape is determined by the form of the hole in the 
roller table or disc, as shown in Fig. 4. However, the 
size or thickness is determined solely by the width of 
the palle: fork slot. 


To choose a jewel pin merely because it fits the hole 














J 
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Fig. 4. The shape of the replacement roller jewel is deter- 
mined by the shape of the hole in the roller table or disc. 





in the roller table snugly may result in this jewel binding 
in the fork slot or not being able to enter at all. But 
tuo thin a jewel, as stated previously, wastes the power 
of the escapement. 

A jewel should be selected which fits the fork slot with 
a minimum of side shake. Therefore, the fork slot be- 
comes the gauge for the jewel pin size. Fig. 5 shows 


| 
Fig. 5. Jewel 
should be se- 
lected with a () 
minimum of 
side shake. 
These propor. 


tions here are 
satisfactory. 











\ 


the satisfactory proportions of a jewel and the fork slot. 
Some watchmakers possess a set of “feeler gauges.” 
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(Fig. 6). These are a set of finger-like prongs graduated 
in size. Each prong is marked in hundredths of a milli. 
meter. These are calibrated in graduations of .02 m/m 
The tip is inserted in the slot of the fork and the correct 
size noted by its fit. 

The number on the gauge shows the proper thickness 
of the jewel. The advantage of this gauge is that the 
pallet need not be removed from the movement. It also 
eliminates the necessity of testing the jewel directly jp 
the fork. Often this results in the loss of the jewel due 





uF 
a - 
~ - agit 


Fig. 6. "Feeler gauges" such as these, tell within hun. 
dredths of a millimeter, the size jewel pin required. 


to its small size and difficulty in obtaining a firm grip 
upon it. 

When a new jewel of the proper thickness and shape 
is selected it is examined for length. A jewel that is too 























Fig. 7. A jewel that is too long will butt guard finger. 


long will butt the guard finger as shown in Fig. 7. One 
that is too short will not engage the fork. (Fig. 8). 

If a jewel is too long, it may be shortened by grinding 
off the excess length with a diamond charged lap as 


ea 
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Fig. 8. Too short a jewel will not engage fork at all. 








illustrated in the chapter dealing with the fitting of @ 
pallet jewel. Some watchmakers place the over-long 
jewel on a hardwood block, across the grain and with 
a sharp knife, break off the excess length. 

(To be continued) 
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@ HERE AT LAST is the new electric alarm clock 
dealers have been wishing for . .. waiting for! The new 
Sessions Alarm Clock is not only new in beauty, it is 
built on an entirely new alarm principle, with new 
construction throughout. The wonder is that such a 
handsome modern alarm clock can retail at such a low 
price! In September shipments will be available in 
quantity, and promptly! 


FORESTVILLE, CONNECTICUT * MERCHANDISE MART, CHICAGO 
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URGENSEN WATCH—Is an old watch made by 


Jurgensen-—a rare watch ,and what would be a fair 


idea of its value? (Question No. 5957) J. L. 


Answer—Watches bearing the Jurgensen name as 
maker are usually rare and valuable if made in Copen- 
hagen, Denmark, by Joergen Jurgensen (1780-1810) or 
Urban Jurgensen (1810-1830). These Jurgensens, father 
and son, were eminent horologists, who did not make 
great numbers of watches, so that existing watches made 
by them are rare. A son of Urban Jurgensen, Jules 
Jurgensen, moved to LeLocle, Switzerland, and between 
about 1840 and 1877 made there excellent watches, but 
so many of them that they are not very rare today, al- 
though of high quality. Jules Jurgensen generally used 
on his Swiss-made watches the address “Copenhagen,” 
so this address on a watch should not confuse it with 
those made by his father or grandfather in Copenhagen. 

Succeeding owners of Jules Jurgensen’s Swiss factory 
and trademark have continued to produce watches so 
named; but these, of course, are not to be considered 
as collectors’ specimens, nor is to be so considered any 
of Jules Jurgensen’s work except perhaps some of his 
earlier watches, made a century or more ago, or espe- 
cially complicated or unusual pieces that he sometimes 
made to order. To judge whether any Jurgensen watch 
is valuable, we should be given a complete technical 


description of it. 


IDDLE-BOW LATHES—How do these fiddle-bow 


pivot lathes work in straightening bent pivots?— 


(Question No. 5958) R. S. 


Answer—Probably. your question refers to pivot 
lathes such as the Dorrington tool, which is a dead- 
center lathe, in which the pivot to be worked on pro- 
trudes through a hole in a thin steel disc, the pivot sup- 
ported by the hole on its lower or “conical” end. In this, 
the bow-lathe only holds the pivot while it is worked on; 
the straightening is done with a pair of heavy tweezers, 
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often made of brass, used as hot as can be handled, 
Turning the staff slowly, stop when the bent pivot points 
upward. Bend it downward carefully with the tweezers 


and repeat this until the pivot runs true. 


EWEL QUALITIES —I have just been wondering 
why some jewels cost much more than others that 
look just like them. Would high-priced jews be better 
for the money, and why would they be? (Question No. 


9959) W. P. 


Answer—There can be all the difference in the world 
in the quality and real value of one grade and make 
of watch jewel compared with other grades. A better 
and justifiably higher-priced jewel would be made of 
harder material—synthetic ruby or sapphire instead of 
soft garnet—which costs more to shape and polish. The 
higher-grade jewels are polished one at a time instead 
of by a cheaper process. If tested with proper equip- 
ment, the higher-grade jewels would be seen to be truer, 
outside edge and hole; that is, hole and edge truly round, 
and running true with each other, etc., qualities that 
cost more in skilled workmanship than cheaper-grade 


jewels cost to make. 


og SENG TWEEZERS—For making overcoils on 


a new flat hairspring blank, what are the best 


tweezers to use? (Question No. 5960) F. W. A. 


Answer—In answering this question, we have to con- 
sider two things: the “make” or quality of the tweezers, 
and the type of the tool, regardless of the make. As to 
quality, tweezers for hairspring work should be the kind 
known in the trade as “Dumont” tweezers. These are 
made in Switzerland by an old firm and one of later 
origin, members of which have the family name Dumont. 
Characteristic of these tweezers are that they are of 
superior steel and workmanship, so that they grasp the 
work firmly, and the acting points keep their shape for 
a long time before needing redressing. They are not 
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Its face (and your customers’ faces) will light up! 


General Electric is mighty proud of its latest Iumi- 
nated Electric Alarm Clock—the Morning Star. 


It is a very beautiful clock—as your eyes will tell 
you. And... it has a big “PLUS”! A brand-new, extra- 
special feature that will draw consumers as honey 
draws the bees! 


“Day and Night” 


The beaming face of this new General Electric Alarm 
is made of gleaming, translucent, ivory plastic. 


Behind this face there is a light. A small switch on 
the back of the Morning Star turns this light ON or 
OFF, as desired! When it’s “ON,” the clock’s face lights 
up brightly. Hands and numbers stand out, even on 
the darkest nights. This handy clock also serves as a 
convenient night light. 


We wouldn’t dare guess at the number of men and 
women who have hoped for just such a “DAY and 





NIGHT” clock—a clock which tells you the time at a 
glance... in any hour of the 24! 


But we know that this Illuminated Alarm will JUMP 
OFF your shelves into customers’ hands! So order now! 
Appliance and Merchandising Department, General 
Electric Company, Bridgeport 2, Conn. 


The Clocks Most People Want Most 


GENERAL @ ELECTRIC 


FOR AUGUST, 1947 





Morning Star... $7.95 plus tax 


THE ILLUMINATED ALARM 
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nickel-plated. Equally good tweezers may be made by 
others than the Dumont firms, and some of these are 
referred to as of “Dumont quality” in the tool trade. 

As to type of tweezers for forming “gradual” over- 
coils, which rise to a level over the spiral without any 
sharp or sudden bending, tweezers of the ordinary form 
of points should be used. For forming “knee” bends, 
in which only a short portion of coil is used for the rise 
of the overcoil, most workmen prefer the kind of 
tweezers with specially designed points, called over- 
coiling tweezers, or short-angle-bending tweezers. There 
are various makes of these sold by all watchmakers’ 
supply dealers. 


| Pena ESCAPEMENT—Isn’t the lever escapement a 
dead-beat one? One of our watchmakers argues it 
is, because dead-beat was an improvement; but the other 
man says the lever escapement is a recoil kind (Ques- 


tion No. 5961) N. R. M. 


Answer—The lever escapement is not classed strictly 
with recoil escapements, but during unlocking there is 
a slight recoil due to overcoming the draw that exists 
to make lock secure. In the class properly called recoil 
escapements, there are not separate locking and lifting 
faces on the pallets; on one face both of these func- 
tions take place. But the lever escapement has one pallet 
face for locking and another one for lift or impulse. 


OTOR POWER—I have on my bench a one-twentieth 
horsepower motor for my lathe, speed changed with 
a foot-pedal switch. Lately, I had a large disc of brass 
to turn, and running motor slow enough for this job, 
it had hardly enough power, so I had to take such light 
cuts with sliderest that the job took an awfully long time 
to do. Is there any trick of wiring the motor so I could 
get more power at slower speeds? (Question No. 5962) 
C. J. 


Answer—Unless you are willing to buy a more 
powerful motor—say a 14 hp. motor—we suggest not 
trying to solve your problem electrically, but instead 
install a countershaft on your bench, which your letter 
indicates you do not have. Belt the motor to the counter- 
shaft and drive the lathe from the countershaft. With 
this arrangement you can get a variety of speeds and 
powers to the lathe, the slower speeds at greater power, 
and vice-versa, as is desirable. The most useful type 
countershaft has a variety of diameters of pulleys on a 
shaft mounted in an adjustable frame so pulleys can be 
moved to get various combinations of diameters and belts 
quickly adjusted to tension without re-hooking them. 
Belting from small to larger pulleys, motor to counter- 
shaft, and countershaft to lathe, will sive you slower 
speed and greater power on the lathe spindle. 


spe ENAMEL—In a lot of old tools and materials, 
there is a box full of lumps of a white substance 
labeled “Email Fusible a la Lampe.” Can you tell me 


what this is for? (Question No. 5963) S. R. 


Answer—tThis is a soft enamel, for filling in broken- 
out places on enamel dials. Clean the broken-out places 
with alcohol, fill them a little more than even-full with 
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bits of the enamel and heat over alcohol lamp flame or 
bunsen gas flame until the enamel flows level with the 
surface of the dial. 


— FILLING—Here’s a puzzle for you: We have 

a 3/0 size Crescent gold-filled case, one time made 
into a wrist-watch, with one of those old-time pendants 
where the bow turns or swivels on the pendant. Long use 
has worn it so that the bow-part nearly pulls off of the 
pendant. Can’t figure how to take up the wear. Can you 


help? (Question No, 5964) T. H. D. 


Answer—tThe problem here is how to add metal to 
take up the wear while the bow-head remains on the 
pendant and without removing the pendant which would 
necessitate an additional soldering operation to refasten 
pendant to case. This can be done by inserting a split 
wire ring from above, down into the worn space between 
pendant-tube and bow-head. Apply flux and a few bits of 
hard solder (we recommend Handy & Harman “Easy. 
flo” hard-solder and “Handy-flux” for this, because of 
its low melting point). Pass current from an electric 
soldering machine through the job. This should restore 
the swivel to its original security. If you have no electric 
soldering machine, heat may be applied by blowpipe 
flame, directing a pointed flame into the worn space from 
above, avoiding further heating immediately the solder is 
seen to flow. 


— have gotten into a jam, having under- 
taken to clean a small music box, Swiss make “Jacot.” 
On the steel teeth that are sounded by pins on cylinder, 
we accidentally rubbed off some of the feather-like things 
from the underside of teeth. What can we use to replace 


these, and how fastened? Question No. 5965) R. L. F. 


Answer—tThe feather-barbs are “dampers,” to stop 
the tooth from vibrating before another pin contacts a 
tooth. Without the dampers, the still-vibrating tooth 
would produce an unpleasant “zing” sound against an 
oncoming tooth. Take a feather from a chicken wing; on 
the side of the midrib that has the longest barbs, with a 
sharp scissors cut a strip of these. Then pull some of the 
barbs apart singly. Mix shellac and alcohol to a thick 
paste and place a small dab of this on the underside of a 
tooth. Lay a feather barb in the shellac, its end extending 
beyond the tooth-point. When all are cemented on, let the 
job stand about 12 hours. Then with a sharp scissors of 
cutting-tweezers, cut the ends of the barbs even with the 
tooth points. 


ITTING FRICTION STAFF—What is a rule for 

proper fitting of a friction-staff into its hub? How 
much larger should the body be made than the hole? 
(Question No. 5966) D. B. M. 


Answer—This cannot be answered in any units of 
measurement. If the staff-body is too large in diameter, 
it may be sprung or bent in driving it into place. If 
too small, it will not hold securely. Judgment must be 
used during the final lapping to make it of a diametet, 
avoiding either extreme, slightly tapered so that it will 
enter partly into the hole and needs only moderate driv- 
ing force to go entirely in. 
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-oht) — has beautiful Westminster 
pao te of the most popular Seth 
| mas models ever built. Now available with 
oie gpring-wound or electric movement. Ma- 
hogany cabinet. Die-cut numerals on light ivory 


background. Retail: $55.00 





BROOKFIELD—a banjo model that strikes. Rich mahogany 
case with sash, rails and ornament of polished brass. 
Mirrored effect outlines panel design. Silvered dial with 
black numerals. Electric or 8-day pendulum movement. 
Retail: $65.60 





FACET — a refreshing occasional model cased like a jewel 
in solid crystal-clear plastic with feet of brass. Black 
numerals on white with gld-colored metal dial in center. 
A stunning gift, It’s an electric. Retail: $25.00 














BAXTER —is a beauty for the business man’s desk 
in office or home. Smart .. . impressive ... 
unusual. Solid mahogany case; brass side-pieces. 
Perfect gift. Self-starting electric. Retail: $25.00 
(Prices subject to change . . . do not include taxes.) 
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*Seth Thomas is Reg. U. S. Pat. Off. 


SEEN THESE NEW BEAUTIES BY SETH THOMAS? 


Mheyle 10-qualg clocks ... 


These four rich-looking clocks have the kind of sales appeal that definitely 
strikes a responsive chord on the part of “best customers” everywhere. 
Your own “‘best customers” will prove it. They'll want these beautiful 
Seth Thomas* clocks for themselves . . . and for very special gifts. 

Distinctively styled . . . masterfully built . . . and long famed for accu- 
racy and dependability . . . every Seth Thomas model is truly a work of art 
... worthy of “the finest name in clocks.” 

It is none too early —now —to get in touch with your wholesaler with 
a view toward building up your stock for the fall and early winter selling 
season. While more and more Seth Thomas clocks are reaching eager 
markets, it hasn’t yet been possible to fully meet the demand for these 
fine clocks. For this reason we must continue the practice of allotting 
our clocks to wholesalers to insure equitable distribution. Wholesalers 
themselves are following much the same plan . . . distributing fairly all 
the Seth Thomas Clocks they receive. So we repeat: now is the time to 
contact your wholesaler to assure yourself of an ample inventory of these 
fine clocks. Seth Thomas Clocks, Thomaston, Conn. 


Seth Thomas national advertising is running in leading magazines including Ladies’ 
Home Journal, Cosmopolitan, American Home, House & Garden, House Beautiful, 
Better Homes & Gardens and others read by a total of more than 23,000,000 men 
and women. This advertising continues to build preference for top-quality time- 
keepers that bear ‘‘the finest name in clocks.” 
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LEADING JEWELRY MANUFACTURERS NOW IN NEW FACTORY 





Leading Jewelry Manufacturers, makers of the line of costume jewelry distributed under 
that name by Ernest Steiner, 389 Fifth Ave., New York, has recently completed moving to a 
handsome and modern new manufacturing plant at 139 Hoyt Ave., Mamaroneck, N. Y. 

Light, airy and exceptionally well equipped, the new plant, the company is confident, 
will enable it to render continued and even better service in the production and delivery 


of high-grade costume jewelry. 


The company is no newcomer in the trade, having been continuously in the costume jewelry 


field ever since I9I1. 





Connie Mack Returns 
To Scene of First Triumph 





Back in 1884, Connie Mack broke into 
organized baseball as a 21-year-old rookie 
catcher with the Meriden (Conn.) Club 
of the Connecticut League. He finally paid 
a return visit on July 1 as part of Meri- 
den’s Centennial Celebration of the found- 
ing of the American silverplate industry 
by the three Rogers Bros. He was met by 
a cheering crowd of 3500 at the railroad 
station, escorted through the business sec- 
tion, feted at a dinner and reception and 
then showered with gifts at the exhibition 
game between his Philadelphia Athletics 
and the Insilco Club, which was attended 
by 10,000 fans. 

The gifts included a complete chest of 
the new Remembrance pattern in 1847 
Rogers Bros. silverplate, which, with vari- 
ous items of hollowware is being presented 
to Mr. Mack in the photo above. Appear- 
ing in the photograph are: (left to right) 
James L. McConaughy (at extreme left), 
Governor of Connecticut; A. B. Chandler, 
Commissioner of Baseball; Mack. Big Ed 
Walsh (back of tray), former White Sox 
pitcher; E. C. Stevens (holding tray), 
president of The International Silver Co.; 
and John D. Shaw, member of the “Connie 
Mack Day” committee, in the background. 
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Gruen Buys Factory 
Of Mt. Vernon Watch Co. 


The watch manufacturing plant in Mount 
Vernon, N. Y., formerly operated by the 
Mt. Vernon Watch Co., has been purchased, 
complete with machinery, tools, dies and 
all other essentials for the manufacture of 
movements, by The Gruen Watch Co. 

The sale is one of plant and machinery 


‘only, and does not include the name or 


other assets of the Mt. Vernon Watch Co., 
which will continue business as usual, ac- 
cording to Roland Gsell, owner of the Mt. 
Vernon company. ; 

The purchase is a part of the general 
expansion program of Gruen facilities 
which also includes expansions in both the 
Bienne and Cincinnati plants including ad- 
ditional buildings and machinery. 

Gruen has not been able to produce 
sufficient watches to meet the demand in 
the past 12 years, according to the com- 
pany’s announcement, which states that 
sales in the last year were eight times the 


volume of 1934. 





Vestpok To Be Sold By Dow 


A. Stone, President, Ward Machine Co., 
Inc., Brockton, Mass., announces the ap- 
pointment of the Louis F. Dow Co. of St. 
Paul, Minn., as exclusive national sales 
representatives for Vestpok, Ward’s match 
book size dry shaver. 

With offices in New York, Chicago, Los 
Angeles, San Francisco and other large 
centers, Dow travels 1000 salesmen cover- 
ing all types of outlets. Ward’s tie-up with 
this organization will speed up distribution 
to Vestpok’s rapidly expanding market. 

Vestpok, which supplements but does 
not replace a man’s regular razor, requires 
no soap, water, electricity or mirror, and 
is said to have proved a fast-seller in lead- 
ing department stores, men’s furnishings 
stores, and jewelry stores the country over. 





New Silver Brazing Alloy 
By Handy and Harman 


A new silver brazing alloy which the 
manufacturers state brings new speed and 
new economy to metal joining has beep 
placed on the market by the well known 
refining firm of Handy & Harman, 82 Fy). 
ton St.. New York. 

Named “Easy-Flo 45,” the new material 
is said to provide exceptional fluidity and 
ability to penetrate rapidly and completely 
between closely fitted parts, with its dif. 
fusion into the surfaces to be joined pro. 
ducing an alloying action that forms an 
exceptionally strong bond which is liquid 
and gas-tight under heavy pressures, 

The working temperature of the new 
metal is said to be the lowest known for 
any brazing alloy capable of making high 
strength joints, which fact combined with 
its high fluidity, makes it exceptionally easy 
to work with. 

Descriptive bulletin with full details of 
the new Easy-Flo 45 may be obtained by 
writing to Handy & Harman. 


Superb Case Mfg. Co. 
Appoints Sales Representatives 


The Superb Case Mfg. Co., makers of 
“Superb” compacts, cigarette cases and 
metal novelties, announces the appoint- 
ments of the following representatives: 

For New England, Ardin Associates, 44 
Bromfield St., Boston; for New York State, 
Pennsylvania and Ohio, Sig. Horovitz, 50 
Tobey St., Providence; for Philadelphia, 
Baltimore, Washington and the South West. 
Bill Richards, 50 Tobey St.. Providence: 
for New York City, Leo Zucker, 303 Fifth 
Ave.; for the Middle West, Fred Whitney, 
31 No. State St., Chicago; for the Pacific 
Coast, Al Trachman, 448 So. Hill St., Los 
Angeles; Export Division—Wilking Export 
Co., 74 Cortlandt St., New York. 





Walter Karlan Joins Father 
In Karlan & Bleicher, Inc. 


WALTER KARLAN 





Jacob Karlan, of Karlan & Bleicher, Inc. 
188 West 44th St., New York, announces 
that his son, Walter P. Karlan, newly 
graduated from the University of Pennsyl- 
vania after serving as a pilot in the Ai 
Force for over three years, is joining the 
company in an executive capacity. 

Walter is by no means a newcomer li 
the Karlan & Bleicher offices, having served 
his apprenticeship during his vacation pé 
riods, while in college, learning every phase 
of the business and is thus qualified for 
his new responsibilities. 
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Little TEL is sure to SELL 


You know it will. It’s the new compan- 
ion model to the fast-selling Telechron 
Telalarm—a smaller electric alarm ata 
smaller price—as handy for travel as 
at home. In fact, the cost of the Little 
Tel is no more than for an ordinary 
spring-wound clock. 


You'll want plenty on hand to meet 
the demand. Telechron advertising in 
leading national magazines will sell 
this new low-price electric alarm. 


Little Tel outdoes conventional alarm 
clocks in important sales points. Be- 
cause it’s electric, it can’t run fast or 
slow. It never needs winding or oiling, 
and the on-the-dot alarm keeps up till 
the sleeper wakes to shut it off. 


In a handsome Telechron design, 
Little Tel has the selfsame, self-starting 
Telechron motor that has been proving 
itself so dependable in all Telechron 
clocks through the years. 


TELECHRON INC., ASHLAND, MASSACHUSETTS 


FOR AuGusST, 1947 








NEW ... LITTLE TEL . . . a handsome new 
Telechron alarm, costing no more than con- 
ventional spring-wound clocks. $ 4 95 


Brown or ivory plastic. Retails at Plus 
Taz 


The first and favorite electric clock 


? 


ELECTRIC CLOGES 
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SWANK'S SALES FORCE DISCUSSES PLANS 





Representatives of the sales organization 
of Swank, Inc., manufacturers of men’s 
jewelry, leather goods and accessories, at 
the company’s sales convention last month 
heard J. Carlton Bagnall, Swank execu- 
tive vice-president, outline plans for the 
biggest sales year in the company’s history. 

The company’s sales for the first six 
months for 1947, Mr. Bagnall reported, far 
surpassed previous Swank records, and 
there is every indication, he stated, that 
the second half results would be even 
greater. 


Despite the recent expansion of produc- 
tion facilities, Mr. Bagnall said, the back- 
log of orders continues to be heavy, and 
although this backlog has been somewhat 
reduced as a result of the improved pro- 
duction and shipping arrangements, orders 
are continuing to come in at an unprece- 
dented rate. 

Other topics discussed during the con- 
ference included the advertising program 
for the coming season, the new items of 
merchandise, and plans for merchandising 
Swank products in the leading jewelry 
stores across the country. 





Homis Enlarges Offices 





Bright and comfortable, the newly enlarged 
and decorated offices of Homis Watch Co., 
315 W. 5th St., Los Angeles, is latest step 
in the firm's expansion program. Steel 
walls, soundproof and fireproof, and fluores- 
cent lighting are added features. 


As part.of its current expansion program, 
Homis Watch Co., 315 W. 5th St., Los 
Angeles, has enlarged and decorated its 
offices. 

Decor is smart and modern, with func- 
tionalism keynoting the new features. 
Fluorescent lighting, comfortable, low- 
backed chairs, and steel walls, which are 
soundproof and fireproof, add to the cem- 
fort of the offices. 

The theme of the well-known firm is 
painted by Artist Harold L. Stephenson, 
who illustrates the patient craftsmanship of 
fine watchmaking as an art handed down 
from father to son. 

The company is also announcing a new 
tested selling plan, which, according to 
President Joseph Shemanski, “speeds up 
sales by 49 per cent and increases the 
average unit sale by 37 per cent.” Deal- 
ers are invited to write to Homis for fur- 
ther information about this plan, which has 
been based on 18 months of consumer and 
trade research. 
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New Diamond Ring Line by Engel 
Bonded Against Loss by Owner 


A new development in the diamond ring 
field has recently been announced by J. 
Engel & Co., Inc., of Baltimore, Md. 

“I feel sure,” said Leon Engel, “that 
in the Princess ‘Bonded’ diamond ring, we 
have a truly distinctive and progressive 
idea. Princess rings are bonded for re- 
placement in the event of burglary, theft 
or proven loss at any time wiihin one year 
from the date of sale, thus giving the re- 
tail jeweler a definite selling point which 
we believe will have a strong appeal to 
his customer. Merchants who have seen 
the Princess line and its promotional aids 
are eager to begin merchandising it. but 
we are working slowly and carefully to 
build our dealer organization on a selec- 
tive basis.” 

Promotional aids for Princess include a 
complete mat service, radio spots, em- 
ployee instruction material, and point of 
sale displays. 


Service Aids for Jewelry Owners 
To Be Sold by Retail Jewelers 


Two new products to aid the consumer 
in caring for her silverware, jewelry and 
other accessories and household items have 
been placed on the market by the Magic 
Iron Cement Co., 1366 East 34th St., Cleve- 
land, O., and will be distributed through 
jewelry stores. 

One is “Magic Jewelry Sparkle,” which 
quickly cleans tarnished silverware and re- 
moves from jewelry and gems the cloud- 
ing film accumulated in day-to-day use. 
The other is “Magic Jewelry Cement,” a 
material which is stated to be exception- 
ally effective for repairing glass, china, 
leather goods and other household items. 
The cement also has a useful application 
in the jewelry store itself for cementing 
watch crystals and re-inserting stocks which 
have become loosened in costume jewelry. 








Ronson's "Twenty Questions" 
Wins Radio Popularity 


With the “Twenty Questions” 

of July 5, Ronson Art Metal Works dees 
its second year of sponsorship of the et 
lar quiz program heard over the Mutual Net 
work on Saturdays at 8:00 P. M. (EDT). 
The broadcast will run right through the 
summer with no seasonal recess, The ae 
adaptation of the familiar “animal, ye e- 
table or mineral” parlor game, as oleae 
by Fred Van Deventer, Florence Rinard, 
Herb Polesie, Bobby McGuire and Bij} 
Slater, has enjoyed top listening on the air 
with more than one million letters received 
during its first 52 weeks with the lighter 
company sponsorship. 


Of the weekly guests invited to sit in as 
guest-perts, names drawn from the enter. 
tainment, literary, sports and education 
worlds, several have shown exceptional 
facility. However, the undisputed cham. 
pionship still rests in the hands of the 15. 
year old Bobby McGuire, who came up 
with the right answer on the very first try 
when he asked, “Is it the Brooklyn 
Dodgers?” in answer to Bill Slater's ap. 
nouncement “this next subject is animal.” 

Ronson lighters for pocket or handbag 
are awarded to all whose subjects are used 
on the show, while those who stump the 
panel with their submissions are rewarded 
with a Ronson table lighter, with matching 
cigarette urn and tray, all in silver plate. 

A Mutual Network of 168 stations in the 
United States carries the sponsored pro- 
gram across the land, with 21 outlets of 
the Canadian Broadcasting Corporation 
channeling “Twenty Questions” to Domin- 
ion listeners. 


New Style Show Case by Ed Freed 





Pictured above is a new type of jewel- 
er’s showcase recently introduced by Ed 
win Freed, 1233 Sixth Ave., New York. 

It is the same size as the conventional 
case, with sliding door panels and six com 
venient drawers (three in each pedestal), 
but creates the illusion of a much larger 
store by allowing a maximum of floor space. 
Its slanting front brings the customer much 
closer to the salesman. 

Named the “President” model, it is avail- 
able in a variety of attractive woods and 
heavy plate glass, and sells for $165. 


Mandelbaum to Represent Felmore 


Felmore Co., Inc., announces the ap 
pointment of Chester Mandelbaum, 
West Fifth St., Los Angeles, as West Coast 
representative for its line of cigarette cases, 
pocket knives and novelties. 

Chester Mandelbaum is associated with 
his father, Max Mandelbaum, who has beet 
an active sales representative in the jewelry 
industry for many years. 
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Particularly, when the record of a modern National 
Cash Register can not only end those disputes which so 
often cost you money and customers, but can also 

save for you in so many other important ways. 

For example, a modern National Cash Register 
System can save you money by preventing care- 
lessness and mistakes in the handling of transac- 
tions. It can save you money by giving you complete 
sales figures by departments or classifications. It 
can give you an accurate measure of each salesperson’s 
efficiency. It can eliminate all unnecessary expense 
for sales-recording supplies and equipment. And 
it can save you time in balancing and auditing. 





But economy is only one of the basic advantages of 
a modern National Cash Register System. The others 
are: information, protection, service and con- 
venience. Call your local National representative, 
and have him show you exactly what a modern 
National Cash Register System will do for your own 
business. Or write to The National Cash Register 
Company, Dayton 9, Ohio. Offices in principal cities. 


_ CASH REGISTERS» ADDING MACHINES 
ACCOUNTING MACHINES = 





THE NATIONAL CASH REGISTER COMPANY 


See the National Cash Register for 


Jewelry Stores. This National Cash 
Register is designed for use in jewelry stores. 
It will enable you to know how your 
profit-building specialty items are selling. 
It records sales made in each of five 
departments and provides individual 
cash drawers and totals for each 

of four salespeople. It also shows 

a total of money paid out. In addi- 

tion, the register prints a receipt, 

or certifies a sales-slip, on every 
transaction. Specially designed models 
for time-payments sales are available 

for stores using this plan. 


FOR AuGUST, 1947 








New Cabinet by Irons & Russell 





Irons & Russell Co., Providence, R. L., 
emblem manufacturers, have created the 
new counter display cabinet for retail store 
use, pictured above, which the firm de- 
scribes as “the greatest selling aid ever 
devised for emblems.” 

Made of natural finished wood, with a 
glass top, the cabinet displays 21 emblems 
in a velvet covered tray, and with its stock 
drawer in back, is a self-contained emblem 
department. 

With the cooperation of Irons & Russell 
wholesalers, the cabinet actually costs the 
retail store nothing with an order (fixed 
minimum) of I&R emblems. Complete de- 
tails can be secured from any wholesaler 
distributing the T&R line. 





Kreisler's Fall Adv. Campaign 
To Run in 100 Newspapers 


An important change in _ advertising 
policy has been announced by the Jacques 
Kreisler Mfg. Corp., manufacturers of 
men’s and women’s jewelry and watch 
bands. 

Traditionally advertisers in _ national 
magazines, Kreisler has decided to place 
the bulk of its fall ’47 appropriation in 
newspapers in the 100 largest cities. 

In explanation of the change in policy, 
Tobias Stern, Kreisler’s executive vice- 
president, commented: “It’s no secret that 
the period of easy selling in the jewelry 
field is over. Aggressive retailers are turn- 
ing more and more to promotion devices 
that build store traffic, and since news- 
paper advertising is the jewelers’ primary 
medium for building his own store traffic, 
we think it logical to place our own adver- 
tising this fall in the same media.” 

Kreisler’s space plan calls for 1000-line 
and 830-line ads every month in 100 cities 
starting early in September. The majority 
of those ads will be black and white, with 
use of color in American Weekly and 
This Week at Christmas. Similar copy in 
half-page and full-page units will run in 
Life Magazine beginning early in Septem- 
ber. The total appropriation is substan- 
tially larger than the one for the fall sea- 
son of last year. 





Keystone Silver Adds Salesman 
Keystone Silver, Inc., 509 West 34th St., 


New York, announces the appointment of 
Harry Lieberman as Southwest represen- 
tative covering West Virginia, Tennessee, 
Mississippi, Alabama, Kentucky, and 
Louisiana. 

Keystone Silver manufactures the “Key- 
stoneware’ line of silver and chrome plated 
hollowware, hammered  aluminumware, 
handmade woodcraft and electrical appli- 
ances. 
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Many Useful Facts and Figures 
In New Feinstein Bros. Catalog 


Feinstein Bros. is celebrating its 25th an- 
niversary with a new and complete catalog 
which includes the Newall Fingerprint 
Material Charts, Dennison and Metric com- 
parison charts and a dictionary of trade 
terms, as well as listing the watch mate- 
rials, jewelers’ supplies, tools and findings, 
crystals, watch cases and dials, J. B. watch 
attachments, boxes and displays, watches 
and diamonds in which the company deals. 

During the quarter century of its exist- 
ence, Feinstein Bros. has grown from a 
small material house to one of the largest 
jobbers and distributors of watch materials 
and jewelers’ supplies in the country—a 
growth which the firm attributes to the 
service, accuracy, quality and depend- 
ability which they have consistently pro- 
vided for their customers. 

A copy of the new catalog, which be- 
cause of its unusual features, should be a 
useful reference book, may be obtained by 
dropping a line to Feinstein Brothers, 5 


So. Wabash Ave., Chicago, III. 





Jewelers’ Rolling Mills Available 





Thor Rolling mills, both motorized and 
hand powered, have been added to the 
equipment being offered to manufacturing 
jewelers by Alexander Saunders & Co., 
New York, dealers in jewelers’ equipment 
and supplies. The mills are available in 
several sizes for rolling either flat or square 
stock. 

The current delivery situation is stated 
to be favorable, with smaller models avail- 
able for immediate shipment. Prices range 
from $160 for hand driven rolls to $1,000 
for the compound power driven mill. Large 
sizes for refiners will be made to order with 
deliveries expected in about eight weeks. 





Forstner to Show New Line 


Forstner Chain Corporation, Irvington, 
N. J., has recently released a new line of 
ladies’ jewelry, comprising a variety of 
1/20 12 Kt. gold filled and sterling silver 
bracelets and necklaces in distinctive de- 
signs. Authorized distributors will be show- 
ine this new line early in August. 





Luria Issues New Catalog 





In celebration of its 49th year, L. Luria 
& Son, Inc., of New York and Miami. 
wholesale jewelry distributors, is now mail- 
ing a new 32-page gift and holiday catalog, 
which, according to Luria’s Advertising 
Manager, Mannie Gould, is the most com- 
plete that the firm has issued since the 
war. 

Copies may be had upon request to L. 
Luria & Son, Inc., 160 Fifth Ave., New 
York 10, N. Y., or 400 S. W. 2nd Ave.. 
Miami 36, Fla. 





Bulova Reports Increased Profit 


Consolidated net profits of the Bulova 
Watch Co. for the fiscal year ended March 
31, 1947, after deductions for depreciation, 
interest, taxes and all other charges 
amounted to $3,888,502.42 which is equiv- 
alent to $5.98 per share on the outstand- 
ing stock of the company. This compares 
with $3,486,956.00 or $5.37 per share for 
the preceding year. 

Dividends paid during the fiscal year 
just ended totaled $1,949,286.00 and $1. 
939,216.42 was added to earned surplus. 

Balance sheet shows current assets of 
$21,335,625.00 or approximately three and 
one-half times total current liabilities of 
$6,155,929.00. 





Woeber Joins Stein & Ellbogen 


Harold William Woeber has been ap- 
pointed a sales representative of Stein & 
Ellbogen, Chicago, wholesale jewelers. Mr. 
Woeber was previously with the Parker 
Pen Co. for 15 years. He will make his 
headquarters in Denver, Colo., and will 
travel the western states. 





Offers Diamond Cutting Exhibit 
For Retail Store Showings 


An exhibit depicting the various stages of 
mining and cutting of diamonds from the 
rough to the polished gem has been created 
by the firm of Max Fine & Sons, Inc., New 
York, diamond cutters and is available to 
retail jewelers free of charge on 4 loan 
basis for window or store display. 

Included in the exhibit are replicas of 
famous gems, moving picture film, an 
various equipment and tools used in dia- 
mond polishing. 

The exhibit may be seen at the com- 
pany’s office, 20 West 47th St., where 
reservations for the display will be made 
in the order received. 
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Te Jeurelry Store with CYEAPPEAL...naide and out... 


race the wont Cusinens..maber the nook noneg 


g Thousands of jewelers have proved that remodeling their stores— 
inside and out—with Pittsburgh Glass and Pittco Store Front Metal 
brings in more customers, attracts buyers from a larger area, increases 
sales and profits. Why not follow their example? Plan to modernize 
now. Your architect is familiar with “Pittsburgh” products, so consult 
him for a well-planned, economical design. We'll be glad to cooperate 
with you and with him. And, if desired, you can arrange for convenient 
terms through the Pittsburgh Time Payment Plan. 

Meanwhile, send the coupon below for your copy of our free book on 
“Pittsburgh” remodeling. It contains scores of interesting facts, figures 
and illustrations on actual modernization jobs. There is no charge or 


obligation. 







BR oad 


YOU ATTRACT MORE new cus- 1. -*. - 
tomers .. . hold old ones... | - leita tes 
increase your sales and profits, ite 
when you modernize your shop 
with Pittsburgh Glass and Pittco 
Store Front Metal. This ‘‘Pitts- 
burgh” remodeling of a jewelry 
store in Miami, Florida, shows the 
results that can be obtained. 
Architect: Igor B. Polevitzky. 


‘PITTSBURGH’ 


Pittsburgh Plate Glass Company 
2232-7 Grant Building, Pittsburgh 19, Pa. 


Please send me a FREE copy of your illustrated brochure, ‘‘How Eye- 
Appeal—Inside and Out—Increases Retail Sales.” 
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Tungsten Carbide Gravers Easily 
Sharpened with New Graver 





' Tungsten carbide gravers for watchmak- 
ers are now so generally used that they 
have ceased to be a novelty. However, 
their possibilities are not being fully 
utilized because very few watchmakers 
have the facilities or the skill to sharpen 
them properly. 

To help solve this problem, Louis Levin 
& Son, Inc., have placed on the market a 
sharpening device which enables the watch- 
maker to sharpen his own tungsten. carbide 
gravers quickly and without any special 
skill. , 

The new graver set illustrated above in- 
cludes the sharpening tool, a diamond 
wheel mounted on a true arbor, and a spe- 
cially designed graver holder which se- 
curely holds standard one sixteenth inch 
square carbide tips. It is claimed that with 
the use of this graver sharpener the aver- 
age watchmaker can do a better job of 
sharpening a tungsten carbide graver than 
with ordinary steel gravers using old- 
fashioned equipment. Skill in holding the 
graver steady while grinding, as well as 
ability to repeat and continue the grind- 
ing at the same angle each time the graver 
is removed from the wheel for inspection, 
is no longer required. A few drops of 
kerosene on the. felt pad keeps the diamond 
wheel moist and clean, eliminating rough- 
ness and chipping. 

These new tools are being distributed by 
all leading material jobbers in the United 
States and Canada. 





Flex-Let Merchandising Idea 
Gets Accolade from "Printers Ink" 


The story of an idea developed by Flex- 
Let Expansion Products was the subject 
of a feature article in a recent issue of 
“Printers’ Ink” magazine which presented 
the idea as an example of how a manufac- 
turer can aid his retail outlets in combat- 
ing price-cut competition. 

Conceived by Jack R. Storti, Vice-Presi- 
dent of the Flex-Let Co., and executed by 
the Edwin L. Frankenstein advertising 
agency, the idea revolved about an in- 
genious point of sale designed to enable 
jewelers to “trade-up” and sell bands on 
a basis of quality, rather than price. 


Heads Miami Sales for Luria 
L. Luria & Sons, Inc., New York and 


Miami wholesale distributors, has _ an- 
nounced the appointment of Ben Hyman 
as Sales Manager of the Miami Branch, 
400 Southwest Second Avenue, Miami, Fla. 
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Novel Ad Campaign by Elgin 


An interim advertising campaign featur- 
ing “reader” advertisements with attention- 
compelling headlines, will be conducted by 
the Elgin National Watch Co. between June 
graduations and the holiday season during 
the summer and early fall months. 

The ads will emphasize Elgin’s new 
“DuraPower” mainspring—and _ will be 
written in news style with the text devoted 
to an explanation of the spring. They will 
occupy one-eighth column of space in a 
list of six leading national weeklies, with 
eight insertions in each. The first ad ap- 
peared in the July 9th issue of Life. 

Running concurrently with this phase 
of the campaign will be a series of seven 
insertions in “Buy Lines by Nancy Sasser,” 
which will run in 60 newspapers in 58 
cities from coast to coast on alternate Sun- 
days. 


Rolfs to Make Handbags Again 


The well-known line of ladies’ handbags 
by Rolfs, West Bend, Wis., which was dis- 
continued during the war, is being put 
back into production, the company an- 
nounces. Two distinct lines will be manu- 
factured, one of which will be the 
“LaGarde” group of staple handbags; the 
other being a new line of “Rolfs Classics.” 
The new lines are scheduled to appear in 
the market by September or October. 

Alfred Rajna, who has had many years 
of background in this field, will head the 
handbag department. 


Plastic Display Plaque 
For "Barbara Bates" Gift Sets 









MANICURE GIFT KITS 
§ ro 95 








ae Birthdays 
3 Anniversaries § 3 
Brida! Showers Pe 

inevery 2% 
Month of the yenr Ge 





An attractive plastic display placard has 
been designed by C. J. Bates & Son for the 
Barbara Bates Manicure Gift Kits and is 
now being distributed to retail dealers. 
With an easel back, the display can be 
used on the counter, in the window or show- 
case, to suggest a Barbara Bates set as the 
purchase for various gift occasions. 


Bedford to Direct - 
Oneida Publicity 


Edward B. Bedford has been designated 
as Publicity Manager by Oneida, Ltd., and 
is taking over responsibility for the com- 
pany’s publicity, in all media. Mr. Bed- 
ford has worked for 25 years on the com- 
pany’s advertising and marketing problems 
and will continue his interest in these two 
problems assisting the sales managers of 
the various divisions, and Harley H. Noyes, 
Vice-President and Director of Advertising. 





Gerwe Brown in New Offices 





New and greatly enlarged offices with the 
most modern facilities and equipment were 
opened by the Gerwe Brown Co., promi- 
nent Cincinnati wholesalers, in the Temple 
Bar Bldg., on June 10. 

The new offices occupy 8500 square feet 
and are air-conditioned and _ fluorescent 
lighted throughout. Spacious and com. 
fortable showrooms are provided for the 
convenience of customers, in addition to 
handsome modern offices for company ex- 
ecutives and department heads. 

The picture above shows the entrance to 
the office through which a view of the in- 
terior may be seen. 





All Gruen Officers Re-elected 


All directors and officers of The Gruen 
Watch Company were re-elected at the an- 
nual stockholders meeting on June 18. 

Members of the board are John R. Bul- 
lock, Sterling B. Cramer, E. W. Edwards, 
George J. Gruen, George T. Gruen, Ben- 
jamin S. Katz and Clifford R. Wright. 

Officers are: George J. Gruen, chairman; 
Benjamin S. Katz, president and treasurer; 
Simon C. Gershey, vice-president: Henri 
Thiebaud, vice-president; Aaron Thorne, 
vice-president: George T. Gruen, secretary. 


—_——_—_ 


Stevens Joins Royal Craftsman 


EDWARD STEVENS 





The appointment of Edward (“Ted”) 
Stevens as General Sales Manager of Royal 
Craftsman, Inc., manufacturers of Laguna 
pearls, has been announced by Louis Det- 
kin, Royal’s President. Mr. Stevens was 
previously associated with the New Haven 
Clock Co. for the past 33 years, rising 
through various positions to the post of 
Director, Vice-President and General Sales 
Manager. In his new capacity, Mr. Stevens 
will'supervise an intensive campaign to ex 
pand the distribution and sales of Laguna 
pearls through retail jewelry stores. He 
will make his headquarters in the New 
York office, 36 West 32nd St., New York. 
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_ 
Metals of Guaranteed Purity 


GOLD * SILVER * PLATINUM * PALLADIUM 
IRIDIUM * RUTHENIUM * RHODIUM * OSMIUM 
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We solicit your BY wees .. 


Filings—Scrap Gold and 
Platinum—Metals 


Your Old Gold Shipments 
WILL RECEIVE a 


: Se cial fitten tion 
Kastenhuber & Lehrfeld, Ine. 


21 West 46th Street Tel. BRyant 9-1060 New York 19, N. Y. 
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‘watch word for #77’ 
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Made of the finest selected glass 
...wrought and ground by deft, de- 
pendable hands...Watch Crystals 
by Fulton are warranteed to FIT. 
Timepieces rich in tradition... 
watchmakers proud of 

their craft... Fulton 

Watch Crystals are 

very much at home 

with both, - 
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Braille Watch For the Blind 





A specially designed Braille strap 
watch for the blind is being produced 
by the Longines-Wittnauer Watch Co. 
and distributed through the Veterans’ 
Administration. Because the watch is 
being produced as a_ public service 
rather than as an ordinary business 
proposition, it is being sold at a price 
which represents only about the cost of 
manufacture. 

The watch has raised figures on the 
dial which can be felt by the fingers 
of the sightless, since the dial is not 
covered by a crystal but by a hinged 
spring cap which protects the hands and 
dial but can be instantly raised by the 
wearer when he desires to know the 
hour of the day. When released the cap 
snaps shut automatically. 

It is believed that this is the first 
Strap watch of this type to be produced, 
previous models having been of the 
pocket type. 

Longines-Wittnauer are supplying it 
in response to an insistent demand par- 
ticularly from blind veterans for the 
convenience of a wrist watch which has 
not been available to them hitherto. 





New Bovet Chronographs 
Have Unusual Features 


A new type of chronograph which op- 
erates on a radically different principle 
from the usual “fly-back” arrangement has 
been introduced by Bovet Freres, and is 
being distributed in the United States by 
the watch importing house of Walter 
Kocher & Co.. 17 West 57th St., New York. 

This chronograph provides for a resump- 
tion of travel by the stop watch hand after 
it has been stopped without returning to 
zero, a function which is particularly use- 
ful for timekeeping where intermittent 
readings when “time-outs” are required 
such as a football or basket ball game or 
in industrial usage during the stoppage of 
machinery. 

Another push-piece operates a supple- 
mentary “stop” and “catch-up” mechanism 
which causes a momentary stoppage of the 
chronograph hand to permit an accurate 
and quick reading and then on releasing 
the push-piece the hand jumps forward 
covering the period during which it was 
delayed. This feature is particularly use- 
ful in noting the times of the various con- 
testants at the finish line of a race. 

Thus either total elapsed time or actual 
playing time minus “time-outs” may be 
easily recorded by a simple reading direct 
from the dial without computation of any 
kind on the part of the operator. 

The chronographs are now available for 
distribution. 





The W & H Jewelry Co. of Providence, 
has engaged Al Trachman, Los Angeles, 
Calif., as western representative. Mr. 
Trachman assumed his new duties on July 


15. 
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New Pictorial Catalog 
By Era Watch 


Arthur Bauer, Inc., 48 West 48th St., 
New York, importer of Era watches, has 
issued a handsome catalog of its line of 
timepieces. 

The presentation is almost entirely pic- 
torial, each watch being shown in a pen 
and ink sketch with its name and the re- 
tail price including Federal tax. Interest 
is heightened by atmosphere illustrations 
accompanying each watch drawing and 
carrying out the theme of the name of that 
particular model, such as The Peacock, 
The Taj Mahal, The Stag, and so on. 





Carr Adds Sales Representatives 
M. W. Carr & Co., West Somerville, 


Mass., manufacturers of gifts in metal, 
announces the appointment of three new 
representatives. Marion C. Storm has 
been appointed representative to cover 
Oklahoma, Arkansas, Louisiana, and 
Texas. He will make his headquarters in 
Austin. Ralph Q. Whiting will serve 
the Michigan, Indiana, and Ohio terri- 
tory: and S. J. Stephenson has been ap- 
pointed to carry the Carr Craft metal 
photo frame line in the Southeast. 





New Precision Micrometer Gives 
Both Dennison and Metric Figures 





A new precision micrometer that gives 
an instant reading in both Metric and 
Dennison measurements has been intro- 
duced by B. Jadow, Inc., New York. 

Sturdily built of quality materials to 
stand up under continuous use, the Vigor 
Micrometer has a large easy-to-read dial 
indicator. When a watch part is placed 
between its spring-controlled jaws, the ar- 
row on the dial indicates the accurate 
measurement in both Metric and the cor- 
responding Dennison, thus saving the time- 
consuming annoyarce of computing one 
measurement from the other, with the at- 
tendant possibility of error. An adjustable 
platform may be elevated to hold con- 
veniently the material being measured. 

The device is being marketed through 
material jobbers, and is now ready for im- 
mediate delivery. 





Harman Watch Father's Day Prize 


A. A. Harman, president of the Harman 
Watch Co., appeared as a guest on Father’s 
Day on the “Luncheon at Sardi’s” program 
broadcast over Station WOR, New York, 
to present the Worker Father of the Year, 
John Van Hoose of Kentucky, with a hand- 
some gold Harman wrist watch. Mr. Har- 
man and Mr. Van Hoose were both inter- 
viewed by Bill Slater, the famout sports 
commentator who emcees the Sardi pro- 
gram, as a special Father’s Day feature. 














Still Available 


1946-47 Edition 


The 

JEWELERS’ 
BUYERS 
DIRECTORY 


Contains 640 pages. 
Lists sources for all types 
of jewelry store mer- 
chandise, equipment, 
supplies and services. 

















A new and valuable fea- 
ture of this latest edition 
is an alphabetical list of 
thousands of names and 
addresses of manufac- 
turers, wholesalers, im- 
porters and other firms 
operating in the jewelry 


and allied fields. 


Order your copy 
immediately. 


Price 
$2.00 
Postpaid 


Check or money order 
must accompany all 
orders. 


THE JEWELERS’ 
CIRCULAR - KEYSTONE 


100 E. 42nd St. 
New York 17, N. Y. 
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CAMERA DEPARTMENT BUILDS TRAFFIC 
(From page 349) 9 


to keep a motion picture record of their married life 


and children. 

No floor space is given over to the department in this 
Gensler-Lee store but the “department” is located to- 
wards the rear of the store near the silver room, occupy- 
ing three shelves about four feet long, from counter 
height up. 

The other three stores in the town had never stocked 
photo equipment nor were they expecting to. One store 
is the town’s exclusive, carriage-trade establishment and 
it was their opinion that a photo department would not 
ft in with their trade but rather would have a tendency 
to cheapen the atmosphere they have created. 


Another store said that the town is small and already 
has several photo shops. They were not interested in 
gettting into the headaches the business would entail, 
they said, nor the ill-feeling that might develop in the 
small town on the part of the camera shop owners. 


Santa Cruz is a resort town on Monterey Bay with 
a population of about 20,000 year-’round residents. 
However, during the summer months the town attracts 
50 to 60,000 residents who spend anywheres from a 
week to several months. The country is scenic enough 
for many fine pictures but for the most part these 
summer residents have their own equipment with them, 
making only their supply purchases at drug stores or 
photo shops. 

In San Jose, Calif., of fifteen stores there, only one 
carries photo equipment at the present time, again a 
Gensler-Lee store. The situation there is similar to 
the store operation in Santa Cruz. 


Proctor’s, now at 110 South First St., San Jose, is 
moving into a larger store at 91 South First in the near 
future. The manager said that although no photo equip- 
ment is carried now, a department will be set up when 
he gets into his new location. His reason for not carry- 
ing it now is that it has been so scarce, but he believes 
that it will be more easily obtainable in the near future. 

Paul Hudson Credit Jewelers, at 275 South First St., 
is the only home-owned store here that has ever carried 
photo equipment. Mr. Hudson said that he carried 
promotional items in the photo line for seven years until 
1942 when goods became too hard to get. 


The department here was created for the sole purpose 
of bringing in new business. Mr. Hudson shopped 
around for good wholesale deals in large lots, then 
turned them over in the shortest possible time through 
newspaper, radio and direct mail promotions. He oper- 
ated the department in much the same way, selling, for 
example, large quantities of the then new “candid” 
cameras, cashing in on that current craze. He did carry 
a fair stock of movie cameras, projectors, tripods, etc., 
with the cameras both in the 8 and 16 mm sizes. 


Hudson too, experienced the situation of his customers 
knowing more about expensive equipment than he did, 
so no specially trained sales personnel were sought to 
handle the department. Volume miniature camera sales 
required no special training and only a simple working 
knowledge of the cameras was necessary for the sales 
personnel. — 
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There’s nothing particularly startling 
about this clock. All it does is keep 
good time and sound a lusty alarm 


when an alarm is needed. 


It’s neat in style, rugged in construc- 
tion, but that’s commonplace enough 


where a Gilbert is concerned. 


Handsome dependability at a fair price 
. . . those features are plainly evident 


in this as in all Gilbert alarm clocks. 


* 


And, just such evidence of real 
value is what today’s increasingly 


selective consumer looks for. 


xk 


ASK YOUR WHOLESALER 











THE Won. L. GILBERT CLOCK CORP. 


Clock makers to the nation since 1807 


WINSTED, CONN. 
Laconia, N. H. 


551 Fifth Avenue 141 W. Jackson Bld. 
New York 17, N. Y. Chicago 4, Ill. 
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Special Notices 


“Situation Wanted’’—Regular type only $1.25 
first 25 words; additional words, 5 cents per 
word. 


“Help Wanted”—*‘‘Lines Wanted” and “Side 
Lines” —regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 


Under all other headings—regular type $5.00 
first 25 words; additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 1S cents extra to cover postage must 
be enclosed. Remittance with order. 


Not subject to agency commission. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otheruise instructed. 

In answering ads, do not enclose original 
letters of r endations. 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 


SELLE PENA PARROT AIEEE ILO ENTREE I LES ACI 





Situations Wanted 


7Se. for first 25 words, Sc. for each addi- 
tional word; minimum charge 75c. 








WATCHMAKER;; three years’ experience : 
can do good work. Isadore Kozak, 1651 
Point View St., Los Angeles 35, Calif. 





SILVER buyer ; wanted by man, 30 years’ 
experience, in buying and selling mod- 
ern and antique silverware. Address 
“G., 776,” care J C-K. 





THOROUGHLY experienced in taking 
charge of orders, repairs and all de- 
tails in wholesale rime and diamond 
firm. Address “Y., 626,” care J C-K. 





VERY fine watchmaker, of long experi- 
ence, seeks position with high grade 





jeweler; excellent references. Address 
“D., 83," care J C-K. 
WATCHMAKER, 30 years’ experience, 


all makes of watches; complete set of 
tools; good references. Address ~ = 
760,” care J C-K. 








YOUNG lady, experienced in watch ma- 
terials, some typing, interested in work- 
ing for watch or jewelry firm; refer- 
ences; New York. Wa 8-0517. 


SALESMAN, 30 years of experience, in 
cash and credit jewelry store; experi- 
ence in every phase of the business. 
Address “N., 727,” care J C-K. 


WATCHMAKER, wishes steady position 
in Florida, beginning early Fall: will 
arrange for personal interview. Ad- 
dress “E., 477,” care J C-K. 


WATCHMAKEER.-assistant, school grad- 
uate, experience, ambitious worker, de- 
sires job with watchmaker under “G. I. 
Bill,” in New York City or vicinity: 
have own tools. Address “L., it he 
care J C-K. 


SALESMAN seeks position in high grade, 
well established West Coast jewelry 
store; over 20 years widely diversified 
experience; reference. Address “W., 
766,” care J C-K. 


SALESMAN, traveling go-getter with re- 
tail following, seeks outstanding line 
of hand set rhinestone jewelry; proven 
sales record; only reputable manufac- 
turer; commission. Address “K., 677,” 
care J C-K. 


WATCHMAKER’S assistant desires part 
time work, afternoons for the present; 
some repairing experience; has own 
tools; references. William Greene, 1856 
E. 13th St., Brooklyn, N. Y. 























WATCHMAKER, State registered; good 
engraver; good ring sizer; can _ set 
diamonds; can handle department, re- 
gardless of size. Address “F., 393,” 
care J C-K. 





ENGRAVER, first class, general letterer, 
monograms and inscriptions, on gold 
and silver; Southeast; state salary and 
hours in first letter. Address “N., 375,’’ 
care J C-K. 





YOUNG lady desires to connect with repu- 
table concern, experienced handling fine 
jewelry and loose goods; also familiar 
with office detail work. Address “D., 
773,” care J C-K. 





CALIFORNIA connection sought by re- 
tail counter man of outstanding ability; 
peak sales assured on diamonds and 
watches; many years experience. Ad- 
dress “N., 758,” care J C-K. 





BOOKKEEPER, experienced in the manu- 
facturing line, capable of taking full 
charge of office and all detail work 
that is required. Address “R., 579,” 
care J C-K. 





WATCHMAKER, salesman, Bowman 
Technical graduate; chronograph ex- 
pert, jewelry repairman; 20 years’ ex- 
perience; best of references ; permanent 
position only. Address “M., 725,’’ care 
J C-K 





BOOKKEEPER;; top notch, full charge of 
office, taxes, financial reports; many 
years of experience in wholesale trade; 
personable; resourceful; New York 
City. Address “C., 600,” care J C-K. 





PACIFIC Northwest retail jewelry sales- 
man, desires managership, or top sal- 
ary position in fine store; excellent 
salesman; thoroughly experienced in 
every phase of business; well qualified. 
Address ‘“‘A., 430,” care J C-K. 





SOUND reasons, at this time, justify a 
highly reputable sales minded _indi- 
vidual to consider severing present con- 
nection for another, in capacity as 
manager of a modern well equipped 
jewelry store. Address “N., 670,’ care 
J 





CERTIFIED watchmaker, desires perma- 
nent position in Florida with reliable 
concern; 35 years of age; 19 years’ 
experience on all types of watches; 
also Watchmaster operator. Address 
“H., 635,” care J C-K. 





BUYER, salesman, manager, 37: 20 
years’ experience wholesale and retail, 
outstanding ability; understands the 
diamond field completely ; willing to in- 
vest as partner with reliable organiza- 
tion. Address “S., 413,’ care J C-K. 


ENGRAVER, first class lettering, mono- 
grams and inscriptions; only good work 
and first class store considered; salary 
$75 per week; can furnish the best of 





reference; transportation; about 35 
years’ experience. Address “Y., 680,” 
care J C-K. 





MANAGER, retail cash and credit jew- 
elry store, highest type salesman, 
window display manager; capable 
handling large personnel; 45 years 
of age; good appearance; prefer the 
South. Address “A., 380,” care 
J C-K. 


SALES manager, with proven abilities, 
capable, conscientious, now employed 
and looking for broader fields; years’ 
of experience in planning and directing 
sales organization, national in scope; 
my record of accomplishment merits 
your further consideration. Address “J., 
778,” care J C-K. 


BOOKKEEPER, young lady, payroll, 
taxes: six year uninterrupted experi- 
ence diamond dealer, jewelry manufac- 
turer; fully acquainted manufacturing 
procedure; take full charge office; as- 
sume responsibility; highest references. 
Address “A., 649,” care J C-K. 











SALESMAN, costume jewelry, large fol- 
lowing South and Southwest, among de- 
partment stores and specialty shops, 
wishes to make a change; now con- 
nected with large manufacturer; age 
40 years; commission. Address “R., 
353,”’ care J C-K. 








WATCHMAKER, desires position, eq 
able of taking in watch and jewelry 
work, quoting estimates, making minor 
and major repairs at front bench: 13 
years with large store; age 42: Neat 
appearance; pleasing personality: can 
furnish reference. Address “T., 713» 
care J C-K. ; 





$$ 


WATCHMAKER-salesman, Bradley 
trained in all courses; two years Busi- 
ness Administration, Indiana Univer. 
sity; completed registered jeweler re- 
quirements with Gemological Institute 
now studying for Certified Gemologist: 
available in September; will go any- 
where; solicit further correspondence, 
Address ‘“H., 777,” care J C-K. 








MANAGER, for retail credit jewelry 
store available immediately; pos. 
sess 28 years’ diversified experience 
in jewelry industry; thoroughly ac. 
quainted with buying, merchandis- 
ing and every phase and operation 
of a modern retail credit jeweiry 
store; age 44; married. Address 


“P., 710,” care J C-K. 








WATCHMAKER, desires change to better 
his future, also to use his knowledge 
to profit his employer; 21 years’ ex- 
perience; Elgin graduate; finest work- 
manship, capable, honest, energetic; age 
44; married; two children; full infor- 
mation in first letter; all correspond- 
ence confidential. Address “H., 720,” 
care J C-K. 





THOROUGHLY experienced credit store 
manager, buyer and top notch sales- 
man; age 35; married; neat appear- 
ance; 10 years’ experience as manager 
and buyer of modern store in the Mid- 
west; can furnish excellent references 
from present and past employers; will 
consider any locality, with a lucrative 
offer. Address “Circular 1509,” Room 
1415, Heyworth Bldg., Chicago 2. 





MANAGER-salesman, 30 years of age, 
married, tall, nice appearance; eight 
years’ retail experience; proficient 
knowledge buying, window trimming, 
advertising, merchandising, promotion; 
progressive ideas, ambitious, conscientl- 
ous, productive, desires permanent re- 
tail position within 20 miles of New 





York City. Address “N., 574,” care 
J C-K. 
WATCHMAKER, 26 years’ experience, 


now employed as watchmaker and man- 
ager of watch repair department of 
large, old established firm, desires 
change; expert on R.R., small watches, 
and chronographs; capable of instruct- 
ing watchmaking; sober, dependable: 
can give best of references, will con- 
sider only connections with good work- 
ing conditions and top salary. Address 
“R., 643,” care J C-K. 


a,» 





OMPETENT jewelery executive, with 30 
" years’ sound experience and thoroughly 
familiar with large retail volume_0p- 
eration: successful record of handling 
personnel, capable handling the most 
discriminating clientele successfully ; 
school trained in business law, graduate 
member A.G.S.; good habits, congenial 
and conscientious ; want position as ac- 
tive executive with own office, not as 4 
floor-walker salesman; salary $8,000 to 
$10,000, plus bonus, depending upon 
volume of business of store; available 
immediately upon reaching agreements. 
Address “E., 475,” care J C-K. 








I OFFER my future boss, eight years 
of experience as an independent dia- 
mond dealer and broker, followed by 
four years’ Army service, with an ul 
usual war record; an intimate know. 
ledge of the local market of diamone 
importers and manufacturers, dealers 
and brokers; a more than working 
knowledge of diamond manufacturing ; 
a good ability to sell; excellent com 
mercial and personal references ; a Will- 
ingness to travel and to work hard; do 
I fit into your future plans? Please 
write me and let’s get acquainted. Ad- 
dress “P., 751,” care J C-K. 


et 





424 


THE JEWELERS’ (IRCULAR-KEYSTONE 

















































































INDEX TO ADVERTISEMENTS 





’ L Bive, Wittens I, TG. 6 ci iccceccca cee 422 ee Ce Ee 8g 6 concn case: 344 
ir . -e.. k  He kb Caen eek nobus des 390 Simmons Filating Works ........... 396 
3 Lady Alice Pearls ............... 18-79 Simemnene, TR. We, Ooi... 2. ccccce cee. 8 
it L. & B. Jewelry Co.......-+....eee. 189 O | SS a ery oe 71-387 
E igi, Walter ......-..-......50-51-377 .| Ooty watchem Inc. ....<.<..ccceess 142 | Singer, Phillip S. ..............06. 381 
Lasko Strap CO. «+--+. -- eee... sees 73 | Ogush, Wm. B., Inc. ........0..0.e- 3 | Smith & Crosby Co. .............. 376 
‘ ee ents Hy B LO.......-.. 307 | Ollendorf Watch Co. .......+...-.. s9 | Smith, Frank W., Silver Co......... 344 
y Lathin Watch Co. ................. a3 Oneida, Ltd. ........ Outside Back Cover Smyth, Albert S., Co., Inc.........-. 396 
i Lawrence Mfg. a re 198 Ornstein, D., & Sons Corp........... 30-31 Somers-Ernest Co., Inc. ............ 377 
P. Lederer, Henry, PO... . see eee eee rine Ostby & Barton Co....Inside Front Cover Somers, O. J., Pe ee ee 377 
3 Lederer, Victor E., Co.............. 397 IE Te 60 en cssedicecimeciesaia 387 
: Leif Bros. ..... ae pata le 114 P Speidel Corp. ........... 64a-64b-6 4c-644 
2 jeux, Armand J., Corp. ........ 159 . ; 
y Lemieu a nl aan Facific Mills, Inc. .......-......-. 121 Star Ring Mfg. Co.........cce.ce-e 26 
e. Leneige ina, Eth SPR OORA EEE 88 Pasker Pen Ce 68-210 Star Watch Case Co............ ce. 42 
Lenox Jewelry Products Corp....... a) tet Se ao 93 | Stein & Ellbogen Co................ 77 
° L’Eplattenier, Jean ................ 399 acuidinies : uPiengt ry ‘ Steiner-Leading Jewelry Mfg. Co.... 1381 
NE RE Oa 82 earlman, R., INC. ...cecece.ce--.- 110 21 
y Le Stage Peer] Stern, Edward L., & Co............. 
: I ET TS 295 eeriess Platers ....cccoe...-.s 00: 401 
- Lester Jewelry : ‘ a Bs Cis oo 0 6 hee aneesei 386 
io & Sons. Inc........... 380 Philadelphia College of Horology ... 394 
Levin, Louis, , , , Is 5.4 0066 <2 we tawehisekeawe 388 
e k &C I Philadelphia Watch Supply Co....... 393 ol "Gy 
Ct Levine, Frank, O., INC. ......06. 190 ens er 22 
Reine ee ea 177 Phillips, George H., Co............. 329 
3 Levitz, 4r Pi : . Stonewall Products Co. ............ 187 
yey. eee 165 ioneer Diamond Setting School ... 263 290 
n Levy Pi e Stranger, Herbert W., Co........... 3 
—<_ ee 403 isgah Silvercrafts ............. +. 397 
'y Levy Bros. Straub, Paul A., & Co., Inc.......... 402 
Leys Christie ee re 387 Pittsburgh Plate oo eee ee 417 Ss Gl Studi 403 
8 coy Seed 421 | Polumbaum, Richard, Co. .......... 29 ce. waar IRE iat Matta aa 
Linn, | ee a ee ye rere Qe ee P Superfine Lens Cleaner Co. 391 
, Bernard S., & Co. ........ 135 ond, A. i. me sebaen 96A-96B-96C-96D 86 
~ Lippman, , Poole Sil C 399.399 Superb Case Mfg. Co............-+: 
rr Little, George F., Management ..... 353 ee ee ee ee ; Superior Jewelers ........+.+.-+--- 306 
ee i Me kn ck nc cnn ae es as es TG 4 0s Koss os koe 08H 117 
e Litwin ination: Miauee Surnamer, S. J., & Co.............. 388 
c- Longines-Wittnauer Watch Co. ..... 225 EE See TN RSS S 4s ns 04s nm en eee 35-69 
c- Louis Watch Co 152 Providence Stock Co. ........cceses 92 ‘ 
, + #9ES SAD s > Ota ewe Ce 
* L ee 397 SUPE, J. Big & BOK Wisc cccesces: 385 
r ugerner’s .. , : 
1. Lunt Silversmiths ................ 311 Puchkoff, P., & Sons .............. 383 T 
ee ee eee ee ey ee ee 176 R 
is Luria, L., & Sons, Inc.............. 147 Taffel Bros, Inc. ........-.++-.-+ 353 
' Racine, duleg, & Ge ois. cessive. 285 Tedman Importing Co. ............ 402 
- M Racine Universal Motor Co.......... 401 Telechron, Inc. .....+..--+eee++- +++ 413 
7 Ns, Eee 391 | Tharaud, Justin, Inc. ......-.-----. 482 
or Maddock & Miller, Inc.............. 402 Reed & Barton Co...............-.. 313 Thomas, Seth, Clock Co. ........-. 411 
! Magic Iron Cement Co.............. 306 Ry SE ss ha-s seek eededecendas 398 Weet, Fa, Clg Ts ccdicsocesinass 
1] meee, Marry B., Co......+...00..2 388 Remembrance Ring Co. ............ 120 Tolchin & Co. ........-. Gnaimendamea' 392 
re Manchester Silver Co. ............. 317 Rensie Watch Co. ...........cee cee 61 Tomkins Bros. .......+seeseesee-es 3388 
" Manning, Bowman & Co............ 4 rrr 421 Topflight Tool Co. .......--++++++-- 408 
¥ Markstein & Associates ............ 396 Reynolds, E. W., Co., Inc........... 117 Trilsch, Oscar, Co. ...... ees eccecess 302 
3 Marshall, C. & E., Co............... 399 Reynolds Machinery Co. ........... 422 Troob-Gordon Co. .......+++--e+0-- 167 
it Martin, ES a ee ee eS Rices, Bernard, ee 123 Two Twenty Five Fifth Ave. ....... 390 
at Marvel Jewelry Mfg. Co. ......... 156 Mibeein, TW. Ti, Gk: occ cess ssc 390 U 
5 Marvella Pearls, Inc. .............. 62 Richheimer, Jerome ............... 251 ‘ 
1 i Sie Ms 0ss katana ekewcn 99 Rima Watch Co. ........ccce.. cece 150 United States Glass Co. .......----. 351 
B meee, ME. A, | CO. nce riscosscs 56 Rivkin, Morris, & Sons, Inc.......... 13 U. S. Time Corp. eo 29ZA-1985 
w Mednikow & Paul Co. .............. 196 Robbins, Claude, Co. .............. 204 Untermeyer-Robbins Co. ..-.------. 13 
" Me SN oe kdns So Wietd owe 259 Robinson & Sverdlik, Inc............ 243 Vv 
Fs Merz, F. eT 286 Rodman, Harry Eee a ee ee a 91 ‘ 
. RY ee eee ee Pee 178 BT A, nk inne. sdeaceccans 269 Wis et GO ..n'. a oceesevencsnees: 57 
1° ee POWOIY CO. oo aces ecsceees 39 SD  sn0Ceeta~ canna s vecaneanens 149 Victoria Pearl Co., Ltd...........++- 231 
“ Metropolitan Gem Corp. ........... 300 Ronson Art Metal Works, Inc....... 227 SS er er 398 
: meyer, Louis J., Inc. ...........-.. 393 Rosenbloom, Morris, Co. ........... 337 Vulecain Watch Co. ....--.-2-- eee $5 
‘ M.F.G. reece Bane Geis c..'. 6s. cass 172 Rosenthal & Kaplan er eee ey eee 284 w 
é Micallef, A., & Co. ............05. 171 Rosenthal, Leonard, Inc. ........... 13 
: Michigan Dial Refinishing Co........ 398 Rothman & Schneider, Inc.......... 12 Wadsworth Watch Case Co. ..... .— 
e Milglo <coutartesaae: ina, MELE CREE LETT 185 Royal Craftsman, Inc. ......... 248-249 Walsam Disributors ............46. 389 
Miller, Clifford A., & - Se eee 392 Nn ccenik ckeeene cones 403 Walter, Albert, & Co. .........«-. - 195 
_ Mirro Novelty Co. ..............+.. 358 Want Advertisments ........... 424-433 
0 Modern Classics by Mossalone ...72-73 S Watch-Motor Mainspring Co. ....... 421 
d Morris, Norman C., Co.............. 93 Wechsler, Samuel ........--.-+see--: 384 
g M. & S. Jewelry Mfg. Co. ........... 173 Samuels, Paul Hi, Ime... 22... 000. 161 Wedgwood, Josiah, & Sons, Inc. ... 402 
t Ee een ee 401 Sarkin, David, Inc. ................ 134 Weinberg Diamond Co. .........++. 388 
rs ee er 1 " 358 
| Weissman, Beth ..........-ee---+-% 
: N Saunders, Alexander, & Co.......... 389 Weksler & Goodman, Inc. ........ 276 
| ’ , 
. si ans Namie GSN es sees os vias 288 | wells Manufacturing Co. ......--.. 390 
a Nanasi ne ne eee 153 an re 63 | welmaid a cae enciod 399 
0 Nardin, Ulysses J.. Watch & Chronom- DD CT Te eee TTT eee TT ere TS 33 Western Gold & Platinum Works... 422 
n i Oh sk6ek urn as keweaha ee wee ws 281 Sentirman, BM. W., & Co... ..scecsces 126 ; 136 
e y White Rose Jewelry Co. .......--. ‘ 
1 si sang he I. SEC REEC CT REE TS 231 Schmukler, J. J., & Son............54-55 eueieei  .ccicuaneeuKee 270 
National Cash Register Co. ........ 415 eee ike. Gis. Ge ae. fh he wks ceaida 396 Whiting, Frank M., & Co. ..... 218-319 
ss National Jewelers’ Mutual Fire In- ge > 400 Wilberg Jewelry Corp. ..........- , 155 
s _Surance Me ene eines Cee ds aed 385 SS. TE 6 Rei deeded da ckaeweden’ 273 Williams, Gabriel, Co. ........... . 59 
’ National Silver Co. .............. 36-119 es GE GR: kok css ewwnpasess 106-107 wittame Gold Refining Co. ........ 199 
: _ National Watch Repair Co.......... 422 ee 407 Westen, Wieeee, TAG. ..o...<:-<0s 235 
. SRR EE 346 ge ee re 390 Wolf & Klar Wholesale Jewelry Co...80 
d Newall Manufacturing Co. ......... 398 Shanholtz, Joseph M. .............. 339 Cai, Dhl DOR 6 és oav cadends 145 
; Newark Jewelry Mfg. Co............ 115 Shiman Bros. & Co., Inc............ 74 Wood, J R. ie oe 206-207 
° New Hermes, Inc. .............-. 202-378 iis BOR Oi ok ended oso denned 43 , : 
- Non-Retailing Co. ..........00.00-- 148 ie. “Te, ~ vik ki sves cerarnconns 133 Z, 
‘ Norma Pencil Corp. ............+: 299 Sickles, Lowie .......cs<: 382-384-394-395 979 
i Normandie Watch Co. ...........+. 146 iii: TE. Oh GE. i. 8 0k chee ensces 66 Zippo Manufacturing Co. .......---- 











FoR Aucust,- 1947 435 


FOREVER AND EVER 


IF YOU HAVE any doubts as to the fundamental sound- 
ness of the jewelry business, we suggest you take a look 
at the news picture on page 373 of this issue. 


Here is a young woman who is heir-presumptive to the 
throne of a great empire—a girl who some day will wear 
such fabulous gems as the Cullinan and the Kohinoor—- 
a girl who on her recent trip to South Africa was pre- 
sented with a collection of other magnificent diamonds. 


One might think that to such a girl one more diamond 
—especially one of modest size for a girl of her position 
—would not be too important. And yet, here is this girl 
just as excited, just as thrilled over her new engagement 
ring, and showing it with just as much pride as the little 
girl who lives next door to you and who has just received 
her diamond ring from her young man. 

What stronger proof could there be that it isn’t just 
merchandise that the jeweler sells, but the symbols of love 
and devotion and romance. Those things will never die 


so long as men and women still walk this earth; and until - 


men and women cease to be, they will still want the beau- 
tiful and enduring symbols of their love that the jeweler 
purveys. 

Yes, there'll always be a jewelry business. 


A GOOD IDEA 


WE LIKE THE suggestion advanced by the National 
Jewelers’ Association for combatting the recent tendency 
on the part of some suppliers to cheat on the quality of 
their goods. The idea could well be adopted by retailers 
as well as wholesalers. 

Every order for merchandise, the Association sug- 
gests, should bear the following statement, which can be 
applied with either a rubber stamp or a printed sticker: 


“By the acceptance of this order the seller guarantees 
that all articles shipped against it will be marked for 
quality in strict accordance with the applicable Com- 
mercial Standard issued by the National Bureau of 
Standards, and that the articles will be stamped with a 
trademark.” 

Such a guarantee would place definite and legal respon- 
sibility for maintenance of quality and truthfulness in 
marking squarely on the manufacturer—which is where 
it belongs, because he is the one who controls the quality 
of the goods, and applies the quality marking. 

The vast majority of manufacturers, who are scrupu- 
lously honest about their quality standards, should have 
no objection to accepting this responsibility, and if the 
occasional cheater and chiseler are likewise held to strict 
accountability, it should go a long way toward clearing 
up a bad situation. 
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DON'T PUSH 


ONE OF OUR retailer readers brings up a point that 
might well be made the subject of some earnest self. 
examination by manufacturers’ and wholesalers’ salesmen, 

In recent months, says our retailer friend, he has ob. 
served that salesmen have become noticeably more and 
more aggressive—a quite natural and thoroughly under. 
standable development, he adds, in view of the fact that 
orders haven’t been coming quite so easily as they were, 
But while he understands and sympathizes with the plight 
of the salesman, he also objects very strongly to some of 
the tactics that some of these representatives have em- 
ployed in their eagerness for business. 

One of the things that particularly gets his dander up, 
he says, is the way some salesmen barge right in on him, 
no matter what he’s doing—perhaps interrupting him in 
the midst of a difficult sale, or other urgent business. 

Such methods are about the surest way to avoid getting | 
an order, our correspondent remarks, even if the sales. ~ 
man has something he might otherwise buy. Initiative © 
and persistence are splendid qualities, but over-aggres- ~ 
siveness is likely to lose more business than it wins, and 
to create a lot of ill-will in the bargain. 

The salesman should never forget good manners. 


IT PAYS (?) TO BE IGNORANT 


THE JEWELER WHO worries about the competition of 
the department store should never forget that he too has 
several things in his favor. One of them is the abysmal 
ignorance of jewelry goods that is often manifested by 
the big emporium down the street. 

For example, one of the large New York department 
stores recently advertised that they were going to strip 
the mystery from cultured pearls, and sell them the same 
way you'd expect to buy ham or calico—at a flat uniform 
price per unit of measurement—in this case, $1.00 per 
carat. If a necklace weighed 35 carats it would be $39; 
if it weighed 50 carats, the price would be $50; and 
SO on. 

Apparently they’d never heard that one pearl of 20 
erains is worth much more than 20 of one grain each; 
or that of two cultured pearls of the same size one might 
be worth ten times as much as the other, depending en- | 
tirely upon the amount of real pearl nacre deposited upon = 
the core. 

Their next bright idea, no doubt, will be to announce | 
that hereafter they will sell all diamonds at $100 per 
carat, regardless of size, color, cut, or degree of per 


fection. 
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